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Co-op Gets Green 
Light from NAB 


Under Joint Code 


Rough Proofs 


“Information Please” won't broad- 
cast for American Tobacco Com- 
pany after Feb. 5, it is announced. 
The experts flunked the question, | 
“Why has Lucky Strike green gone | 
to war?” | 


during the past year. 
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Show Being Whipped | 
Sun Valley closed Dec. 20, be- Up to Hit Airwaves 

cause of fuel rationing, transporta- | . 

tion and the manpower shortage. | Early in 1943 

From the standpoint of the lady | 


visitors, it was the last item that 
hurt. 


‘| from advertising’s year at war, 
Washington, D. C., Dec. 17.—Fol- 


lowing a two-day conference here | 
with the code committee of the Na- | 
tional Association of Broadcasters, | 
the Cooperative League of the U. Ss.) 
A. this week received the go ahead | 


worthy of permanent retention, 
> ww ee ° 


Back in 1909 Scott’s Emulsion ad- 


jar ; the government agencies, trade 
vertising offered only relief for a & & . 


Advertising—A Year at War 


Beginning on Page 11 of this issue, ADVERTISING AGE presents a 
special 60-page section reviewing advertising’s conversion to war 
This report is designed to serve a three- 
fold purpose: to chronicle advertising’s conversion to war; to pro- 
vide the advertising field with a clear-cut guide to wartime adver- 
| tising and. cooperation with various government agencies and 
departments; and to increase recognition of the value of adver- 
tising’s role in war among leaders in government and industry. 


Because of the tremendous volume of material available, this 
special report is necessarily incomplete; it presents highlights 


but we believe much of it will be found useful and valuable, and 


The Editors of AvvertisinG AGE express their appreciation to 


few little ailments like coughs, ane-| signal to buy time formerly refused | 
mia and consumption, while now} on radio stations owned and man- | 


they can prove it’s got vitamins. 
7 | # 


Two out of three women can get 
new skin beauty in 14 days, Palm- 
olive magazine copy promises. 
Those are pretty good odds, girls, 
even if you should lose the bet. 


7 Vv 


A fellow named “Ed,” who signs 
a lot of those little paragraphs in 
Time, was completely overlooked 
when the Kansas City Star used 
full-page space to acknowledge his 
recent orchid. 


vgyv¥sy¥ 


Ben Bernie says he used to work 
in a theater as a boy, selling candy, 
cigarets and chewing gum, and now 
he’s dropped the candy and cigarets. 
Permanently? 


, F F 


“This is the Christmas to carry 
bundles and packages smilingly in 
your arms,” says Schenley. And 
some of the customers who don’t 
carry their packages in their arms 
sport the biggest smiles. 
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J. Parker Van Zandt suggests that | discussion of the cooperative move-| tration. 


aged by the National Broadcasting 
|Company and the Columbia Broad- 
|casting System. The League issued 
,a joint statement in conjunction 
| with the NAB which partially vin- 
|dicated cooperatives but demanded 
strict adherence to a code drawn up 
by both groups. 

Conferees agreed that the adver- 
|tising of cooperatives is and has 
/been acceptable under the code 
when the programs offered are de- 
signed to sell goods, trademarks or 
services of cooperatives. It was also 
agreed that there is no objection to 
commercial copy incorporated in a 
|program sponsored by a coopera- 
tive enterprise which said that 
|“any person can make purchases at 
cooperatives; membership in cooep- 
/eratives is open and voluntary; co- 
operatives are owned by members, 
jeach of whom has one vote; and 
profit or savings are returned to 
member owners.” However, in mak- 
,ing such statements no attack is to 
_be made on any other business en- 
| terprises or systems of distribution. 


| Discussions Limited 


| Further stipulations of the code 


required that the “length of com- 
‘mercial copy and character of such 
|a program” should conform to 
articles herein contained. “Any 


regrets for any omissions which 
tions of time or space. 


| 


dividuals whose cooperation made this report possible, and their 


rather than a complete record, 


associations, companies and in- 


may have been caused by limita- 


WLB Orders N. Y. 


Newspaper Drivers 
Back fo Trucks 


Readers Without 
Newspapers 4 Days 
Rush to Stands 


New York, Dec. 17.—Compelled 
to rely mainly upon radio for their 
news during the past four days, mil- 
lions of New Yorkers today ea erly 
snatched their morning papers from 
the newsstands following an order 
by the National War Labor Board, 
ending the strike of 3,000 members 
of the Newspaper and Mail Deliv- 
|erers Union which began Sunday at 
4 p. m., and halted delivery of eight 
major dailies. 

The union voted to return to work 
on the basis of a formula made by 
the WLB whereby the entire dis- 
be submitted to arbi- 
Nearly eight hours after 


| 
| 


| . 
|}pute is to 


the future of air cargo be left to the|ment as such or as any economic|the government stepped into the 
magazine writers until a great deal|system is properly confined to sus-|strike and demanded workers re- 


more information has been as- 
sembled. There’s no use spoiling a 
good story. 

vv v v 


The Coast Guard publicity de- 
partment is worried because it’s not 
getting its share of the spotlight, 
but it will be their own fault if they 
don’t turn the job over to the 
SPARS. 
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Westbrook Pegler, who’s now sore 
at Charlie Chaplin, says he wasn’t 
really a great artist when he was 
wobbling through those silent films, 
but maybe all Charlie was trying to 
do was make you laugh. 


,vyY 
Isn’t it odd that politicians who 


resign after having been under fire 
r many months suddenly discover 


- 


it ought to be? 
. ao. oe 


That new descriptive for impor- 
tant war books, “Imperative,” may 
just strong enough to make a lot 
' stubborn people decide the time 

s come to resist that impulse. 


_ 


 V 


That clothing chain has a unique 
portunity in its patriotic adver- 
ing to say, “When you're thinking 
ordering a new suit, remember 
to buy Bonds.” 


SS 


Copy Cus. 


taining time which may be given 
by stations or networks in accord- 
ance with the public interest.” 

“On the basis of the agreement 
reached, we are forging ahead as 
fast as we can to whip a program 
into shape,” said Wallace Campbell, 
assistant national secretary of the 
League. “Although we had 30 sta- 
tions lined up before the contro- 
versy, it was impossible to hold time 
indefinitely, therefore it will be at 
least three weeks before the show 
goes on the air. Offhand I would 
say early in 1943.” 


To Use Same Title 


| According to Mr. Campbell, the 
original title of the program, “Let’s 


|Get Together, Neighbor,” will be 
lused. The show itself will be 
| changed considerably. Plans are 


being worked out with Atherton & 
Currier, the agency. “It is going to 


hat their health isn’t nearly as good | be even better than it was before,” | 


Four New Products for Standard Brands 


(Continued on Page 76) 
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jsume their jobs immediately, the 


union appointed a two-man board | 


of arbitration to represent it in the 
controversy on Monday before the 


(Continued on Page 73) 


Overseas ‘Victory’ 
Magazine to Have 
Advertising Pages 


Crowell-Collier to 
Publish Paper on 
Non-Profit Basis 


Washington, D. C., Dec. 17.—The 
Office of War Information today an- 
nounced signing of an agreement 
with the Crowell-Collier Publishing 
Company for bi-monthly publica- 
tion of the official Victory magazine 
of OWI’s* overseas division on a 
“non-profit” basis. The official an- 


nouncement followed __ several 
months of negotiations. 
Victory, closely resembling the 


|colorful En Guardia published for 
|the Coordinator of Inter-American 
| Affairs by the McGraw-Hill Pub- 
lishing Company, differs from its 
prototype in one important respect, 
advertising. 

Advertisements by American 
manufacturers will show how 
American industry is geared to the 
war effort, and give neutrals and 
our allies an accurate picture of the 
American way of life, our products, 

(Continued on Page 78) 


dressed an open letter to Secretary 


Last Minute News Flashes 


Professorial Group Demands Curb on Advertising 

New York, Dec. 18.—A group of 100 “economists, political scientists, 
and other educators,” headed by Colston Warne of Amherst, who is presi- 
dent of Consumers Union and a long-time foe of advertising, today ad- 


of the Treasury Morgenthau, Direc- 


tor of Economic Stabilization James F. Byrnes, WPB Chairman Donald 
Nelson and retiring OPA Director Leon Henderson, demanding an “ad- 


commercial advertising now 
| wants to get over to the public, the 


ministrative order” curbing all advertising for the duration by allowing 
as a deductible cost for tax purposes “only that minimum of advertising 
absolutely essential to secure the sale of actual current output.” Where 
carries 


messages that the government 
letter suggests, “let them be paid for 


directly by the government rather than associated with the private trade 


names of commercial companies.” 


New York, Dec. 18.—Standard Brands will introduce four new prod- 


ucts early next year—Sted, a coffee extender; Stams, a new multi- 


vitamin and mineral tablet; Stan-“B,” a vitamin B complex tablet for the 


drug trade; and Fleischmann’s B vitamin yeast tablets. 


ductory advertising on the latter is 


Intensive intro- 
planned for New England, including 


network and spot radio and color insertions in Sunday comic pages. 


Campaigns on the others are now 
is the agency. 


being readied. Kenyon & Eckhardt 


Step Up British War Services Advertising 


New York, Dec. 18.—A sharply increased allotment has been awarded 


to British advertising designed to fill vacancies in war services, J. Walter 


Thompson Company, Ltd., announced here today. 


This advertising has 


been placed third on the expenditure list, with an appropriation of 


$112,158. 


Grade Labeling 
Down the Wind, 
Food Men Told 


Necessary for Price 
Control, OPA Says; 
More Rules Forecast 


_ Chicago, Dec. 17.—The canners 
| and consumers of the United States 
|can definitely get set for grade la- 
beling, compulsory and applied to 
a wide range of products, officials 
of the Department of Agriculture 
and the Office of Price Administra- 
tion made clear this week before 
the Food Processors’ Conference. 
The speakers, A. C. Hoffman, di- 
rector of the food price division, 
OPA, and Roy F. Hendrickson, di- 
rector of food distribution, Depart- 
ment of Agriculture, admitted that 
grade labeling in a free economy— 
i.€@., a peacetime economy—is ques- 
tionable. Both held that wartime 
restrictions dictate some such move. 


“Will Be Used” 


Said Mr. Hoffman: “Because 
grading and grade labeling best 
serve the interests of equitable, ef- 
fective and enforceable price con- 
trol, they will be used wherever 
necessary in the food field. I want to 
tell you as fully and frankly as I 
can just why OPA takes that posi- 
tion. 

“In the case of canned fruits and 
vegetables, we feel that simpler and 
more effective price control will re- 
sult from the establishment of uni- 
form dollars-and-cents ceilings, 
f.o.b. the cannery, adjusted region- 
ally and by grades. It immediately 
follows then that the price program 
must be related to standardized 
grades, for the protection of the 
canner, the distributor and the con- 
sumer. On that basis, and only on 
that, our decision has been made. 


Use AMA Graders 


“Fortunately, governmental 
standards are now in use and avail- 
able for nearly all canned fruits and 
vegetables. These _ specifications, 
established and administered by 
the Agricultural Marketing Admin- 
istration, will be incorporated by 
OPA in its price schedules. That 
has already been done in our sched- 
ules for beef, turkeys, dried beans, 
potatoes and onions. 

“Officials of the Agricultural 
Marketing Administration have 
stated that complete inspection of 
the pack will be made by govern- 
ment graders. This, of course, 
means that they will not have to 
grade at their own peril.” 


Sees More OPA Control 


Terminology of grading, said Mr. 
Hoffman, may either be that of the 
trade (fancy, extra’ standard, 
choice, standard or sub-standard) 
or that of the government (such as 
A, B, C). Overprinting will prob- 
ably be required on some labels, he 
said, and this would be considered 
in cost schedules. OPA also recog- 
| anes that there will be instances 
| where the same grade of a commod- 
| ity commands the same frice on re- 
tailer’s shelves, but the advantages 
|of labeling outweigh this disadvan- 
tage, Mr. Hoffman believes. 
| “Furthermore, and I want to em- 
| phasize this very strongly, it is al- 
| together possible —indeed it is quite 
| probable—that sooner or later, the 
OPA will supplement its margin 
control at the retail level by means 
of flat prices, by grade, by region, 
and by type of store. In that event- 
uality, it is self-evident that the 
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grade will have to be on the label,” | tifying merchandise incident to | ard. The remainder, which will be 
making ceilings serve their laudable | available to the public, will consist 
purpose of arresting inflation. I can| of the two rims of the product. 


he warned. 
No Threat to Advertising 
What advertising’s place 


OPA’s new order will be was de-| grade labeling is needed as a war-|slipping up over 


see good reason under these cir- 


“Now, OPA wants grading pri- 


in | cumstances for OPA’s position that| marily to prevent processors from 


into the next 


fined by the OPA aide as follows:| time measure. We will do the best grade, and thus boosting their price. 


“In the case of advertised versus | 
non-advertised brands, it is obvious | 
that price differentials between | 
such brands cannot be recognized, | 
except on the basis of actual dif-| 
ferences in grade. | 

“This is again true from the 
mechanical standpoint, and should | 
not be construed as directed toward 
the curtailment of advertising. | 
OPA’s position in that respect has | 
been thoroughly publicized by Leon | 
Henderson.” 

Mr. Hendrickson, not so positive 
in some respects, was nevertheless 
thorough in his exposition of the 
ease for labeling: 


Reports Voluntary Cooperation 

“In peacetime I’d say let’s leave it 
to the consumer to decide. As you 
know, up to this time grade label- 
ing has been on a purely voluntary 
basis. An increasing number of 
canners are participating, and an 
increased number of distributors 
are now labeling their products un- 
der federal grade. We offer the 
service; no one is forced. 

“Now with a war on, the OPA is 
wrestling with the problem of iden- | 


| pointed out. 


‘transportation costs. So 
| prices may be commanded by peas 


we can, if it comes, to do a good, 
reliable job. In Paul Williams and 
his corps of processed food inspec- 
tors of the Fruit and Vegetable 
Branch, we have an honest, hard- 
working group of public servants 
who do their job well.” 


Canners Disagree 


The reaction of the canners cen- 
tered on two points. The first was 
the OPA’s position. “Take peas as 
an example,” one association official 
“They’re shipped into 
a city from widely-separated mar- 
kets, with justifiable increases in 
several 


all bearing the same grading mark. 
I think it will lead to protests by 
consumers, and some awkward ex- 
plantions by OPA.” 

The second centered on the kind 
of products available. “Still talk- 
ing about peas,” this official said, 
“remember that the government is 
going to take about 50% of the 
1943 pack. This 50% will be taken 
out of the center of the pack, mostly 
standard, with some shading up in- 


| 


That’s possible when there are four 


lor five grades which can be inter- 


changed, but when you have only 
two grades, and these widely sep- 
arated in quality, I don’t see how 
it’s going to be possible.” 
Otherwise, the convention — 
which used to be the largest in 
Chicago, with canners, processors, 
distributors and growers in attend- 
ance—was a strict, one-way affair. 
The government had already told 
the processors how much it wanted 
of each pack, and how that pack 
could be put into containers. The 
hysteria over food goals and tin 
which marked the sessions last year 
was notably absent; the industry 
was completely absorbed in doing 
the tremendous job thrust upon it. 


Ilium Heads Arvey Dept. 


H. C. Illium, formerly advertising 
manager of Container Corporation 
of America, has joined Arvey Cor- 
poration, Chicago, to direct a new 
department created to develop metal 
and other critical material replace- 
ments for government and civilian 


to fancy, and some into sub-stand- | requirements. 


Peacetime engineer vesterday 
WAR ENGINEER TODAY 


Peacetime engineer tomorrow 


e’s a busy man these days 


. 


Railroading is only one of many 
essential factors that contribute 
toward making the Toledo area 
Ohio's DOUBLE-VALUE market. 
Industry and agricultute form a 
stable market for today and 
for the future. 


In peace or war railroads in America are indis- 
pensable. Freight volume has increased 986° in 
three years—more than six million soldiers have 


been transported in the U.S. 


since war began. 


And Toledo is one of the nation’s largest railroad 
centers. More than 8,000 highly paid railroad 
workers make their homes in Toledo—their annual 
wages amount to over eighteen million dollars. 


Railroad workers have always been well paid and 
there is every reason to believe railroad employ- 
ment will continue steady after peace is won. 


Will your product be remembered by these busy 


men of war? 


Will products that are by-words today 
be BUY-words tomorrow? 


TOLEDO BLADE 


One of America’s Great Newspapers 


REPRESENTED BY PAUL 


BLOCK 


AND 


ASSOCIATES 


Leon Henderson, 
Frank OPA Boss, 
Resigns His Post 


Washington, D. C., Dec. 17.—Leon 
Henderson, the doughty Swarth- 
more College economist who fought 
his way from an obscure govern- 
ment berth to the post of virtual 
“ezar” of the civilian economy, to- 
night stepped down so that Presi- 
dent Roosevelt could appoint a new 
price administrator more acceptable 
to the incoming 78th Congress. 

In an exchange of letters, Mr. 
Henderson blamed poor health and 
failing eyesight for his move, while 
the President praised his courage 
and promised another post in the 
government when his health is re- 
gained. 


Rumor Points to Brown 


Mr. Henderson’s successor, ac- 
cording to sources close to the White 
House, will be lame-duck Sen 
Prentiss Brown of Michigan, floor 
manager for most of the adminis- 
tration’s war economy measures, 
including the economic stabilization 
measure jammed through Congress 
in record time last September. 

A faithful New Dealer, and a 
politician who, like Economic Sta- 
bilization Director James Byrnes, 
can maintain cordial relations on 
Capitol Hill, Sen. Brown is an 
unknown quantity to the business 
world, except for his espousal of the 
$25,000 salary limitation during 
Congressional debate on the wage 
and farm price bill signed by the 
President early in October. 

Sen. Brown has, however, been 
critical of the red tape and confu- 
sion of the OPA administration and 
has expressed his desire to substi- 
tute an “honor” system for compul- 
|}sory coupon rationing. 


“Wasn't Polite” 
Mr. Henderson’s resignation today 


| from the Office of Price Administra- | 


tion and six days earlier from the 
Office of Civilian Supply, followed 
close on the heels of an outburst of 
criticism, partly spontaneous, partly 
managed, of OPA’s handling of fuel 
oil rationing and nationwide gaso- 
line rationing. Asked at his final 
press conference, a week ago, for 
an explanation of his falling-out 
with Congress, Mr. Henderson 
summed up his troubles in the 
phrase, “I guess I just wasn’t polite.” 

His independence and his tenacity 
in fighting to keep OPA free from 
the domination of either politics or 
business were largely responsible 
for his downfall. Suspicious of both 
groups, he turned frequently to col- 
lege professors who — although 
scrupulously honest — were zealots 
for reform, and who wrote their 
rules to guide the every-day retailer 
in the jargon of higher accountancy 
and law. 

Once considered an outspoken 
critic of the competitive American 
economy, of which advertising is a 
| keystone, Mr. Henderson had, since 
a few months before Pearl Harbor, 
been outspoken in his support of 
advertising. 

In the last few days before the 
veteran senator and justice, James 
Byrnes, counseled his resignation, 
Mr. Henderson had been working 
hand in hand with his New Deal 
_press agent, Bob Horton, to prepare 


| plans for telling the new price con- | 


trol and rationing programs through 
contributed—possibly paid—adver- 
|tising channels. The latter was 
obviously impossible while a ram- 


A WARTIME ‘MUST' 


THIS BOOK IS AN 
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By W. L. WHITE 
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This is the initial advertisement for the 

first book to win the "Imperative" award 

from the war book panel of the Counc’! 

on Books in Wartime. The new promo- 

tional device was described in Advertis- 
ing Age Dec. 7. 


Distribution Shitt: 
Heinz to Sell 
Straub’s Honey 


Chicago, Dec. 16.—H. J. Heinz 
Company went farther down the 
road it began to travel when it 
acquired the distribution of Sun- 
Maid raisins when it announced thi: 
week that it will henceforth dis- 
tribute the honey of the W. F 
Straub & Co., Chicago. 

Straub’s honey has_ previously) 
been distributed through food 
brokers, the same distribution setu; 
used by Sun Maid. According to a 


Straub official, Heinz will handle 
|all details of distribution, packag- 
ling, selling and advertising, the 
actual packing being done at its 
| Muscatine, Ia., plant. 


Begin Sale Next Week 

This unique transaction, which 
brings together a company which 
|has never before distributed 01 
|sold honey and a honey maker that 
|started as a manufacturing chemist, 
|became effective Dec. 1 and Heinz 
| will start selling Straub’s honey 
actively next week. 
| A spokesman for Straub said ; 
“very large demand” existed fo: 
honey at this time and it was “too 
much for Straub to handle.” The 
other function of the company, 
manufacturing chemicals, has also 
grown to mammoth size so the com- 
pany is evidently pleased to have 
Heinz in the picture. 

Straub’s apiary, reputedly the 
world’s largest, is located in north- 
}ern Minnesota’s Red River valley. 
| Up to this time Mitchell-Faust 
Advertising Company has handled 
‘promotion for Straub, but since 
Heinz has taken over selling func- 
| tions, advertising will be handled b) 
|the Heinz agency, Maxon, Inc. 


‘Spiegel Agrees to End 
Use of Beals’ Service 
| The Federal Trade Commission 
}announced in Washington, D. C 
last week that Spiegel, Inc., Chi- 
cago mail order company. had 
agreed to end its use of the mai! 
service of Guy C. Beals, operator 
|International Trustees, Des Moin« 
Ia., in its bill collecting department 
According to the FTC, Beals 
mailed cards to debtors which im- 
plied that acknowledgments would 
bring them an inheritance. Th 
|real intent, said the commission 


pant Congress nominated Mr. Hen-|was to locate Spiegel debtors and 


derson as its first casualty of 1943. 


‘collect delinquent bills. 


“Ask your 
Agency 

te ask the 
COLONEL!” 


WINS 


NEW YORK 
CP 5000 WATTS «+ 1000 KC 
New York’s Best Spot Buy 


ee ae wad ae s : ne £ ba, "ee eS Fare ee é Pas ; ie i ie5 tnd PR WP sg "ge See ee nes meh Rte i SR eee te * or Stel” ne +. ¥ rm . ae wey 7), ae ae ot Att © 
Me a 8 
es a | 
om r ee 
= sxe CE CE 
— a = | a SA , 
— TT 
chs 
aa To 
ia || Tete pre 
_ || Hoss SSS PMI 
Fd —a——s 
; | ———-oo «1S . "eee = tt oe ees oo SE 
a a + 
" SSF 
- -_ ———— ee 
a | | 
y/ ee 
ae 
a 
ey 
. aeeanee eae nnmmae ennai enna ee 
= 
‘ a : ee . 
| | “Sa. = 
—_ —| ~<a 
ny oo 
ae ar ee | eee i pier a is * i 
un oa a CS re : 
= oe he “RE: “igh a gle Ut 
ot . ie 6 ae pee aa et =a ee or h oq 
nee ‘ Bi. i i 
Wisi. a Mae eee { ("s . 
i | Pe” ee eon, | | 
aa ; Seer ae ss ne: erm 
a eg t . Peery ee” 
eo! ee an Ss 
Dae a os 5 Am “day... be be — uy ‘ 
ae . iit ae eo > ae , 
pa tp, © . ae : an a ee } ne 
Be 7 ona i ee 3 = ia ra 
ies — om .. % ae of ig. vw . 7 a “s 
om i ee, ae ame Met” yl  . 
= iw i! ae NM 4 
. a So Qa Ry | 7 
. Paver ~ a. oa home ’ 7 igi” i : ie - 
a esaar ¢ : i. — : 2 lug ee ele ar i 
. ae me . ae ee Sera) = . ree, eh 
PL . = fi ~ yi oe is fe ie i a a 3 
4 : oe " a . eae ar ——_ & Be ; ; 
a! ° ore — 5 ee ee ois A Pie ee ss " a 
an * Aan eee aa ta tae Tere ee OE 
i PB ser ag i 5: re 
’ ae SS Re ORE a ee 
eS ES ae ae 
a 
- ; Bb ie a ’ 
z a 
* a <i ee 
w& 
S ee 
i RY 
aes. 5 ss 
_ ) ae 
Z eC 
- FREE & PETERS, INC. 
a G 7 E. 1 i N i ' n +t ti s 
| . xclusive ationa epresectetive 
eS : es  , 2 ; ‘ 3 an f ioe 2 ns - 7 nee Sin a fe 2 ‘i % ' coe PG) ae sg ¢ * eg + - # 47 7 way a aes ili: ie ea 76 ee eloe aie ‘ A a alia “ i hp eg es, hs a oe 
Poe 4? aaa: aot ~*~ oo Sar y ax stant ny a Se. iy agi a a ae ae es ae - i a c a Poy rik : ETO S: « ial Fi age fo” eee eee ee , inex HAs a 
Nye 3 were. * Z MD teed ig s Ves te ok Dee ie tet es er a aati $ cs. ie : a : 2h eee De NAS ne aS Nae 2 ae + ae : Bee ty ea 
sites 3 et BO sae 2 te aa a ET “Ap Fra e oe. tre et See dak be, oes Rete 4, Be: ¥: eRe, i 7 Tagan f Se eae a ets sie eetee aie eaehimen le ote ay ats: Nese . 


December 21, 1942 


This old matter of advertising costs needs a 
new slant, 

The inescapable fact that PopULAR SCIENCE 
Monthly sells its white space at $1.23 per 
page per thousand shouldn't blind you from 
buying other good books. 

Price alone never made value. 


But the equally inescapable fact that this 
news-picture magazine of science and indus- 
try delivers a million-man-market of key war 
workers at such a “low” certainly does. 

Why else do you think the dilletante “Dizzy- 
Dough” Gremlin gets hot and cold running 
shivers at the mere mention of our rate? “Buy 
coverage,” has always been his tantalizing 
theme song, “who cares about the cost!” 

It could just be in these war days of neces- 
sarily high taxes and rationed goods and re- 
stricted selling and a watchful Washington 
advertising eye, that he’s not going to find so 
many advertisers joining the chorus. 


ADVERTISING AGE 


“$1.23 per page per thousand!” 
Shuddered the “Dizzy-Dough” 


Not when they realize a full page for a 
full 12 months in PoPULAR SCIENCE costs but 
$10,380 . . . not many dollars more than a 
single page, one time, in most mass maga- 
zines. Not when they realize PopuLar 
SCIENCE offers a “class-mass” package ... a 
market of a million enterprising citizens with 
money to buy what’s worth buying . . . with 
minds alert to ideas worth grasping. 

Here are the kind of guys who were the 
first to buy four wheel brakes and iceless ice- 
boxes, and synchro-mesh and lots of other 
once-new things. The same men who will be 
the first to buy (and to sell their friends) 
tubeless tires, cars with sealed-in cooling 
systems, plastic-equipped kitchens, and all 
the new post-war products. 

There’s no reader audience quite like this. 
Can you find a better starting point for your 
1943 program? 


The News-Picture Magazine 


of Science & Industry... 


EMLIN 


Advertising Gremlins, while not so rugged as 
their air-minded cousins (who pester pilots), 
can raise just as much hell. This “Dizzy- 
Dough” devil is a perfect example. The way he 
can kick advertising dollars around would make 
Morgenthau moody. 
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Advertising of 
Liquor fo Stop 
in Canada Feb. 1 


Ottawa, Ont., Dec. 17.—Wartime 
advertising of liquor, wine and beer 
in Canada suffered a body blow this 
week as Prime Minister W. L. Mac- 
kenzie King announced that quanti- 
ties for sale are to be reduced and 
that all promotion must end Feb. 1, 
1943. 

The new program, disclosed last 
night in a nationwide broadcast by 
the prime minister, includes these 
essential details: 


|wine and 30% 


1. Quantities to be released for | 


sale, based on the amounts sold for 
the year ended Nov. 1, 1941, are 
trimmed 10% for beer, 20% for 


for distilled spirits. 

2. Alcoholic content of all spirits 
is to be cut to a level of 30% under 
proof; wines must no 
“fortified” with spirits; and fortified 
wines can not be imported. 

3. After a six-week period for 
the adjustment of contracts, no fur- 
ther advertising of liquor will be 
permitted for che duration. 

“Advertising is clearly not neces- 
sary to promote sales, nor is it justi- 
fied if sales and consumption are 
to be curtailed,” the prime minister 
said. Canadian consumption of beer, 
wine and liquor has increased more 
than 60, 25 and 371% respectively, 


longer be} 


he continued, adding that “no one 
will deny that the excessive use of 
alcohol and alcoholic beverages 
would do more than any other single 
|factor to make impossible a total 
war effort.” 


Asks Province Cooperation 


Mackenzie King appealed for full 
cooperation of provinces which have 
not yet clamped down on sales and 
advertising. Quebec is the largest 
province which still permits liquor 
advertising, while Ontario and sev- 


eral others have already banned | 
such promotion in war time. The 
distilling industry has been 100% 


converted to production of indus- 

trial alcohol and supplies of malt 

for brewers have been limited. 
When the new liquor order is is- 


sued by the government, it is ex- 
pected to show that liquor adver- 
tisers may still continue to carry 
on “contributed” advertising so long 
as these displays do not advertise 
individual brands, etc. Considerable 


money is spent by liquor firms and | 


by the beer and wine industries in 
the form of “contributed” advertis- 
‘ng prepared and donated to boost 
Victory loans, 
patriotic appeals. 


‘Morton Advanced 


J. B. Morton, central district sales | 


manager for Transportation Adver- 


tising Company, Chicago, will take | 
the sales management of the 


over 
company’s eastern territory, com- 
prising Canton and Portsmouth, O., 
effective Jan. 1. 
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at a cost of $1.65 per thousand or about '/, million for $802 each Sunday. 
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9, 531, 213 


A. B. C. Circulation 
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NEW YORK TIMES 
CHICAGO TRIBUNE 
"PHILADELPHIA INQUIRER 
DETROIT FREE PRESS 
-— CLEVELAND PLAIN DEALER 
ST. LOUIS GLOBE DEMOCRAT — 


a 


MINNEAPOLIS TRIBUNE AND 
STAR JOURNAL 
CINCINNATI ENQUIRER 
INDIANAPOLIS STAR 
| BUFFALO COURIER-EXPRESS 
ot PAUL PIONEER PRESS 
DES MOINES REGISTER 
NEW ORLEANS TIMES-PICAYUNE. 
HOUSTON CHRONICLE 
ATLANTA JOURNAL — 
DALLAS NEWS 


(MEMPHIS COMMERCIAL APPEAL 
Pe “BIRMINGHAM NEWS & AGE-HERALD 


RICHMOND TIMES-DISPATCH 
NASHVILLE TENNESSEAN 

JACKSONVILLE TIMES-UNION. 

NORFOLK VIRGINIAN-PILOT 
CHARLOTTE OBSERVER 


PORTLAND JOURNAL 


. intimate woman-to-woman copy recommending BUY-LINES available 
or giving "Trade Name Insurance" to products that are war-restricted . 


. through care-of-product and 
institutional information. 


3. It gives an exclusive franchise . . . to ONE product in each classification, with publicity for 
products that must be "duration remembered" and direct sales results to products that can help women: 
solve today's wartime buying needs. 


NANCY SASSER 


NC OR P OR ATE D 


NEW YORK 
420 Lexington Ave. 
Tel. MU 5-3724 


CHICAGO 


360 N. Michigan 
Tel. CEN 1577 


Red Cross and other | 
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SUN VALLEY, IDAHO 


In this unusual copy in newspapers, Sun 
Valley last week explained the reasons 
which caused it to close and added the 
promise that its “unrivaled facilities’ 
will be available again after the war. 


‘Parade’s Weekly’ 
Dropped; Shortage 
of Paper Blamed 


New York, Dec. 16.— Paper re- 
strictions were advanced this week 
| as the reason for the discontinuance 
‘of Parade’s Weekly, which has been 
sold on newsstands as a self-con- 
agazine in cities where 
|Parade is not distributed with a 
Sunday newspaper. 

“Our inventory as related to the 
/anticipated supply of paper will not 
permit us to expand the circulation 
of Parade’s Weekly on the news- 
|stands as planned,” George B. Sad- 
ler, vice-president, advised adver- 
tisers and agencies. “Therefore, in 
order to conserve paper for Parade, 
our supplement, we deem it advis- 
‘able to suspend Parade’s Weekly 
until the paper outlook becomes 
more favorable. 

“The circulation of Parade’s 
Weekly has averaged approximately 
100,000 per week and because this 
circulation was offered as a bonus 
'to Parade advertisers, we will make 
‘adjustments to advertisers with 
‘orders now on the books, so they 
| will receive the benefits of a bonus, 
until we announce additional news- 
|paper circulation equal to that of 
Parade’s Weekly.” 


McGraw-Hill Makes 
Staff Changes 


McGraw - Hill Publishing Com- 
|pany, New York, has made the fol- 
\lowing changes in its personnel: 
A. M. Staehle, publisher of Factory 
Management and Maintenance, has 
also been named publisher of all 
McGraw - Hill mining publications, 
succeeding H. W. Clarke, resigned. 

Robert F. Beard, formerly on the 
sales staff of Country Gentleman, 
New York, has been appointed 
regional vice-president in charge of 
\the Philadelphia office of McGraw- 
| Hill, replacing F. H. Johnson wh: 
has resigned. 


‘Cairns Adds Sample 


| Frank L. Sample Jr., Inc., Booth- 
bay Harbor, Me., now constructin: 
minesweepers and tugs, has ap 
pointed John A. Cairns & Co., Nev 
York, to handle institutional ad 
| vertising in yachting and commer- 
cial fishing magazines. 
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BURTON BROWNE 
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ADVERTISIN 
150 EAST SUPERIOR STREET ; 
CHICAGO * DEL. 3800 
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~NEW YORK CITY... 


USE OF METROPOLITAN USE OF SOME METROPOLITAN PAPERS 
PAPERS ALONE Ms ee “ 


INTENSIFIED SPENDING IN PREFERRED AREAS — 


_ which merely parallels population and : 
_ disregards DIFFERENCES in types of 
- people, buying habits, family sizes, etc. 


Intensify your selling in the 
borough of QUEENS, New York City’s 


preferred family area 


* Queens leads the rest of the city in per capita food purchases 


*Queens "’ a ee ee . beer purchases 
a oo ee or "drug purchases 
Queens " " " " " " " self-service food market sales 
Queens " "“ “ " " " combined in one-family homes 


*(excluding Manhattan for obvious reasons) 


QUEENS GREAT HOME PAPERS... 152,76 A coverage equal to the Queens’ circulation of 


New York's 3 largest evening papers combined. 
A.B.C. Circulation 


Long Island Baily Press Cong Island Star Journal 


“Covering the southern half of Queens” “Covering the northern half of Queens” 


te 


Intensify your selling in another preferred part of Now York city. Dhe Mtaten Jaland Adnatire »8-¢.cir., 31,300 exceeds 4 W. ¥. evening papers combined in Staten 


— 


J : A g oa rox ey i ee. 5 ae mt iui ce ea r ¢ 2 on DS ow coal ae =—s 
J. [ae yy heer ee St E . . — an ead . fa i * F gry 3 is se ES ee = ee Rae tl a a a re ¥ ‘ é S bir oy = ey |. ‘ar a ere 
s te 
ee 
ee 
ae 
- a 
om 
an 
— 
—: 
a ie 
ee 
peti 
lies 
ca? 
oo 
ae 
= 
ne >. 
= : 5 SA ~ ° _ 
4 ee Ss ae . = 
wage : Beene ts S S QW ory 
ee eS ia. Re SASS as Si 2. . 
Risk, ee a > oe fe SA ee s AS SS ee. 
ee be me et ae : —— ye Ke init : - 
3 “eget A Stee ¢ a & RES SEN aS _— 
ae x % ME oe See eae a Ray REE bo 
Rae gece ee Ss Miike oe Le 
- ait 2 
es a iad ; 
Ss a. . os 
. ‘hie a 
Pa -,” 
2 238 * ‘ F - 
é mi an “ 
ee > SS eS . <¢ sis 
= . P 
e se ; 
se * 
he Ee ¥ aes A ea SK 
es : “oS SRO Ral oe . 
= : SS . fe eh a MD 
e ERR os SS a & i ‘at 
: : Sas Sos RQ a SS 3 .: ae 
| : . SRE ee ras ASS CR a Som a SR ys r 4 ; 
| ; oer 9 wy oe x. ete ee Fete — - 
; oes 5. ¥ * ee OF SR SER RS RRS cake a CE eS ee eg il be 
‘ - = - Sa Sar ae a rs Sh, Gtk ke he ; 4 
: — oe A SE eta % eS SS a a a 
4 oe SS ae ee : SS ROAR SR ® = \ 7 : 
| ae Be ek a Rea Se AR am a ga, 
A ee 8 Sk EN RR Oa SEN a -. 
| Se a & co ent cole . 
| i — Se s " aes “ ae ~ _ 
a5 a re, Se, RRS SR ai CO eh ie Oe 
a a P & oe ae M " — 
oe —— 8 P « Soe. ; 
es sas RESTS if rene : 
gee Vs ‘ ; 
See hs chee ge ii call : 
4 oe ae 5 P 
; ) : oy) eee ice, = 
: ? ; “ : ae a oa 
7 2: ee 2 - Jee ree “Ce. a : ; Qn ack. ne Po ta, 1 ae! ar Soe tae | alae <aeeees ae 
: eg ‘ 5 a, a er aa i b f a eer es” eee a ea po a Meee a ie cee oak a oe | = a a oe 
32 4 a ie q ¥ an © aaa i 2 i. oe gia en ee is 2 a . iF 
a a ~ a —-_— a | 4 ee a i ae. a bs aa Ce ea ee = . er: a 3 
: iy ee ae ee ee is , > Se ose. Sete ry 2 hae paler co ee a — ; as 
Py 
4 1M 
t's = 
: 
Ae ~ cu 
cr a 
i. : oe 
ae 
+ -. f 
ha 14 H 
Se eS 4. Baetiiie. we mn 
ees ee fe ’ i : 
ee i — fi 4 “i pe teh 
_- — —— a re 
ss: i ates biti. 4 - 
i A Pi ay ibe ill. ~ 
: _— a 4 7 
ie julia i 4 Bs ick ’ ie 
c tite F me ie ii: my * 
i afer f ‘ 
ea jy gi ; 
ae aE a ae i , 
oe ie bel 
a - ] 
an ——— P 
ae Sn : Bi Hag ee 7 
de nt tt a _ poe * 
rt 2 — . — 
ae . a ae 
oo a E : 4 hie. apie: 
ical "aa ital 2 es 
Shea eta i a 7 a f ? ; 
jue : \ 
bagee itt i i 
ie : te , 
i 2 Bi 5 
» 
wi ? . “ i weet 
i He: ie ie Rp Sie 
7 . J — Po i 
# 7 : : % gee et” YS, 
bi , 5 iis i Ws a 
wii H * = , i ee 
Pr gilli —" re - i = + 
aH i ai os ‘ 4 
i “ie on . Ie 
oa i ae 
‘ 3 . eS 
ae be 
tae fi se 
i ry - nh ; 
= fe 3 
oS 
ee aa — 
og 
; = 
A 4 
ae = 
o % we aoe 
a 
im 24 
' hii 
ye a: = 
f 4 
Fy eS a 
f. ae 
y ; 
eel 
ae < 
; Fa 
(Aer i ee 3 . . © £ < 
re Yee ie ar TOR 2 eee ere: OC: ag : r¢ ‘i ah ) Sue ; nae eee eo) “ : wat oF SSE eS ame ta =! ? Pe ea mF - ; ae » ee Es 
nF ‘ eo — « Pe o Wear eo oN Pir oe pe Pe Ga es ¢ he * ee ee Be > es Fe ‘ : es rr a ae ¥ q % a ane . a » z 3 . Pee me 
4 * : naga et Le herd ee ¥ ; - be hag <i {5 2 ERE 2 Ae Fe = shAae oT a » : a eae Py Pig _ gies or ee 
wits: 3 base. ae % ree =o eet ay = Pa. os a i. a a , Prof ear. Aaa r ee : eae oe % e ee ~ ed a3 aS pid Cae Fore: oe ho Be oe 
omg 3 Ge a A pa! 2 ale 43 ee : a ee rae 6 4 BAN 3 em, i - ‘ ea — ere MAST eats ae Pas Py: “he nat ie +a ee AN. Rar ieee } a Oe J be es 
i ex’ eS ee ale ser et FP 2 ere, aa ees Fs ae ‘ : othtemee 2 7 : : eure 2c ‘. . ie as 5a, ec oP ea, sey oC oe ie 
Mick Gite eas ese aN ee Re nae, ar ae se are agape | Phi Cs ie wee, ls we” Ceres PS et ee 
a, he se ae See 8 oe Oe ae ; eet eS ae ete tele; MMe 8 ote ‘ wm aA = eg. nk ee eS, ee Pager 8 ee et tae ein Aa 


a eee Cae 


ADVERTISING AGE 


December 21, 1942 


" 
| 
| 


Nielsen Unveils 
Audimeter:New 


| 


Radio EraSeen 


MIT Men Inventors; | 
$1,000,000 Spent on _ 
Research Since 1936 


Chicago, Dec. 17.—What may be 
the dawn of a new era in radio re- 
search arrived this week when A. C. 
Nielsen Company announced that it 
would put its Audimeter service on 
the market in 1943. 

The Audimeter, which may end 
the long controversy over the ef- 
ficacy of the coincidental telephone 
check now almost universally used 
to measure radio audiences, has 
been “in the works” of the research 
company since 1936. 

Behind the Audimeter lies an in- 
teresting story. In operating its 
food and drug research indexes, the 
company often ran into the problem 
of radio advertising. Although ad- 
mittedly a proved and powerful ad- 
vertising medium, there was little 


more than a fraction of the facts 


available to radio advertisers. 
Sets Research Yardstick 


Partly because of its rapid growth, 
partly because of its comparatively 
intangible nature, many of the 
answers of radio—swiftly available 
through circulation audits in pub- 
lication advertising — remained an 
enigma. 

Before Nielsen entered the radio 
research picture, it set up a yard-| 
stick against which it felt any radio 
research must be measured. The | 
service must, the company felt, | 
measure: (1) the entertainment! 
value of a program; (2) its sales | 
effectiveness; (3) it must cover the | 
entire radio audience, including all | : . . 
geographical sections, farms, all in- | The Audimeter, new radio recording 


phon a Rggeterpcrmge _ device developed by A. C. Nielsen Co. 
come classes, races, and non-tele-| j4, small size makes possible its attach- 


phone homes; (4) use a scientific, | ment to a receiver. 
controlled sampling method; (5) 


RESEARCH AID 


cover all types of programs; (6) | : ; : 
cover all hours; (7) completely an- | Popularity and listening areas of 
alyze each program, showing varia- each station and network—that an 
tions in audience size during the|4udit Bureau of Circulations for 
broadcast, average duration of | ‘dio should be provided. 
listening, detections of entertain-| 48@inst this yardstick, the com- 
ment or commercials showing gain|P@any Placed several methods of 
or loss of audience, and audience|™easuring radio audiences: per- 
turnover. sonal interviews, telephone checks, 
|mail questionnaires and others. At 
Similar to ABC ‘the same time, it investigated a 
In addition, the company felt that| graphic recording instrument, 
the research should show the true| known as an Audimeter, developed 


HOW 
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THE TREASURY DEPARTMENT 


DISCOVERED OU R SECRET % 
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Pressing onward, the ““T-Men’’ found KMBC 
opening its direct sales of War Bonds with a 
whirlwind ‘Feud for Victory,’’ in which KMBC 
personalities chose up sides and battled for the 
title of ‘“Champeen Bond-Sales Team.’’ Through- 
out KMBC’s area, listeners took sides, too. . . 
bought tens of thousands of dollars’ worth, mostly 
in $18.75 units (which take plenty of se//ing. ) The 
hawkshaws noted that o7/y cash-on-the-line orders 
were accepted —“ pledges” didn’t count. One z 
day in Bond 


newscaster alone averaged $2,500 a 
sales throughout the Feud. 
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Of course, the Treasury Department has simply 
ferreted out what many a big-time advertiser 


Namely, that KMBC’s 


already knows well. 
super-successful method of selling 


(1) evaluating the potential market and approach- 
ing it with a fresh and fitting idea; (2) assigning 
the right personalities to carry through the idea at 
job constantly. 
In brief, KMBC salesmanship is half ssowman- 


strategic times; and (3) keeping at the 


ship and half «worémanship. 


_FIRST CLUE-® 


It seemed an investigation was called for when the 
news of the KMBC ‘“‘Victory Caravan’’ began to 
leak into Washington via ‘‘Newsweek’’ and the ad- 
vertising trade press. Agents on our trail unearthed 
the illuminating truth that some twenty-odd KMBC 


community in this area to stage War Bond Rallies. 
Discovered also that only ten trips were needed to 
a amass the first ““Hundred Grand for Uncle Sam. 
# And that wee spots like Cameron, Mo., (pop. 3600) 
and Olathe, Kan., (pop. 3900) bought $24,000 and 
%e $14,000 respectively in Bonds from Victory Caravan. 
e 
@ . 
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But the sleuths Aad us once we began our cam- 
paign to “Buy a Bomber.” We had set a goal 
of $150,000 in War Bonds—the price of an 
Army B-25 medium bomber. We promised to 
put the name of every Bond purchaser into the 
@ pilot’s cabin—dramatized our offers to let listen- 
od ers “sign their names for a trip to Tokyo.” Lis- 

y \d teners bought one B-25—then another B-25- 
* and then another B-25. In three weeks, three 
bombers—with several thousand dollars to spare. 
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All of which broke the case wide open and ex- 
posed our secret. 


“e 
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OF KANSAS CITY 
Free & Peters, Inc. CBS Basic Network 


consists of: 


MORAL: TIME DOES PAY— on KMBC 


War Bonds, like soup, soap and cigarettes, must be sold. 
Like War Bonds, your product can be sold by KMBC. 
May we tackle your Midwestern merchandising problems? 
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entertainers were traveling each week to a different | 


‘by two faculty members of the| 
Massachusetts Institute of Tech- | 
| nology. 


Decides on Device 


| In 1936 the company settled on 
\the instrument, and assumed the 
| task of further developing and com- 
| mercializing it. In the past seven 
|years, the company has developed 
'several types, but basically two— 
}one of which is mechanically actu- 
ated, while the other employs re- 
mote control electrical means (and 
is thus suitable for table and midget 
model radios). 

After it is installed in a radio re- 
ceiver, the instrument makes a 


graphic record of all the times the 
set is turned on or off, and the sta- 
tion to which it is tuned. The rec- 
ord is kept for a month, and is pre- 
served on a tape, about 3 inches 
wide and 100 feet long. 

The Nielsen company estimates 
that more than $1,000,000 has been 
spent in the past seven years in 
bringing its device from the labora- 
tory to the field stage. This de-'| 
velopment was required to get the 
instrument adaptable to all operat- 
ing conditions and to all sets, to 
make the instrument a_ practical 
production item from a cost stand- 
point, and to work out the tabu- 
lating and decoding machinery. 

Still unproved, of course, was the 
device’s applicability to successful 
business operation. So, for the past 
four years, 200 Audimeters have 
been in action, although no clients 
were taken on until the last half of 


1942. At the same time, the com- 
pany formed its basic service poli- 
cies and methods, with the object) 
|of being fair to the various branches | 
| of the radio industry — advertisers, | 
agencies, networks, stations and! 
| artists. 

| Now, beginning with Dec. 27, the 
|company has a sample of 1,000 
| Audimeters, east of the Mississippi 
'to the Atlantic Coast, and embrac- 
‘ing the following metropolitan 
areas: Cleveland, Chicago, Detroit, 
Philadelphia, Pittsburgh, Milwau-| 
kee, St. Louis and small city and_| 
rural communities throughout the | 
area. 

Illustrating the company’s belief 
in the Audimeter, it figures that 
each of the thousand Audimeters is 
the actual equivalent of 500,000 co- 
incidental telephone calls. 


| 


Name Present Subscribers 


For the next year, and possibly 
|for the next three years, the Nielsen 
|Radio Index is to be offered on a 
non-profit basis to 15 radio adver- 
tisers, their agencies, the national 
j/networks and a limited number of 
|stations. In the first two categories 
|—the only ones offered to date— 


subscribers are: Carter Products, 
Colgate - Palmolive - Peet Company, | 
|General Foods Corporation, General | 
|Mills, Miles Laboratories, Lever 
Bros. Company and Sterling Drug, 
Inc. The agencies are Ted Bates, 
Inc., Benton & Bowles, Blackett- 
Sample - Hummert, Knox Reeves 
Advertising, Ruthrauff & Ryan, | 
Sherman & Marquette, Small & Seif- | 
fer, Wade Advertising Agency and | 
Young & Rubicam. | 
| Already the company has learned | 
that: The decline from winter to| 
summer listening is gradual, and no 
“two level” theory is strictly accur- 
ate; lower income homes listen less 
during the daytime than formerly, 


| 


because employment is up—upper | 
income homes listen more in the! 
evening, because of less outside 


activity; there is no constant ratio 


between telephone and _ non-tele- 
phone homes—at times they are 
almost identical in the amount of 


listening, but at others the score 
is two-to-one in favor of the non- 
telephone homes. 


Learn Real Facts 


Also, the company has seen the 
interesting phenomena of radio— 
the sudden drop of the audience 
after a star says goodnight, leaving 
the commercial ending the show to 
be heard by a fraction of the audi- 
ence; the slump of a weak program 
sandwiched in between two strong 
‘ones; the upward or downward 
audience trend through a program 
due to the end or beginning of a 
popular listening-hour zone’s being 
reached; and the fact that constant 
listeners are very low—only 8% of 
the audience heard a radio serial 
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This tape, taken from a machine in the 
Chicago area, shows the dial-twiddling 
which went on in one home between 
7:10 and 10:45 p.m. This is the record 
from which tabulations are made. 


more than 16 of the 20 times it was 
broadcast during a four-week 
period. 

Nielsen’s follow-up for the survey 
consists of an inventory of radio- 
advertised items in the pantry and 
bathroom each month when the 
Audimeter home is visited to secure 
the tape and install a new one. This, 
the company calculates, will enable 
an advertiser to check the type of 
program listened to by users of this 
product, as well as non-users, with 
the result that he may elect (1) not 
to gamble on a program which 
appeals chiefly to people who do not 
use his product, and (2) to select 
a program which appeals to non- 
users in an effort to convert them 
to his brand or product. 


To Simpson-Reilly 

E. C. Minton, formerly Pacific 
Coast manager of King Features 
Syndicate, has joined the Los An- 
geles office of Simpson-Reilly, Ltd., 
publishers’ representative. 
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INDIANA 


MARKETS 


i ae 


FORT WAYNE 


Ma 


'N 
SALES per FAMILY 


* Retail sales of $1448 per 
family showed Fort Wayne as 
Indiana’s 2nd most important 
market when the last census 
was taken...second only to the 
state capital. 


War work has brought in- 
creasez. Retail sales show a 
gain of $12,900,000 over a 
year ago. Per-family buying 
income shows an increase of 
119% in wartime 1942 com- 
pared with peacetime 1938. 
(Sales Management.) 


The News-Sentinel domi- 
nates Northeastern Indiana. 


* 
Che News-Sentinel 


Fort Wayne's Good Evening Newspaper 


ei FORT WAYNE, INDIANA ) 
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641 average 


st delivered cir the wage earner field ..- 2,909, 


Large 
for first nine 


n the wage earner field..- 2,784,079 average 


5 of 1942. 
ner field . -- 709,641 


£ 1942 over 1941 (latest 


six months © 
women $ magazine oF 


ercent circulati 
of any major 


.18 0%. 


magazine group -- 


Largest circulation in 1942 of 
Largest advertising revenue in 1942 of any 


revenue gain 


Largest percent advertising 
able P.1.B. figures) 1942 over 1941 of any major 
or magazine group --: 10.0%. 
Largest percent advertising tinecs© “gain 1942 over 1941 of any major 
women S magazine oF magazine group -- 11.0% (source Printers 


Ink). 
ation of any 


delivered circul 
age for first 


er thousand 
$1.36 aver 


And lowest advertising cost P 
women s magazine oF magazine group : 
ths of 1942. 
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E CONFESSIONS + ROMAN 
ONFESSIONS + ROMANTIC STORY + MOT 

TION PICTURE 


- Movie: 


FAWCETT PUBLICATIONS, INC + i | 
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panies sponsoring them, or throug 
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advertiser or advertising agenc 
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No. 2095. What Does All-Out Wer 
Effort Mean to Advertising, 
Printing and Lithography? 
, a | General Printing Ink Corporati: 
|/has issued this booklet, which r 


| ports the findings of a special sur- 
“roeer’ | ey of 116 important American in- 
'dustries. It shows what demand 
‘an all-out war effort make upon 
‘production, manufacture of con- 
'sumer goods and advertising, and 
what changes it forces on the print- 
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"This pound of sugar—and wrap it as a gift, please.” 


d 1 


[et ea 
Reverse English | ware Company, in Ogden, Utah. Ed ‘™€s- 
Nothing much has happened to) bought a page and « facing st | No. 2096. They've Learned How in 
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Christmas, 1942 


America will celebrate Christmas 


this year under the shadow of war. | 


Our boys are scattered over the 
world, fighting to defeat nations 
whose greed for power and domina- 
tion has plunged humanity into the 
greatest conflict in the history of the 
race. And millions of others are 
away from their homes, training to 
fit themselves for the contest. 

Yet at home the requirements of 
war have speeded up the industrial 
machine to production levels never 
before known, transforming a prob- 
lem of unemployment into one of 
finding the necessary manpower to 
do the job. National income is at 
an all-time high. 
of tremendous volume, in spite of 
shortages of many important lines 


Retail sales are | 


|would go 
| fundamental 


| America 


and complete elimination of others | 


from the market. More people have 
more money than ever before. 
Thus, in spite of the human sacri- 
fices of war, and in spite of the as- 
sumption of a national debt which 
it may take generations to retire, 
the country is actually more pros- 
perous than it has ever been before, 
with employment available for all 
who can work, demand absorbing 
available supplies of all goods that 
can be manufactured, mined or pro- 


10 Cents e Copy, $2 a Year 


sumption effective in terms of de- 
mand. Thus the job is one which 
calls for the kind of thinking which 
is done by marketing, distribution 
and advertising men; thinking 
which, if directed to the larger 
questions of building and expanding 
enterprise, increasing industrial ef- 


ficiency so as to make more and 
better and cheaper goods, and thus 
providing ever increasing employ- 
ment and ever increasing products | 
for the service of human 
far toward solving the 
problems with which | 
our industrial civilization has been | 
seriously menaced. 

Without pride, we can say that 
is the greatest nation on 
earth. Rich not only in nature’s en- 
dowment, but also in the human 
energies, abilities and ambitions 


needs, 


'which make for progress, we have 


duced on the farms, and with WPA|! 


and other relief programs rapidly 
becoming only a memory. 

It should not take the holocaust 
of war to solve our economic prob- 
lems. They are primarily those of 
adjusting buying power to our pro- 


ductive capacity—of making con- 


Maybe They're All Essential 


The problem of allocating paper 
supplies so that all essential needs 
may be met, while at the same time 
saving some manpower, some trans- 
portation and some mechanical fa- 
cilities for diversion to war produc- 
tion, is complicated by the effort to 
decide whether all users, including 
publications and commercial con- 
sumers of paper, should be put on 


the same basis. Whether a hori- 
zontal cut in consumption should 
be applied, or an effort made to 


allocate on the basis of essentiality, 
seems to be the chief question yet 
to be decided in Washington. 

While a good case can be made 
for many useful and indispensable 
types of publications, against 
those which offer entertainment, it 
is doubtful if it would be possible 
to make an equitable distribution on 
that basis. Bob Hope suggested in 


as 


his Pepsodent broadcast the other 
night that while the Country 
Gentleman is a great publication 


an opportunity, through the efforts 
of men and women now engaged in 
advertising and marketing, to find 
the answer to questions whose most 
successful solution has been sup- 
plied only through the emergencies 
of war. 

We believe that the Christmas 
season of unselfish thought for the 
welfare of others is a good time for 
us in this field of distribution to 
dedicate ourselves anew to the task 


‘of helping to build our economy of 


enterprise and individual opportu- 
nity so soundly and so well that it 
will meet tomorrow's requirements 
of peace on earth and good will to 
all men. 


some of the boys would rather have 
Esquire. And if you think the pulps, 
with their Wild West stories, might 
be dispensed with for the duration, 
you'll be interested to know that | 
this is the kind of literature most | 
in demand among the boys in the | 
services, 


The fact 


seems to be that every 
publication which has found a place 
for itself during peacetime, and 
thus justified its right to existence, 
is essential in 
Whether its function is to supply 
entertainment and amusement, in- 
struction and education, or inspira- 
tion and stimulation, it serves a 
purpose. It would be a superhuman 
task to rate all publications on the 
of their relative 


some measure. 


basis position in 


this respect, and we doubt even if 
with all the information and facili- 
ties available in Washington, it will 
be possible to write the paper sup- 
on any basis of 


ply formula 
sentiality.” 


“es- 


business and advertising in the past 
year of war—nothing much, that is, 
except a complete reversal of every 
normal thing. 
connection, we present an adver- 
tisement in a recent issue of the 
Beverage Times of New York. As 
you may have suspected, the Bev- 


PLEASE! PLEASE! 
SALESMEN 


You are cordially invited to visit us at your 
convenience 


WITH YOUR ORDER BOOK 


| In fact we are saying 


PLEASE COME IN! 


FOR YOUR COMFORT WE HAVE OPENED 
A FRIENDSHIP ROOM WHERE YOU CAN 
SMOKE OUR CIGARS OR CIGARETTES, 
DROP YOUR ASHES ON OUR CARPETED 
FLOORS WHILE SITTING ON A SWIVEL 
CHAIR AND USING THE TELEPHONE TO 
YOUR HEART'S CONTENT. WHAT'S MORE 


| WE WILL 


PAY CASH FOR ALL ORDERS 


SOL GOLDSTEIN 


Goldstein's Wine & Liquor Store 


8427 Jamaica Avenue 
Woodhaven, Long Island 


columns 
advertisements of 


erage Times’ 
normally 


advertising 
carry 


distillers, wholesalers and distribu- | 


tors, addressed to retailers, telling 
them how wonderful it will be for 
the said retailers to carry their 
brands, how much money they can 
make by doing so, how 
their customers will be, and so on. 
So, there’s really nothing unusual 
about this Goldstein ad, except that 
Goldstein is a retailer, and he’s 
advertising to wholesalers’ sales- 
men, begging them to come in and 
sell him something, for cash on the 
line. He goes all-out on this idea, 
too, what with an offer of free 
lounging space, plus cigars and 
cigarets on the house. He'd even 
set up drinks for the boys, no doubt, 
if he could get them to sell him 


|some liquor, 


Whaddaya Mean, War? Dept. 

There may be a war on, but don’t 
let that bother you too much. A 
business paper carries the adver- 
tisement of a “gentleman and his 
wife wintering in Nassau” who re- 
quire the services of a “cultured 
young woman (or young man per- 
haps) who can play good tennis and 
perhaps a little bridge well, 
Leave about the middle of January 
and return early in May. Wartime 
restrictions rule out payment of sal- 
ary, but the young lady will live as 
a member of the family with an 
allowance. Her personal expenses 
for entertainment, etc., will be pro- 
vided for generously. Only a couple 
of hours secretarial work daily will 
be asked for in return. The rest is 
just fun—tennis, golf, bathing, etc.” 
Buy War Bonds 

And then, of course, there is Ed 
White, manager of Lowe’s Hard- 


as 


As exhibit A in this} 


pleased | 


/umn ad in the local prints. In the 
|six-column space he ran a conven- 
tional Christmas gift advertisement 
—very good advertising, but not 
unusual. On the facing page Ed 
had the newspaper drop its running 
head and folio, and then he inserted, 
|in the middle of a vast expanse of 
|perfectly bare white space, two 
/seven-point lines: 
BUY U. S. WAR BONDS AND 
STAMPS 
LOWE’S, INC. GEO. A. LOWE CoO. 
Many people, says Ed, saw and 
;acted on both ads. Gift business 
| was good, and so was the war bond 
/and stamp business. 


New Type Copy 

Nicholas Mahoney Jr., advertis- 
ing director of the New Bedford 
| Standard-Times, calls our attention 
|to an unusual series of advertise- 
ments which My Bread Baking 


| Company is running in his publica- | 


| tion each Sunday. The copy runs 

full two columns, all type, and is 
|headed, “Clip and Mail.” “Each 
'Sunday in this space,” it says, 
'“through the courtesy of the bakers 
\of Sunfed My Bread, appears a 
letter which local men in the armed 
forces will enjoy reading. Just fill 
in his name at the top and sign 
yours at the bottom, and_include 
it with your own letter.” 

Then follows a long, chatty letter 
which is not exactly a news sum- 
mary, but which contains highlights 
of interesting news events, local 
doings, and homely comment which 
is sure to prove interesting to the 
home town boys in service. 


Jottings 

A group of Chicago restaurants, 
apprehensive lest gas rationing cut 
its clientele, is using newspaper 
space to urge that restaurant-eating 
continue. Locations of restaurants, 
as well as methods of figuring mile- 


age from the Madison and State 
baselines, are explained. “With 
careful city driving, most auto- 


mobiles will average 15 miles to a 

gallon,” the copy claims. . . 
Sherwin-Williams Company has 

sent all its dealers a reproduction 


of the Washington Post editorial 
page for Oct. 29, in which the 
Sherwin - Williams “covers the 
earth” trademark was used as the 


basis for an editorial cartoon on the 
|Atlantic Charter. “This voluntary 
recognition of one of the world’s 
best known trademarks is the kind 
of publicity that can’t be bought,” 
the dealers are told... 

Globe Indemnity Company of 
New York, having responded to the 
government's call for typewriters, 
has gone back to the lead pencil 
for much of its correspondence. It 
has developed a “query form” made 
up in pads and supplied to all de- 
partments and agents. Correspon- 
dents write the name of the ad- 
dressee, etc., plus the message, on 
the left half, making two carbons. 
One is kept and the other 
along with the original. The 
cipient gets the original and the 
carbon, replies on the right side, 
mails back the original and keeps 
the carbon for his files. Neat... 


goes 
re- 


Los Angeles. 


The scope of the Los Angeles 
war-worker market is reported in 
this folder, issued by Aircraft Times 
and Shipyard Times,* controlled 
circulation weeklies, which are de- 
livered to workers in aircraft fac- 
tories and shipyards in Los Angeles 
County. Number of workers, pay- 
rolls and readership of the pape) 
are described. 


No. 2097. KFAR, Alaska. 


Midnight Sun Broadcasting Com- 
pany, Fairbanks, has issued thi 
brochure, which tells the history 
and describes the facilities and ac- 
complishments of Radio Station 
KFAR. Insofar as wartime censor- 
ship permits, the brochure outline: 
the Alaskan. market and its po- 
tentialities. 


No. 2098. 
terials. 
This new booklet, issued by Hinde 
& Dauch Paper Company, contains 
helpful information to aid in step- 
ping up efficiency in handling war- 
goods packaging and shipping prob- 
lems. 


How to Pack War Ma- 


No. 2099. The Jewish Radio Market. 


Radio Station WBNX, New York, 
has issued this booklet as a guide 
tu the religious holidays, ritual and 
dietary laws of the Jewish people 
It contains a five-year calendar of 
important holidays, an explanation 
of the dietary code, suggestions for 
advertisers and advice for radio 
script writers. 


No. 2083. How You Can Help Your 
Retailers Solve Their Wartime 
Problems. 

This “war album” issued by As- 
sociated Business Papers, reports 
some of the problems facing retail- 
ers today, and shows, by examples. 
how advertisers and editors are 
helping to solve those problems. 


No. 2085. Philadelphia’s Classic 
Figure. 
Radio Station KYW has issued 


this folder, which contains a map of 
the Philadelphia trading area, with 
a description of the production and 
buying power of this territory, and 
a map of what is termed the sta- 
tion’s “custom tailored” coverage 


No. 2008. Levelcoat 
Sample Books. 

Kimberly-Clark Corporation has 
issued these four presentation kits, 
which demonstrate, with printed 
specimens, the quality and adapta- 
bility of Kimfect, Multifect and 
Trufect Levelcoat papers and Hy- 
fect book paper. Each kit also con 
tains unprinted samples for testins 
and comparison. 


and Hyfect 


No. 2086. Sun Rise. 


The Chicago Sun has issued thi 
brochure, which recounts the stor) 
of its progress and accomplishment 
from the time of its founding a yea 
ago. The brochure discusses th: 
paper’s various editorial features 


provides analyses of daily and Sun- 
day circulation and charts its na- 
tional advertising position. 
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GREETINGS 


SPOT RADIO LIST 

WSB Atlanta NBC 
WBAL Baltimore NBC 
% WNAC _ Boston MBS 
WICC Bridgeport MBS 
ORS the Bley season approaches: we bid wae tan som 
~ WGAR Cleveland CBS 
fagewelh to. the year that is past with thank- WEAA Dalles Nar 
WBAP Fort Worth NBC 
fulness lor the definite and encouraging n> fh Wath Odes Ol 
rogress lit Mes brought: Such*success as WJR Detroit CBS 
hte x a | KPRC Houston NBC 
hes fallew to our lot,’ we Que, to the many WDAF __ Kansas City NBC 
KFAB Lincoln CBS 
advertised whom we have had the privi- KARK _ Little Rock NBC 
KF Los-Angeles NBC 
lege of sivine, and we-take this oppor- WHAS Louisville CBS 
WLLH Lowell-Lawrence MBS 
tunity to ok . fessthe hope that the services WTM) Milwaukee NBC 
. KSTP Mpls.-St. Paul NBC 
we have rendered thefh may also have WSM __ Nashville NBC 
; ' , m WSMB New Orleans NBC 
contributed < their success. With the hope WTAR Norfolk NBC 
i KOIL Omaha CBS 
im the New Year may be for.all of us @ ZGW Portland, Ore. NBC 
WEAN _s Providence MBS 
year of ae progress, we extend to aa tmaad BLU 
, : KSL Salt Lake City CBS 
our ay a eir agencies, and to anne Sin eae ee 
dil who may Chance to read this, our sin- ae =| eee CBS 
. KOMO _ Seattle NBC 
cere wishes fofa joyous holiday season. KHQ _—_ Spokane NBC 
WMaAS __ Springfield CBS 
WAGE _ Syracuse BLU 
KVOO ‘Tulsa NBC 
REPRESENTED NATIONALLY BY KFH Wichita CBS 
WTAG Worcester NBC 

THE TEXAS QUALITY AND aS) 

. YANKEE NETWORKS et 

] 


NEW YORK - CHICAGO : LOS ANGELES 
DETROIT - ST. LOUIS - SAN FRANCISCO 
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Consumer’ Market 


Consumers... 
@ HOTELS ed 


@ HOSPITALS 

@ SCHOOLS 

@ RESTAURANTS 
e@ COLLEGES 


ts A 63 BILLION DOLLAR MARKET 9 ° HOMES AND astLuMs 


@ Y.M.C.A.’s AND Y.W.C.A.’s 
For Mass Feeding and Mass Housing @ RAILWAY SYSTEMS 


Products Used in Institutions! @ STEAMSHIP LINES 


... a BIG market of BIG consumers! A market which @ PUBLIC BUILDINGS 

was big before the war... is big now, during the @ and OTHER INSTITUTIONS 
oe Noe war... and will be even bigger after the war! 
e, in INSTITUTIONS Magazine is the only single publication 


serving this entire institutional field. 


The readers of INSTITUTIONS Magazine are the BIG 
Consumers whose total annual purchases of institutional 
products today are in excess of six and a quarter billion 


dollars. These purchases include maintenance equip- 
ment and supplies, food products, food service equip- 


ment and other types of institutional products. ? 2 ie  SupelY emaste’s cers Of Purchat — s 
i 4 a Burch esis issn proce’ v et 


The readers of INSTITUTIONS Magazine are the BIG 
Consumers upon whom the manufacturer of institutional 
products must depend for his full share of this huge insti- 
tutional market. 


The BIG Consumer readers of INSTITUTIONS Maga- 
zine are reached most effectively and most econom- 
ically only through INSTITUTIONS Magazine. INSTITUTIONS Magazine has 
over 50,000 C.C.A. Circulation, 


For complete details on the huge institutional market reaching over 200,000 Readers! 


and on the only publication serving all related divisions 


of this market, consult your advertising agency or write ee 


INSTITUTIONS Magazine, 1900 Prairie Ave., Chicago. —_— _— 
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Advertising Pulls 
Through War Year 
in Excellent Shape 


Declines Registered, 
But Calamity Fails 
to Show Its Face 


By J. B. MILLER 

However great has been the im- 
pact of the war on the advertising 
field, and however serious has been 
the transformation of the field since 
the day that “shall forever live in 
infamy,” the really amazing adver- 
tising news of 1942 has been the 
simple fact that advertising—far 
from being shattered by the condi- 
tions it faced—has adapted itself in 
large measure to the needs of a 
wartime economy. 

The business as a_ whole still 
exists—a fact which in itself sur- 
prises many in the field who, early 
this year, watched uneasily, as at 
the death-bed of a near relative, 
for those unmistakable signs that 
the end had come. Advertising still 
exists, and not as a mere shadow 
of its former robust self, but as a 
healthy, living, useful organism. It 
has been trimmed of some of. its 
fat; it has lost a little of the weight 
it put on in 1939 and 1940 and 1941; 
but it is still very much alive. 

A year ago, nine months ago, 
advertising men and women either 
resigned themselves to an antici- 
pated drop of 20 or 30 or even 40% 
in volume, or, expecting even worse 
things, made frantic efforts to dis- 
embark from so obviously doomed 
a ship and to find a berth on a 
much more stable vessel. What has 
actually happened to advertising 
volume? 


Moderate Declines Shown 


Newspaper advertising has de- 
clined from the “good” level of 


1941, but not too seriously. Media 
Records, Inc., in a report covering 
52 cities for the first ten months 
of 1942, shows total newspaper 
advertising down 6.1% from the 
comparable 1941 period, with the 
bulk of this decrease attributable 
to the very substantial reductions— 
55.6% —in automotive linage. Retail 
advertising in these 52 cities is off 
only 2.6% from last year; depart- 

ent store linage is down 2.3%; 

ancial is down 14.9% 


lied is off 8%. General advertising 


that is, national advertising, ex- | 


cluding automotive—showed a loss 
only eight-tenths of 1% during 
that period. 
For October alone, general adver- 
ing showed a decline of 1.1%: 
tail was off 6.3%; automotive was 
wn 57.1%; and financial dropped 
15%. Yet, due to a sudden up- 
irge of 9.4% in classified adver- 
ing, principally “help wanted” 
py, total newspaper advertising 
r October in the 52 measured 
ties showed a drop of only 5.1% 
om last October, compared with 
e 10-month drop of 6.1%. 


Optimistic for Field 


These linage figures for Media 
‘ecords’ basic list of 52 cities are 
imittedly somewhat optimistic for 
he field as a whole, however, since 
naller newspapers have suffered 
(Continued on Page 67) 


, and classi- | 


Advertising Is in the War 


Advertisers, agencies, media and 
suppliers, representing every phase 
ot advertising effort, are a real and 
important part of the war effort. 
The great battle on the civilian 
front is a psychological wartare, in 
which the whole-hearted support of 
the American public is being sought 
and won through advertising and 
promotional efforts sponsored by 
the government, by advertisers and 
by media. 

Fortunately for the success of the 
broad program which has envisioned 
the marshaling of all advertising 
forces for the purpose of public in- 
formation and morale building, ad- 
vertising is one of the most highly 
organized business 
America. 


activities in 
Every group activity has 
its association machinery, which has 
functioned smoothly in peace time 
and which has been geared for ef- 
fective operation in the prosecution 
of the war on the home front. 

All of these numerous organiza- 
tions have been integrated through 
the Advertising Council to play 
their part in making advertising a 
vital part of the facilities for in- 
forming and inspiring the public. 
Every phase of advertising and 
media work, plus the creative ef- 
forts of advertising agencies and 
producers of advertising materials, 
has been available for every ac- 
tivity required for the war effort, 
whether this means building radio 
programs for bond sale promotions 
or writing newspaper advertise- 
ments to help get in the scrap. 


With the advent of war a little 
more than a year ago, the impor- 
tance of organizations in the adver- 
tising field was redoubled. Only 
because we have national and local 
associations representing every 
phase of advertising activity have 
we been able so speedily to marshal 
the great forces of advertising for 
the essential purposes of aiding in 
the successful prosecution of the 
war. That advertising has been 
able to make contributions of im- 
mense value to the war effort is due 
largely to the fact that we have had 
available the organization machin- 
ery by means of which to plan and 
execute the great tasks of public 
information which are the natural 
assignment of advertising in wal 
time. 

One of the most valuable of the 
many forces of advertising which 
have been brought into the war ef- 
fort consists of the numerous ad- 
vertising clubs which are active in 
every center of business throughout 
the country. One of the great needs 
for all types of war promotion has 
been to get complete local support 
and coordination. This has been 
made possible to a large extent be- 
cause in every locality advertising 
skills and talents, organized through 
the local advertising club, have been 
immediately available for the de- 
velopment of the activities 
have made national 
fective in each local area. 

In advertising it’s follow-through 
that counts. You can’t put over a 


which 


programs ef-| 


| national scrap salvage campaign, for 

example, unless it is executed suc- 
|cessfully in every locality. <A na- 
| tional bond selling program is suc- 
| cessful only to the extent that in 
every community bonds are sold to 
individual purchasers. It’s in the 
local mopping up programs that ad- 
vertising clubs have demonstrated 
their value, in getting behind na- 
tional projects and seeing that or- 
ganized publicity effort is tied in 
with the efforts of local workers. 

Advertising men and women are 
devoting their talents to the great 
assignments which have been given 
to this field. They have done much, 
and they intend to do more. They 
are eager to make a contribution to 
the national objective of victory in 
a way which will capitalize to the 
full the skills which have been de- 
veloped in the work of persuading 
the American public to accept com- 
mercial products. Now they are be- 
ing given an opportunity to create 
equal acceptance on the part of the 
public for all the great objectives 
which add up to complete civilian 
cooperation and dedication to the 
war effort. 

Because so much has been done, 
and because so much is_ being 
planned, this issue of ADVERTISING 
AGE reviews a year of advertising 
at war. We believe the record is 
one to inspire enthusiasm on the 
part of all in and out of advertising, 
as well as to stimulate determina- 
|jtion for even 


greater accomplish- 
;ments in the future. 


OW | Campaigns Give Impetus 


to Varied Wartime Programs 


Presented herewith are details 
and highlights of the 22 continuing 
campaigns undertaken by the Office 
ot War Information in support of 
the government's war program. The 
issues at stake and suggestions for 
advertiser, agency and media coop- 
eration, are listed on Page 70 of this 
issue. 


National Mileage 
Rationing Program 


America is a “have-not” nation in 
rubber. Ninety per cent of our 
sources of supply are in enemy 
hands. Tires in the possession of 
car owners represent an irreplace- 
able stockpile of this vital commod- 
ity. Unless we utilize those tires 
down to the last ounce of rubber 
and last mile of life in them, there 
will be an all but complete collapse 
of the 27,000,000 passenger cars in 
America. To preserve that rubber 
we must cut down driving and take 
certain other necessary measures. 
This campaign, ordered by WPB 
and Rubber Director William Jef- 
fers, is designed to cut down driving 
in the safest, surest, most demo- 
cratic way—through rationing of 
mileage by rationing of gasoline all 
over the nation. And it further 
aims to: (1) Purchase all tires over 


five owned by civilians (com- 
pleted); (2) Maintain a compulsory 
tire inspection plan; (3) Encourage 
observation of a national wartime 
speed limit of 35 m.p.h.; (4) Carry 
on a voluntary tire conservation 
program; (5) Revise the tire-ration- 
ing and recapping program to make 
tires available to all who need them 
for essential driving. These are the 
essentials of the national mileage 
rationing program It is the basis 
for all the transportation campaigns 
which are described below. (Spon- 
sored by WPB.) 


Voluntary Conservation 
of Automobile Tires 


As a voluntary means of protect- 
ing the nation’s transportation, this 
campaign ordered by WPB Rubber 
Director William Jeffers urges car 
owners to: (1) Drive only when 
absolutely necessary; (2) Keep 
under 35 miles per hour; (3) Keep 
tires properly inflated; (4) Have 
tires inspected regularly; (5) Enlist 
in a car-sharing plan. Basic reason 
for proper care of tires is the real 


crisis in rubber —a situation that | 


must be explained and pounded 
home to the American motorist for 
the duration. Advertisers with a real 
stake in backing this campaign in- 


clude automobile and tire manufac- 
turers, dealers, service stations and 
oil producers. (Sponsored by WPB.) 


Reduce Unnecessary 
Retail Deliveries 


Through this drive the Office of 
Defense Transportation asks the 
public and truck-owners to comply 
with its order requiring stores to 
eliminate special deliveries, call- 
backs and multiple trips to the same 
section; and further reduce delivery 
mileage 25% The need is obvious 
America is wearing out its trucks at 
a rate of approximately 400,000 a 
year. Present equipment must con- 
tinue to serve until after victory. 
Failure “to keep them rolling” will 
threaten vital distribution of food, 
milk and other essentials. All retail 
stores providing delivery service, 
truck manufacturers, service sta- 
tions, and motor fuel producers have 
a “natural” stake in this campaign. 
(Sponsored by ODT.) 


Discourage Unnecessary 
Bus and Train Travel 


Objective of this Office of De- 
fense Transportation campaign is to 
(Continued on Page 68) 


‘All Out for War’ 
ls Brief Story of 
Advertising's Year 


Estimate Field Has 
Given $60,000,000 
to War Campaigns 


By 8S. R. BERNSTEIN 


In the federal courtroom at Lex- 
ington, Ky., on Aug. 28, 1941, an 
angry lawyer jumped to his feet. 
“It seems rather apparent that the 
government does not like advertis- 
ing,” he shouted. 

The speaker was Major L. P. Mc- 
Lendon, chief counsel for R. J. Rey- 
nolds Tobacco Company, arguing 
his client’s case in the Department 
of Justice action against major to- 
bacco companies. 

Major McLendon’'s opinion was 
by no means an isolated one. Smart- 
ing under an endless stream of 
government pronouncements, of re- 
strictions and anti-advertising state- 
ments by bureaucrats and _ social- 
change officials, the advertising field 
fought vigorously to keep _ itself 
alive—to prevent its structure from 
being turned to ashes by the roaring 
inferno sweeping on to the elimi- 
nation of all “useless” facets of the 
economic system, 


Joint Meeting Held 


So serious had the anti-advertis- 
ing situation become that a prece- 
dent-making joint meeting of the 
Association of National Advertisers 
and the American Association of 
Advertising Agencies was called 
during the early days of November, 
to face the facts squarely, to hear 
from government, industry and the 
public, and to chart a sound and in- 
telligent course. At that meeting, 
Harold Thomas, president of the 
Centaur Company, summed up the 
situation in these simple words: 
“Flag-waving and fanfare are the 
worst possible techniques. We need 
deeds, not words.” 

And James W. Young, newly re- 
turned to active advertising duty 
with J. Walter Thompson Company, 
asserted prophetically: “A greater 
use of advertising for social, po- 
litical and philanthropic purposes 
will help immeasurably to remove 
the distaste for advertising which 
now exists among many influential 
people.” 

* a 

And so, on Dec. 7, war came to 
advertising, as it came to all Amer- 
ica. It came to an advertising world 
under a cloud, looked on with sus- 
picion in high places and in low, 
regarded with distaste or active dis- 
like in many places within govern- 
ment and out. 

War came to advertising — and 
advertising went to war... and to 
work. It quickly found the oppor- 
tunity to show its mettle with 
“deeds, not words,” and with equal 
speed it was turned, in very large 
measure, to the furtherance of 
“social, political and philanthropic 
purposes.” 


A Topsy-Turvy World 


Leaf through a current newspaper 
or magazine. What do you find? 
Advertisers selling their products. 
of course that is, those who still 
have products to sell in abundance 
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or semi-abundance. But primarily | 
you find a completely topsy-turvy | 
kind of advertising: 


less you positively can’t manage) 
with the one you've got.” 

“Don’t wear out your tires—make | 
them last, and last, and last.” 

“Don’t travel this holiday season 
on our railroad—we need the space 
for soldiers and sailors.” 

“Don’t spend your money for our 
products or any others. Instead, 
put it into war bonds and help pre- 
vent inflation.” 

“Don’t blame your grocer if he’s 
out of Our Brand coffee. Take an- 
other brand instead; remember, this 
is war.” 

“Use less of our fuel oil to heat 
your house this winter; or better 
yet convert to coal.” 

“Give the government one out of 
every four typewriters in your of- 
fice; you can get along without 
them.” 

“Eat less meat.” 

“If you’ve got galoshes or over- 
shoes that will do somehow, or if 
you don’t really need them, please 
don’t buy a pair this winter.” 


$60,000,000 Contributed 


Advertising has had new jobs to 
perform—unfamiliar and uncharted 
courses to follow, but it has tackled 


its new assignments willingly and 


wholeheartedly. Within a_ year, 
private industry has contributed 


'some $60,000,000 in time and space 
“Don’t buy one of our radios un- | 


to one or another phase of the war 
effort, according to Department of 


/'Commerce estimates. Within a year, 


advertising agency men have con- 
tributed some $3,000,000 in payroll 
time to government-sponsored pro- 
motional campaigns. Within a year 
the newspapers, the magazines, the 
radio broadcasters, the outdoor and 
the car card industries, and all the 
array of advertising media have 
contributed ideas and time and space 
and effort to further the victory 
effort on every front. 

In February of this year adver- 
tising interests of all types banded 
together to form the Advertising 
Council—a voluntary, non-profit or- 
ganization with the sole aim of 
bringing advertising’s talents to 
bear most effectively on themes and 
in directions desired by the govern- 
ment. In April, the government 
took official cognizance of the im- 
portant wartime role which adver- 
tising was playing and could play 
by setting up an advertising division 
in the Office of Facts and Figures— 
an office which subsequently be- 
came the bureau of campaigns of 
the Office of War Information, 
designed to serve as the over-all 
“advertising agency” of all the gov- 
ernment war agencies, and to coordi- 
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nate and direct the flood of purely 
voluntary cooperation which adver- 
tising was offering to the govern- 
ment. 


Does Multitude of Tasks 


“Advertising can’t win the war,” 
advertising men said. “But it can 
help—mightily—in doing the multi- 
tude of tasks for which the creative 
talent and the organization of the 
advertising field are peculiarly well 
equipped. It can inform the people 
on every phase of the war effort 
which pertains to the home front; 
it can inspire the public; it can help 
imbue in them a proper ‘fighting 
spirit’; it can soften the blows 
which come with a declining civil- 
ian standard of living; it can help 
increase production in war plants; 
it can get you volunteers for the 
Navy, the Army, the Marine Corps, 
the Coast Guard; it can help might- 
ily to sell war bonds; it can induce 
people to stay home when the trans- 
portation system strains under a 
heavy wartime load; it can help to 
keep people from buying things that 
are scarce or difficult to produce; 
it can urge them to collect scrap or 
fats and do without meat; it can 
sell and resell the public on the 
meaning of this war; it can help to 
bridge the gap between the hectic 
war economy and what comes after. 


All these things advertising can do, 


eee, 


vr Visualize a volume of 3,500 pages, 9 by 12, and 
you get an idea of what all the TRAFFIC 
WORLD weeklies published from that Pearl Harbor 
day till now look like physically. But, it is necessary 
to scratch under the surface to appreciate the real 
significance of the wartime service that this 36-year- 
old publication is performing in a field of activity on 
which this very war of movement with all its battles 
on the fighting front and of industrial output de- 
pends, namely, freight transportation. 


2,500 pages of the 3,500 year’s volume are packed 
with wartime traffic and transportation news to the 
tune of approximately 2,000 words per page. 


FIVE MILLION WORDS 


That is what these 2,500 editorial pages amount to. 
Five million words of traffic and transportation news 
—published weekly, and as many more daily during 
the course of the last year. Five million words of 
news that, for one thing alone, have taken in every 
word of every one of the General Office of Defense 
Transportation Orders that have been issued to date. 
Twenty-five orders all told. Not only every word 
of every one of these lengthy orders but also every 
word of every amendment, explanation, addition, re- 
vision, change, and interpretation of these twenty- 
five O. D. T. orders and these have been and are 
being released every week. 

TRAFFIC WORLD is the only publication in 
America rendering such complete and thorough cov- 
erage of all the wartime news emanating from the 
O. D. T. offices in Washington and the country over. 
The significance of this newspaper-like service to 
the freight transportation industry is accentuated by 
the fact that the Office of Defense Transportation is 
the hub around which all wartime wheels of trans- 
portation are turning. 


This is just part of the wartime editorial news job 
being performed by TRAFFIC WORLD'S editors. 
Daily and weekly, TRAFFIC WORLD editors dig 
out and publish completely all the traffic and trans- 
portation news as it relates to all other wartime gov- 
ernmental bodies—not only the O. D. T. but also: 


Maritime War Emergency Board, The Board of Eco- 
nomic Warfare, Office of Production Management, War 
Production Board, Office of Price Administration, Office 
of Petroleum Coordinator, and all the others. 


€ 180 ayear | 


All this especially significant transportation war 
news is covered in addition to the regular news that 
TRAFFIC WORLD has been covering regularly for 
many years—news on topics such as: 


Proposed Reports of the I. C. C., Decisions of the Com- 
mission, Maritime Commission News, Civil Aeronautics 
Authority News, Dockets of the Commission, New Com- 
plaints Filed, Personal News, Questions and Answers, 
Special Feature Articles, Court Decisions, and so on. 


This sort of transportation and traffic editorial 
coverage in both the Daily and Weekly Traffic 
Worlds, plus coverage of other allied transportation 
news published in TRAFFIC BULLETIN weekly 
round out this editorial wartime service. The 
TRAFFIC BULLETIN coverage includes: 


News Carrier Tariffs, Various Applications and Orders, 
Special Permissions, Embargo Notices, Investigation 
and Suspension Orders, and Various Applications, 
Dockets, and Hearings of Freight Associations. 


WAR-WINNING ADVERTISING 


TRAFFIC WORLD advertisers are making a defi- 
nite contribution to the war effort through war- 
winning advertising, making up the remainder of the 
3,500-page annual volume. Equipment manufacturers 
are at the bottom of one of the most perplexing 
problems of the war—making transportation equip- 
ment last longer, with new equipment shut off and 
heavier loads to carry. They are pointing out ways 
and means of conserving transportation equipment 
and shipping supplies. Freight carriers themselves 
likewise through advertising point out how shippers 
are speeding up and can further speed up the move- 
ment of freight and help in getting the maximum use 
out of the available wartime transportation plant. 


* * * * 


This, briefly, is what TRAFFIC WORLD weekly 
and its sister publications have done this past year 
to help win the war on the transportation front. As 
everyday weapons on transportation fronts they will 
continue to serve in the future. In keeping shippers 
and carriers posted on up-to-the-minute wartime 
transportation news and wartime transportation con- 
trol, they are helping to defeat the Axis by assisting 
in the organization, coordination, and use of Amer- 
ica’s transportation machinery. 


or help to do, to further the war 
effort. All these things it knows 
how to do better than any other 
group or segment of the popula- 
tion.” 

Ready for More! 


All these things, and many more, 
advertising has done and is doing 
since Pearl Harbor. Most of them 
are new to advertising, and not all 
of them, therefore, have been done 
perfectly. But the tool of mass com- 
munication and mass _ influence 
which is advertising has learned its 
new lessons rapidly, and can be ex- 
pected to become more and more 
adept and more and more useful as 
time goes on. 


Government Uses 
Business Techniques 
on a Vast Scale 

By STEPHEN BOOKE 


It was fashionable—if not always 
practical—during the months that 
followed Pearl Harbor, to look to 
Great Britain and Canada for blue- 
prints that might aid us in sketching 
our own pattern of all-out mobili- 
zation for war. Economic experts 
dashed northward and winged their 
way eastward to fill fat notebooks 


with jottings on price control, 
standardization, simplification and 
rationing. 


Advertising men frequently ex- 
tracted from these reports a vivid 
picture of the unique position our 
two allies had come to occupy as 
aggressive promotional organiza- 
tions. Both England and Canada 
headed the lists of spenders in all 
major advertising media. Paid ad- 
vertising occupied a _ prominent 
place in the conduct of the war on 
the home front. 

When the marshalling of adver- 
tising techniques and talents got 
under way in the U. S. A., it was 
inevitable that the issue of govern- 
ment promotion should come to the 
fore, and soon the question, “Should 
the Government Advertise?” became 
a favorite topic for debate. Actu- 
ally the question became somewhat 
academic, because virtually all 
channels of communication were 
placed at the disposal of the gov- 
ernment, through the initiative of 
individual advertisers, media and 
the over-all mechanism set up by 
the Advertising Council. In effect, 
while the debate raged over whether 
or not the government should ad- 
vertise, the government was adver- 
tising—war bonds, salvage, con- 
servation, morale, civilian defense— 
these and other essential themes 
were being hammered home to the 
populace through the printed and 
spoken word. 

From advertising’s first year at 
war has emerged the conviction that 
deeds—not words—have won high 
honors for the powerful techniques 
of education and persuasion that 
have played so vital a role in our 


peacetime economy. Skilful pro- 
| motion is now firmly established in 
|the arsenal on the _ psychological 
front. 


Uncle Sam an Advertiser 


| Whether or not the government 
might reap even fuller harvests by 
_ buying time and space, thereby 
controlling more effectively the ele- 
ments of timing, repetition and 
selection of media, remains in the 
realm of conjecture. Uncle Sam is 
|nc stranger to paid advertising, a 
| fact that many who discuss the sub- 
| Ject frequently overlook. 

Long before the tide of war car- 
| ried advertising into the front lines, 
\the Treasury Department had ac- 
‘quired an intimate knowledge of 
| agencies and schedules and copy. 
In 1935, when U. S. “baby bonds” 
first emerged from their prenatal 
state, the Treasury undertook a test 
| campaign to promote the new se- 
|curities. With Albert Frank-Guen- 
ther Law and D’Arcy Advertising as 
| agencies, full pages were used in a 


A report of some of the things 
advertising has done appears in this 
section. It is presented not at all 
boastfully, because advertising men 
are not unduly proud of what ad- 
vertising has done during the past 
year; on the contrary, they are 
reaching out insistently for new 
tasks and new assignments, eager to 
put their mighty tool to the greatest 
possible use for the common good. 

This review of advertising’s year 
at war, therefore, is designed to 
serve in large measure as a guide 
to advertising men—to show what 
has been done and what more can 
be done by advertising to further 
the cause of victory. 


Advertising Holds Key Spot 
in Psychological Arsenal 


Liberty, Time and The Saturday 
Evening Post, not to mention Liter- 
ary Digest and Today, both of which 
now rest in publishers’ Valhalla, 

It wasn’t until three years later, 
however, that the Treasury really 
went to town with a planned, con- 
sistent program of paid advertising. 
For the fiscal year ended June 1, 
1938, Mr. Morgenthau’s department 
spent about $400,000, chiefly in 
weekly magazines. Baby bonds won 
thorough acceptance as the people’s 
choice that year. Of the 3,000,000 
citizens listed on the income tax 
roster, 1,250,000 purchased the se- 
curities—almost as many as bought 
Liberty Bonds during World War I. 
The tremendous sales job was per- 
formed at a cost of 1/5 of 1%—a 
ratio that made many a manufac- 
turer’s mouth water. 


Politics Causes Trouble 


In reviewing this sound advertis- 
ing achievement, it is interesting to 
note that the big bugaboo of paid 
government space and time—politi- 
cal interference and skullduggery— 
reared its ugly head and virtually 
stifled further plans for continuation 
of Treasury paid advertising. The 
fact that magazines were selected as 
the primary medium brought 
squawks of protest from congress- 
men, some of whom insisted that the 
government was trying to needle 
and “boycott” newspapers. 

Rumors of dissatisfaction among 
legislators spread swiftly, but it 
wasn’t until February, 1941, that 
official confirmation of the political 
aspects of government advertising 
came to the fore. Testifying before 
the House appropriations committee, 
Secretary Morgenthau pointed to 
the political strife that followed in 
the wake of the Treasury campaign 
and laid part of the blame for Con- 
gressional withdrawal of advertising 
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We have tried to think 
of a name for this 
wartime service 


W. publish the most complete and most accurate war 


news we can get—at any cost. 
and explain the meaning of 
authorities available. 


But there is another and a vitally 
important war service which we find 
difficult to define and which we per- 
form vith notable success. 


For instance, there are literally 
scores of demands on civilians which 
cannot be brought home to them 
through any other medium as effec- 
tive as the newspaper— 


These include all sorts of recruit- 
ing needs for the various branches 
of all the armed services and mer- 
chant marine — 


And calls for professional and 
technical people in seemingly an 
endless range of semi-military ac- 
tivities — 


There are blood banks to be sup- 
plied, harvest hands to be called to 
the fields; shipyard and arms plant 
workers to be found; fats, tin cans, 
and other scrap to be discovered 
and collected; day nurseries to be 
established and managed — 


The problems and solutions of 
wartime nutrition must be brought 
to public awareness; the whys and 
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“for War stam 


mn atwavs say 34 


n Call 
17, 1942 echanie} 


We try our utmost to interpret 
this news through the best 


hows of rationing, of dimout, and 
Civilian Defense must be explained. 


And people to handle all these 
must be found in ever-growing 
numbers. 


Each day brings new needs— 
every one a vital war activity— 
each as important as any other. 


Recruiting? It is more than merely 
that—for in order to get people to 
do these things, the newspaper must 
interpret the need as well as the rules 
—and then must strive to keep all 
ranks full in the face of violent 
“turnover.” 


This service your newspaper per- 
forms, each and every day, in each 
and every week — with more to come, 
as new necessities come to light. 


It's all part of the task of helping 
to win—all part of the newspaper's 
war-time job. 


And to those who respond to such : 
, Mere, Men, 
calls as come through this news- he Say f° *kea to 
paper, we give thanks. As you Nisen » 


serve, we profit in mutual contribu- 
tion to the great cause 
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appropriations squarely on publish- 
ers who were critical of the depart- 
ment’s media selection and who 
found ample Congressional shoul- 
ders on which to cry. 

Mr. Morgenthau asked for a 
$3,000,000 promotion fund to help 
sell the new defense bonds needed 
to finance the nation’s unprece- 
dented armament program. But the 
Senate cut the figure in half. The 
$1,500,000 expenditure authorized 
left little money for space and time. 
Virtually all of it was needed to 
cover printing and field organiza- 
tion costs. 


Heavy Direct Mail User 


Throughout the prewar promotion 
of bond sales, the Treasury became | 
the largest user of direct mail ad- 
vertising in history. With free post- 
age as a stimulant, Uncle Sam built 
up a list of 9,000,000 names and dis- | 
patched 100,000 sales letters daily. 
According to James William Bryant, | 
Treasury information official, every 
promotional dollar spent brought | 
back $1,000 in bond sales. 

Since Pearl Harbor the burden of | 
Treasury advertising has been car- 
ried entirely by private industry. | 
The Advertising Council has par- 
ticipated energetically in all promo- 
tion planning, and local advertis- 
ing clubs, individual advertisers and 
media have solidly supported all 
Treasury efforts to finance the war. 
At the start of the current nine- 
billion dollar Victory Loan cam- 
paign, a new note was injected into 
the bond merchandising picture 
when the Federal Reserve Board in 
Washington authorized Federal Re- 
serve banks in the 12 districts 
throughout the country to purchase 
space for the kickoff of the drive. 
Full pages were used in newspapers 
in 112 cities, at an estimated total 
cost of $150,000. 

Advertising for Recruits 

The armed services have been 
among the foremost exponents of 
paid advertising and have pursued 
this policy on a consistent, albeit 
modest basis. The Army and Navy 
have spent an estimated $1,500,000 
in newspapers and magazines during 
the past two years. Paid promo- 
tion was in full swing when volun- 
tary enlistments were eliminated a 
few weeks ago, and the expectation 
is that practically all schedules will 
be wound up by the end of the year. 

With an initial expenditure of 
$135,000, the Army launched an 
“Earn While You Learn” campaign 
in 1940 in an effort to step up its 
manpower to 375,000. N. W. Ayer 
was appointed agency. Copy ran in 
865 dailies and weeklies and in 25 
regional farm papers. 

Recruiting was stepped up _ in 
tempo during the months that pre- 
ceded Pearl Harbor. The Army 
spent about $250,000 last year in 
newspapers, magazines and farm 
journals. Following our entry into 
the war, copy was geared to the 
interests of younger soldiers-to-be. 
Some of the advertisements stressed 
opportunities with the air forces, 
while others pointed out that desig- 
nation of the service branch was one 
of the privileges of the volunteer. 
When legislation moving the draft 
age down to the 18-year level was 
under discussion early last fall, the 


Army stepped out with a special 
campaign on this theme. Seven 
hundred papers were used from 


coast to coast, in addition to inser- 
tions in Collier’s, Life. Look 
The Saturday Evening Post. 


and 


Navy Takes a Hand 


The Navy, always dependent on 
volunteers until the recent Presi- 
dential order, stepped into the ad- 
vertising ranks in July, 1941, with 
a test campaign placed through 
Batten, Barton, Durstine & Osborn. 
First appeals for recruits were con- 


centrated in Midwest cities and 
towns. One-thousand-line adver- 
tisements offered “Free Training 
That Is Worth $1,500." The cam- 
paign was extended further west 
and then to the East and South 
during the summer of 1941. By 


September, when communities in 18 
states were being covered by the 
Navy drive, officials reported the 
recruiting rate had been doubled. 
Immediately following Pear! Har- 
bor the campaign was speeded up. 
Magazines were added to the sched- 


“Aloe 


Prewar merchandising, supply troubles, the coffee “freeze and orderly rationing are reflected in this trio of advertisements, 
taken from several series used by Hills Bros. Coffee, Inc. The ‘good coffee” theme was employed in the fall of 1941. Center, 
a newspaper advertisement placed last spring points up the wartime “comfort in a cup of coffee.” At the extreme right, 
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slightly larger space was used in a large list of newspapers explaining the details of coffee rationing. 
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June a 
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later college papers. In 
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states. The following month 
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with copy appearing in 430 Sunday | hard-hitting “Let’s Blow the Rats | advertising. 
newspapers 
interesting aspect of the campaign | 
abandonment of 


in 380 cities. Most! Out of the Ocean” theme. 
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ran in weekly magazines, handled 
by J. Walter Thompson Company. 

Although the Marine Corps had 
no advertising appropriation at its 
| disposal, there were indications last 
fall that recruiting plans might be 
shaping themselves which would in- 
clude paid space. On the occasion 
|of its 167th anniversary, the Marine 
| Corps was favored with a four-page 
_ advertisement, contributed by Farm 
| Journal & Farmer’s Wife. Last 
|}month, Blackett-Sample-Hummert, 
Chicago, with the assistance of loca] 
| typographers, artists and engravers, 
|extended a helping hand to the 
‘Leathernecks by preparing, virtu- 
jally overnight, copy for a special 
recruiting campaign, which was 
| sponsored by local advertisers. 


Maritime Commission Copy 


In listing advertising - minded 
branches of the U. S. government, 
| the name of the Maritime Commis- 
sion must be included. Four years 
| ago, when a new liner service was 
being set up between this country 
|}and South America, the commission 
,set down as one of the conditions 
\for chartering the vessels, expendi- 
|ture of at least $250,000 a year for 
In fact, the commis- 
|sion itself placed advertising at this 


In addition to the regular Navy | rate during the three-month inter- 


“earn|copy placed through BBDO, a spe-| val when negotiations were being 
the drive was extended nationally,! while you learn” copy in favor of a cial campaign for aviation cadets! conducted 
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companies. Arthur Kudner directed 
the account. 

Last year the Maritime Commis- 
sion spent about $20,000 in a test 
campaign which sought to recruit 
merchant marine cadets. Kenyon & 
Eckhardt was the agency. 

Opinion has been sharply divided 
throughout the debate over whether 
or not the government _§ should 
undertake paid advertising on an 
extensive basis. At one time the 
Department of Commerce estimated 
that if the government should pro- 
ceed with such a program, an appro- 
priation of $340,000,000 a year 
would be needed in order to match 
the performance of the British gov-| 
ernment. The Scripps - Howard 
newspapers came out vigorously in 
opposition to paid government 
advertising. The CIO attacked pro- | 
posals that the Treasury pay for 
space and time needed to promote 
bonds. 


Advertising Pitches In 


Many publishers and advertising 
men, however, have supported the 
principle of paid government adver- | 
tising. Chief emphasis has been | 
placed on the obvious advantages of | 
controlled selection of media, timing | 
and repetition—all basic factors in| 
successful use of the promotional | 
art. 

Regardless of the merits of either 


side of the argument, advertising 
has marshaled its forces in behalf 
of the war effort during the year 
since Pearl Harbor. It has not sat 
on the sidelines to await a decision. 
In the words of one observer, adver- 
tising has demonstrated its sound 


grasp of the responsibilities of citi- 


zenship by pitching in wherever it! 


could, asking no favors .. . anxious 
only to help those directing the con- 
duct of the war to use this powerful 
psychological force efficiently and 
extensively as possible. 


Find Consumers Responsive 


to Wartime Copy Appeals 


Surveys Show That 
War Advertising 


Gets Attention 
By JOHN CRICHTON 

How advertising has fared as a 
result of its conversion from normal 
peacetime pursuits to a mechanism 
geared to a nation at war has been 
dramatically illustrated in recent 
months by several research projects 
whose findings may offer a blueprint 
for the future. 

Among the major studies com- 
pleted were three—by the Psycho- 
logical Corporation, Daniel Starch. 
Inc., and Lord & Thomas—which 
sought to determine the degree to 
which the public is conscious of 
changes that have taken place in 


advertising and 

consumers to 

copy appeals. 
The 


the reactions 
dominant 


of 
wartime 


Psychological survey, con- 
ducted for the Association of Na- 
tional Advertisers, furnished evi- 
dence that war themes have 


impressed themselves vividly on the 
public mind, and while publication 
readers and radio listeners generally 
approve the role that advertising is 
playing on the home front, they also 
resent some of the techniques being 
used to tell the story of industry at 
war. 

Approve Continual Advertising 

Perhaps the most significant mor- 
sel produced by the ANA project 
was the conviction voiced by 87% 
of those interviewed that advertis- 


| 


ing has a useful function to perform 
throughout the war. Only 8% of 
respondents turned thumbs down on 
all advertising for the duration. 
Men and women queried in all 


parts of the country asserted indus- | 


try is doing a laudable war job. 
Advertising copy that reports the 
achievements chalked up on the 
production line found an interested 
audience, but respondents made no 
bones about their resentment of 
copy that is boastful. 
built around Army-Navy “E” 
awards registered favorably, but 
70% of those interviewed preferred 
a layout that dramatized the recog- 
nition in terms of the men and 
women who turned out the work, 
While only 27% voted in favor of 
an advertisement that simply an- 
nounced the company’s receipt of 
the award. 
Conservation copy 
universal acceptance. 
electrical appliances, 
96% of respondents picked this 
theme as tops. Seventy-eight per 
cent expressed interest in peacetime 
appliances still available; 56% pre- 
ferred information about war prod- 
ucts being turned out by electrical 
manufacturers; and 65% selected as 
their choice copy dealing with 


found almost 
As applied to 
for example, 


,/manufacturers’ preparations for the 


postwar period. 
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Copy devoted to war bond sales 
jand salvage has impressed itself 
| deeply on the consumer mind, the 
| study indicated; 91% of those inter- 
| viewed showed themselves familiar 
| with such advertising, and this en- 
tire segment expressed the belief 
| that promotional activities of this 
| kind are contributing to a success- 
ful prosecution of the war. 

According to Daniel Starch, Inc., 
}about half of all current magazine 
advertising deals directly or in- 
directly with war themes. The im- 
pact of this copy is underlined by 
the fact that during the first nine 
months of this year over-all visi- 
bility of magazine advertising was 
greater than during the comparable 
period of 1941. 

Generally speaking, Starch anal- 
yses, supervised by T. Mills Shep- 
ard, vice-president, showed that war 
themes registered more effectively 
with male readers than with 
women. The latter also are more 
receptive to straight product copy, 
but men prefer the conservation 
theme. Copy geared to “future in- 
spirational” treatment registered 
equally well with both sexes. 

In the food classification different 
types of copy have not produced 
significantly different readership re- 
sults. Cosmetic and toilet goods 
product copy containing a war slant 
was found to be higher in visibility 
but lower in readership than 
straight product copy. In the liquor 
and tobacco classifications war 
themes were found to register more 
effectively with men than with 
women. Conservation and “future 
inspiration” copy produced the best 
results for automotive advertising. 

The Lord & Thomas survey, con- 
ducted under the direction of Dr. 
Lyndon Brown, vice-president in 
charge of marketing, media and re- 
search, disclosed that during the 
first seven months of the war, the 
percentage of all advertising de- 
voted to how individual manufac- 
turers are participating in the war 
effort doubled from 6 to 12. At the 
same time, competitive product 
claims dropped off from 61% to 38% 


of all magazine copy analyzed. The 
latter, however, continued as the 
largest single copy category. Dur- 


ing the same period the use of war 
appeals to sell products moved up- 
ward from 6% to 17% of the total. 
Other themes that showed signifi- 
cant changes included conservation 
of equipment, which moved upward 
from 4% to 7% of the total; prod- 
ucts available in the future less than 
one-half of 1% at the start of the 
year to 2% in August, and goodwill 
copy with war flavor, 5% to 7%. 

Despite the large volume of copy 
devoted to competitive claims, the 
Lord & Thomas study, pointed out 
that this theme appears to have lost 
its appeal for both male and female 
readers during wartime. Competi- 
tive copy ranked lowest with men, 
with a rating of 51, and 72 with 
women, against an average of 100 
for all advertisements. 

Copy detailing how the advertiser 
is helping the war effort achieved 
top rating among readers as a 
whole; while service-economy copy 
achieved the same peak for women 
only. Advertisements telling why 
products are not available also 
ranked high in reader interest. 
Health appeals and the use of war 
atmosphere to sell products were 
likewise rated above the average in 
consumer interest. 

Farther down the line came copy 
dealing with products that will be 
available in the future; conservation 
of equipment; goodwill copy, and 
morale-building messages. Straight 
competitive advertising rested at the 
bottom of the heap. 

Appeals that ranked above the 
average of all advertisements among 
male readers included contributions 
to the war effort; why products are 
not available; and use of war appeal 
to sell merchandise. Among women, 
above-the-average themes were 
service-ecoOnomy; service-house- 
keeping and personal care; service- 
health; and how manufacturers help 
the war effort. 

In addition to competitive claims, 
themes that registered below the 
average for both men and women 
included morale building; goodwill 
copy; conservation of equipment; 
and products that will be available 
in the future. 
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Allowable Ad Expenditures 
by War Contractors Clarified 


Government Agents Set 
Up General Principles 
for Advertisers 


[Editor’s Note: The _ following 
detailed analysis of the status of 
advertising costs has been prepared 
by the Washington editor of ADVER- 
TISING AGE in collaboration with Ira| 
W. Rubel, president, Ira Rubel &| 
Co., Chicago, accounting organiza- 
tion specializing in advertising and 
agency accounting. It is a clear-cut 
and authoritative exposition of the | 
entire subject of admissibility of | 
advertising costs. ] 


Today the manufacturer who 
wishes to protect his long-term in- 
vestment in brand names or trade- | 
marks, or who attempts to insure 
stable postwar employment by pre- 
serving his peacetime markets 
through sound advertising, need 
have little fear of government in- 
terference. Regulation is aimed not 
at the legitimate American busi- 


nessman, but at the “profiteer” and 
the “tax evader.” 

All government regulation of ad- 
vertising expenditures has two ob- 
jectives: 

1. To prevent, or to 
excess profits. 

2. To avoid payment of exorbi- 
tant or unreasonable prices. 

A good part of the confusion that 
has existed in the minds of adver- 
tisers is caused by the fact that 
advertising expenditures are looked 
upon differently by the government 
procurement agencies and the Bu- 
reau of Internal Revenue. 

There are two separate and dis- 
tinct questions with which the ad- 
vertiser is concerned: 

1. What amount of advertising 
will be allowed as a deduction for 
tax purposes? 

2. What amount of advertising 
will be allowed as a deduction in 
computing the cost of completing 
war contracts? 

For the purpose of clarity, these 
subjects will be discussed sepa- 


recapture 


rately, for the rules that apply in| 
determining the advertising deduc- | 
tion for tax purposes do not neces- | 
sarily apply in connection with} 
computing the cost of completing | 
government contracts. Since a large | 
portion of advertisers’ profits will be 
paid to the government in taxes, if 
the advertising expenditure is allow- | 
able as a deduction for computing 
taxes, the question of its allowance 
as a part of the cost of completing | 


war contracts becomes relatively | 
unimportant. For example: 
Where the advertiser is subject 


|to federal excess profit tax (90%) 
\if the advertising expenditure is 
'deductible for tax purposes, it 
would seem almost unnecessary to 
delve into the question of the 
amount of advertising allowable as 
a part of the cost of completing 


government contracts. 


ADVERTISING DEDUCTIONS 
FOR TAX PURPOSES 


| The attitude of the Bureau of | 
/Internal Revenue as expressed by) 


Secretary Morgenthau and Commis- | 
sioner Helvering is fair and even| 
liberal, and it is safe to say that if | 
a company does the same quantity 
of advertising in 1943 that it did in 
prior years (the cost would be 
slightly greater because of increased 


|rates, etc.) that under normal con- 


ditions the expenditure would be 
deductible for tax purposes. It may 
be stated further that in certain 
cases an advertiser may justify an 
expenditure considerably greater 
than that of prior years where such 
expenditure is made necessary be- 
cause of the unusual conditions 
existing in these war times such as: 

a. The cost of advertising has in- 
creased. 

b. The number and frequency of 
calls made by salesmen has 
been decreased. 

c. Advertising space may be used 
to feature the sale of war 
bonds, conservation, etc. 

d. It is desirable to explain the 
reasons for shortages and de- 
lays in furnishing the dealer 
and consumer with the desired 
articles. 

e. It may be necessary to intro- 
duce new products because of 
restrictions on the use of cer- 
tain materials. 

f. Buying habits may require 
change because of restrictions 
and priorities. 


| Commissioner 


Nearly half of this 50,000 watt station’s non-network 
time—43% to be exact—is bought by Philadelphians. 

These advertisers, many of them retailers, are on the 
scene, in the finest of all positions to judge the effec- 
tiveness of Philadelphia radio. They can appreciate 
how successfully any given station is giving Philadelphia listeners exactly the service 
and the programs that they want. And they have found, in KYW’s strength, directed 
coverage to the Philadelphia trading area—the nation’s 3d market. They use it not only 
as one of the nation’s great stations, but also as an overwhelm- 
ingly successful local influence. 

When you seek advertising action in this territory, remember 
that KYW is Philadelphia’s dish—and join the feast. 


aM 


PHILADEL 


$0,000 WATTS 


PHIA 


—boiled, cooled, 


Scrapple, a mixture of ground 
pork, corn meal and seasoning 


and fried —is Philadelphia's own 
favorite dish, because it’s good! 


then sliced 


WESTINGHOUSE RADIO STATIONS Inc 


WOWO « WGL ¢ WBZ + WBZA + KYW « KOKA « REPRESENTED NATIONALLY BY NBC SPOT SALES 


g. An advertiser may be required 
to explain the reason for and 
merits of substituted materials, 
etc. 


Helvering Statement Quoted 


Before hostilities began, there was 
virtually no question as to the va- 
lidity of the deductions for adver- 
tising expenses. When a business is 
wholly or nearly wholly converted 
to war production and has little or 
nothing to sell to the public, adver- 
tising is no longer necessary to pro- 
duce sales, in the view of the gov- 
ernment. 

This situation gave rise to the 
question of what amount of adver- 
tising expense is necessary and 
therefore reasonable under such 
conditions. The answer to the ques- 
tion is found in the statement of 
Guy T. Helvering 
reported in ADVERTISING AGE Oct. 4. 
A portion of Mr. Helvering’s state- 
ment is quoted here in an effort to 
clarify this point: 

‘To be deductible, advertising ex- 
penditures must be ordinary and 
necessary and bear a reasonable re- 
lation to the business activities in 
which the enterprise is engaged. The 
bureau recognizes that advertising is 
a necessary and legitimate business 
expense so long as it is not carried 
to an unreasonable extent or does not 
become an attempt to avoid proper 
tax payments. 

“The bureau realizes that it may 
be necessary for taxpayers now en- 
gaged in war production to maintain, 
through advertising, their trade 
names and the knowledge of the 
quality of their products and good 
will built up over past years, so that 
when they return to peacetime pro- 
duction their names and the quality 
of their products will be known to 
the public.” 


Recognizes Promotion Needs 


Mr. Helvering’s statement, recog- 
nizing the need for the continuation 
of advertising even when the adver- 
tiser has little or no goods to sell 
to the public, substantiates the prin- 
ciple that current expenditures are 
often made for future considera- 
tions. The cost of making an initial 
sale is often excessive but is gladly 
incurred because of the anticipated 
future patronage. 

Far-sighted executives are now 
planning for conversion from war- 
time to peacetime activities. They 
know that for future patronage they 
must partially rely on the retention 
in the public consciousness of the 
quality of their products, their repu- 
tation, trade names and position in 
the industry. 

It seldom happens that all of the 
benefits of an advertising campaign 
accrue during the year in which the 
expenditures are made. Notwith- 
standing this, it has been an estab- 
lished practice, concurred in by the 
Treasury Department, to charge 
advertising costs to expense at the 
time the liability is incurred. 

Commissioner Helvering in his 
statement also said: 

“Reasonable expenses incurred by 
companies in advertising and adver- 
tising technique to speed the war 
effort among their own employes, and 
to cut down accidents and unneces- 
sary absences and Inefficiency, will be 
allowed as deductions. Also reason- 
able expenditures for advertisements 
including the promotion of govern- 
ment objectives in wartime, such as 
conservation, salvage or the sale of 
war bonds, which are signed by the 
advertiser, will be deductible pro- 
vided they are reasonable and are 


If it’s 
A TEST 


you want... 
TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
@ minimum cost you reach 
urban and suburban popule- 
tion. 
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ADVERTISING AGE 


RETAIL SALES” 


of U. S. total. 


THE STATES PROPORTIONED TO 1941 
Figures show each state's sales as percentage 


SHADED AREAS—1941 SALES IN CITIES 
COVERED BY TRANSIT ADVERTISING. 


Thanks to Sales Management Magazine for 
basic state chart and retail sales estimates. 


SOLID 


Over 53% of 1941 U.S. retail sales were made fy ' ee BR — 
in areas served by public transit carrying car .] WM. : 
and bus ads. * 4.306] 414 645 
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COVERAGE 


WHERE IT COUNTS 


More action for advertisers—faster. That's the story 
of the above chart. 

Action because Transitads work in areas where 
spending is concentrated—where people who have 
the skill and brains to earn the money to spend are 
thickest. Action because people in these areas move 
faster, live faster. Action because ideas are ex- 
changed, opinions form more quickly in the cities. 

Transitads crisscross the nerve centers of the 
war effort, parallel the flow of men, arms and 
material. Transitads live 24 hours of every day with 
men and women who use public transit for business. 
Transitads are first on the production front. 

When advertising aimed mainly at moving goods, 


the retail sales in a medium's market were para- 
mount. But today, advertising at war must educate, 
influence opinion, build morale, unite Americans on 
important phases of war-winning. Aimed at these 
objectives, Transitads deliver solid coverage where 
it counts— sustained striking power, continued day 
by day impacts at phenomenally low cost. 

Must your advertising do a war job2 Then strike 
first at the nerve centers with solid coverage of 
urban areas through Transitads. 

Have you seen the new "VISUAL NETWORK of 
ADVERTISING” 2 Arrange with your Transitads man for a 
revealing 5-minute look at the first VISUAL presentation 
of the whole Transit Advertising picture, as of today. 


_ NO. 1 OUT-OF-THE-HOME | 


CHICAGO-400 N. MICHIGAN AVENUE 


ion? TANSITADS. 4. 


NEW YORK-366 MADISON AVENUE 


Offices in 23 Principal Cities 


he 4 hte 4? - + P ran ? fs b P “x ee = ; 3 ‘ et 3k Se whe be “ eS ai = $545, oe gow Jt face. 3 i : » Be ~ . in ee iy . 
. “8 ai “ Hes : « j t : “ Saale Tie aint A 
/ eae 
- ra - = rae iotenestienteesineiianneninatats > 7 — . = 4 . 
a ae - 
aor a i i sa 
: a i aa) 

Es ao =~ BY . = 4 Fa a Pes 
eels: Bepcie.. Pie, — ae : : oy re ee 
aie A ie es p are x oes hiven: 

Bee 3 oe Pe. ai . 3 we 
We oes ei Me: erie 2 ae 
ae Fi ame ae ’ jee = ie a 
- Se 5 ee iii Bia, 
ene fe SP ae = ~ ane 
= : an F 
> a _ Ls 
' a 7 4 ug 
: a om £ >. |) 
i. a8 —_—— oe ee : : 
= Pe. 
oe : o 
: nek = gee 
— - Pe igs eee - 
oe " : ae ; 
ree 3 aie a ae ae i 
‘ ae * iy ae ig = in ee 
— = oe a ae La 
a) Aare esi a ieee 
poe ; po eae eee)? a a Die 
= ee eS us & Pee. 
sae es a 
t ae ry 
z. Z \ pO 
ee : —— 
i: 5 ng _ — 
» a — 
: 5 
—_ re 
. “— 
Oo. 
a cA 
ead 
= “i 
| = 
4 a ae. Pia aera 
ee: Sea . ie 
oe ee be oe 
eae es : ae 
: gee : a aoe 
a id . ee. 
eg Len Ma 
- ee a cee 
| eae a be 
oo rae es 
Doki 4 a 
: z Ls 
Se. 
“a as 
ao. 
te 
e- 5 
: ” : an . 
oe hey 
~~ 
' ¥) 
ee ee . 
ews 3 
+ Fe 
| ae 
Pay. 
eo 
a, é 
| eee 
~~ 
#3 cn 7 
a x 
aa 
ne 
ek tia 
aa 
7 ™ 
oy) Sg 
aT te 
4 - mi : 
meet. 
se 
Phi 
4 
je eee Co . U ‘ i . 
; — =e as : 
Medi : 
: on? 1 7 y 
r en a ye : Eaigss ; FI 
c:$}|NlTC€NNTeCPnT.-.q7nouT_.Oa--o™@0nn—Nmn’-’--”nnmncnn-—”—nn”’un”nWn’--"~"""_" —. 
LL 
es a aes 
ee PO i 
3 
¥ . : J 
Po : 
“ie 2 
; ee aes 
+ +a - 3 ; . : * sue ~ 3 ‘ . ~ ia > *. 4 Y + fy, se = ee 
: ey : Nae bet ere Wingate state . 4 eas Aes neg oe 2 aes es oy ph gee. F er a ‘ae as ee, oe oe Pa me Xe 
‘ tif ee ~ See APN! ) Rex ee 8) ee ein fe of ae as Se rae Pe yn pe a he Fe eae WY ae “ oe Se er Ss en eee ge tre Pt mh as fi 
. aot », thei ag *. ¢ he oe eB oe Neg ye JS, he ES Behe ee Pt i es og a. ea 7 aay iy wey: See itis ye sgh mies? Ta E as 
a ; 8 Hs hee : . n é eee as : $ac5 am fi ae 4 hp Lae - tel “ae he Petes cl Rg? Ja in Pe a -  & Prete aa Soe a" ae 
pas « the Sr Wel tte 5 Sgt ed fs to ak a oF ib OS A ate Fp a | RES eo ah ees | res Y ge cae Rbk. ime oy g a” guia ROS Reo a taal “A, “e 
? SESS eter Ay Aa : aL J Be on Lae 5 ei age = F a Sty ae / es +s nes ee 


i8 


ADVERTISING AGE 


not made in an 
proper taxation. 


Patriotic Advertising Approved 
Since the advent of the war, cer- 


attempt to avoid 
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missioner Helvering’s statements in| ditures of nearly every company special opinions from the Commis-j|a letter from the Commissioner of 


this regard are quoted here: 
“In determining whether such ex- 


penditures are allowable, cognizance 


'have varied from year to year. 
Where a company’s production 
has been wholly or substantially 


sioner of Internal Revenue. 
To Get an Opinion 


| 


Internal Revenue, stating whether 
/or not the commissioner believes 
|the proposed expenditures are rea- 


tee ‘ will be taken of (1) the size of the . : gr marrige Where a taxpayer desires a spe- 
tain advertising campaigns have) pusiness, (2) the amount of prior ad- | converted to war goods, if it = all cial opinion from the Commissioner sonable. 
featured the sale of government] vertising budgets, (3) the public) sonable to assume that it will be) 


bonds, conservation, etc. Since this 
type of advertising is not directed 


ucts, it is necessary to ascertain 
whether or not such advertising is 
a deductible expense. The point 
was first settled by the U. S. Board 
of Tax Appeals in 1926 in which 
year the board, in considering the 
appeal of B. F. Boyer Company, 
approved as a deduction the cost of 
advertising promoting the sale of 
Liberty Bonds. The wording of the 
board’s opinion is as follows: 

“This advertisement was 
with the 


made in 
custom of the 
time Such an advertisement was a 
combination of patriotic endeavor 
and business publicity. . A corpora- 
tion of the character of the taxpayer 
is entitled to deduct amounts spent 
in advertising as a part of its ordi- 
nary and necessary business expense. 

. The particular form of advertis- 
ing to be employed is within the 
judgment of the officers of such a 
corporation,” 


Sets Up Guide Posts 


necordance 


ae. ‘ |} of the 
specifically to the advertiser’s prod- | 


patronage reasonably to be expected 
in the future, (4) the increased cost 
elements entering into the 
total of advertising expenditures, (5) 
the introduction of new products and 
added lines, and (6) buying habits 
necessitated by war restrictions, by 
priorities, and by the unavailability 
of many of the raw materials for- 
merly fabricated into the advertised 
products.” 


Following Commissioner Helver- | 


ing’s official statement, the Depart- 
ment of Internal Revenue issued an 
official ruling—IT3581—which rul- 
ing has been reported by the vari- 
ous tax services and is available to 
the public. It merely puts Com- 
missioner Helvering’s statements in 
the form of a ruling. 
SUMMARY 

In the case of a company which 
is still producing a substantial 
quantity of consumer’s goods, so 
long as in its honest opinion an 
additional advertising appropriation 


is necessary, such additional expen- | 


diture is no more subject to ques- 


necessary to continue advertising in 
order to maintain good will, trade 
|name and reputation, such advertis- 
|ing expenditures will be allowed. 
Under normal conditions such ex- 
penditures should not exceed the 
amount necessary to do the same 
{volume of advertising as was done 
in prior years. 


Directors Given Leeway 

The Treasury Department has in 
the past followed the general prin- 
ciple that a board of directors in 
administering the affairs of a cor- 
poration is in a better position to 
determine what is ordinary and 
necessary, than is an agent of the 
'Treasury Department and _ that 
therefore so long as the board of 
directors does not become unreason- 
able, the judgment of such board of 
directors should not be upset by the 
Treasury Department. 

Many advertisers have felt that 
Mr. Helvering’s statements and 


|}of Internal Revenue, he should ad- 
‘dress a letter to the Practice and 
Procedure Division, Internal Reve- 
;}nue Bureau, Washington, D. C. The 
| letter requesting an opinion should 
| give the following statistics for each 
of the past three or four years as 
|well as the estimated figures for 
1943: 
| 1. Sales—broken down to show 
| consumer sales and sales to the gov- 
ernment. 

| 2. Sales department expenses— 
| broken down to show principal ele- 
ments including advertising as one 
of the items. 

3. Ratio of sales expense to sales. 

4. Ratio of advertising expense 
| to sales. 

5. A brief statement of the com- 
| pany’s past advertising policy should 
be given as well as a statement 
regarding the company’s _ trade 
|'names, brands, good will and posi- 
tion in the industry. 

6. Any special circumstances 
which require the continuance or 


|ADVERTISING ALLOWABLE AS 
PART OF THE COST OF COM- 
PLETING WAR CONTRACTS 


The government may question a 
| war contractor’s advertising expen- 
|diture at one or all of the following 
| stages: 

| 1. Original negotiations. Pro- 
|;curement or purchasing officers of 
the Army, Army air forces, Navy, 
Maritime Commission, or the pro- 
curement division of the Treasury, 
if prices appear too high, may ask 
/a contractor to estimate his costs ot 
|doing business, occasionally ques- 
tioning the size of his advertising 
expenditures. 

2. Payment. Auditors of the con- 
| tracting agencies or the Comptroller 
General, through the general ac- 
counting office, may question the 
costs of performing a contract. 

3. Renegotiation. Price adjust- 
ment boards of the Army, the Navy, 
the Maritime Commission, or the 
procurement division of the Treas- 


In Commissioner Helvering’s state- | tion for tax purposes than it would : 
ment he set out certain guides for have been three or four years ago.| 1943 appropriations. Others, wish-| be stated. of a war contractor, seeking a lower 
determining whether advertising|In this connection, it should be ing further confirmation of their) In response to a request for an| Price or a rebate of “excess” profits. 
expenditures are allowable. Com- pointed out that advertising expen- judgment, have sought and secured opinion, the advertiser will receive 
|ing deduction of course will not be 


Ce 
of 
ce Fe 
present at the time the contract is 
. an first negotiated. It may arise in 
/connection with renegotiation or ; 
. a | review of over-all costs of a wai 
‘contractor in connection with seek- 
. Te 
\ 


ing a lower price or a rebate of 
She works 


| 
i 
7 
IT3581 were sufficient to justify | increase of advertising should also|¥Y, May review the over-all costs | 
: 


Differing Contracts 


When an advertiser originally 
| negotiates a contract, if it is of the 
cost-plus-fixed-fee type, he will at 
,that time know what amount has 
been allowed, if any, for advertising 
cost. If the contract is of the fixed 
price class, the question of advertis- 


excess profits. 

Since the question of advertising 
deductions in the case of cost-plus- 
fixed-fee contracts will be settled 
when the contract is first negotiated 
and as the question does not arise 
in negotiating a fixed price contract, 
the only question mark as to the 
validity of such deductions is 
| brought about by the question of 
renegotiation. 

_ Renegotiation is a review by the 
government of the contractor's 
whole picture, which is undertake: 
in order to recapture excess profits 


Will Allocate Costs 


At the time of this review, if 
contractor is producing. civilian 
goods as well as war goods for the 
government, it will be necessary t 
allocate costs between the tw« 
classes of business. We understand 
it will be the policy of the price 
adjustment boards to allocate ad- 
vertising on the basis of the volume 
| transacted in the two classes of 
| business. For example: If 60° i 
'of the output of a concern is devoted | 
to government contracts, and 40° 
to the production of civilian goods 
then 40% of reasonable advertising 
expenditures will be allocated t 
civilian goods. Generally speaking, 


DVERTISERS have had the help of pretty girls 
before—but never more successfully than in 
the New York Subways. Every month a new Miss 
Subways is chosen, and her picture lends charm to 
the editorial features in the subway cars. 


ONLY SUBWAYS GIVE ALL SIX: 


Maximum Coverage—nine out of ten adult 
New Yorkers rode the subways in a typical 
Piles month—even before gas rationing. 

ms Daily Repetition—the average rider takes 
more than 26 trips a month. 

Prolonged Exposure—average trip exceeds 
23 minutes. 

Trve Color identity—your package and 
Shey, product is shown in use and in full color. 
a" Point-of-Sale Inf stores are concen- 
trated on subway routes. 

Economy—Cost in cars, 4.6¢ per thousand 
circulation; in stations, 1.9¢ per thousand. 


These features, of which “Meet Miss Subways” is 
one of the most widely read, serve tg draw eyes irre- 
sistibly to your advertising messages. 


CLEVELAND 
ORCHESTRA 


Broadcasts 


| A NEW SERIES OF WORLD-WIDE 
RADIO CONCERTS 
| SATURDAYS 5° 6 RM. EW.T. 
| OVER THE COLUMBIA BROADCASTING SYSTEM 
AND SHORT-WAVE AROUND THE WORLD 
SPONSORED BY RADIO STATION W-G-A-R CLEVELAND 


to sell the New York Market 


Now more eyes are turned to subway advertising 
and editorial features. Gas rationing has lifted cireu- 
lation to a record monthly average of 160,000,000. 


Say it fast, say it often, 
show your product in the 
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330 East 22nd Street TIME ™ CHICAGO, ILLINOIS - ae —— 
The Weekly Newsmagazine F a 
I IME 9 ROCKEFELLER PLAZA * NEW YORK CITY 


Dear American: Executive O i 
Hitler has just 30 days left in which to win. 
¢ Dear Reader: 
é Within the next month his armies may yet kmock Russia com- 
# pletely out of the war and then turn all their mechanized might TIME's editorial office in Chungking burned down last 
westward against Britain. This is the crisis, but remember: month. ; 


It was nothing but bamboo and mud and contained the 
biggest cockroaches in town -- but it had a swell bomb shel- 
ter and our correspondent was sort of used to it. 


TIME's editorial office in Washington, on the other 
hand, is not only one of the two biggest in the capital, but 
without doubt the most comfortable. It is completely air- 
conditioned, to help the 34 workers keep going full speed no 
matter what the mercury reads outside. 


This is also Hitler's last chance for victory 
before America can mobilize its manpower and 


But in TIME’s office in Cairo the thermometer goes up 


TO SAVE YOU TIME—TO MAKE THE NEWS MAKE SENSB to 110 and nothing can be done about it. 
& - . . 
is Dear American: There are two big reasons why TIME -- the only maga- 


zine in the Associated Press -- has built up one of the 


Your best informed friends are not the only ones who read TIME. greatest independent newsgathering staffs in all the world: 


1. To verify news the newspapers rush into print; 
2. To catch news the newspapers miss. 


In Washington more key men read TIME than read any other 
magazine -~ two out of three in almost every important office. 


In Rio and Chicago, in New Delhi and Pearl Harbor, in 
Moscow and San Antonio -- in every news center on five conti- 
nents TIME’s men are on the job for you. Last week their 
special reports ran to 135,000 words -- three words for 
every printed word in TIME. In a single day the Editors 
asked the Washington staff alone to clear up 88 points the 
newspaper reports had left in doubt! 


Men as busy as Donald Nelson and Leon Henderson make time 
to read TIME regularly. Men with the fact-finding facil- 
ities of Cordell Hull and Paul McNutt and General Marshal) 
still turn to TIME for help in getting all the news they 

need quickly, accurately, understandingly. 


In London it is the same story. Winston Churchill and 
Lady Astor, Lord Beaverbrook and Dr. Wellington Koo, Montague 
Norman of the Bank of England and Sir Walter Citrine of the 
Labor Council -- these and hundreds of other leaders pay double 
to have TIME flown to them clear across the Atlantic. 


A large part of the 67¢ TIME spends on every word it 
prints is to make sure TIME's news is straight and true and 
complete. And that is why you will find so little uncon- 
firmed rumor in TIME -- so few contradictions -- and so much 
news you will not find anywhere else. 


— +t we ee ee ¥ 


"TIME is the world’s best weekly," said Lord 
Wedgwood, subscribing for the House of Lords. 


So try TIME for yourself -- and see why the editors of 
America's leading newspapers vote TIME the magazine most use- 
ful to them in their work. 


Jawaharlal Nehru in his jail at Poona, Mme Chiang Kai- 
shek in far Chungking, President Avila Camacho in Mexico, even 
Nazi Hermann Goering (when he can get it) count on TIME for ac- 
curate, balanced world news they can get no other way. 


Here at home more than 450,000 business executives read 
TIME each week. And within the last 90 days group after group 
of men and women who have to be well-informed -- radio commen- 
tators, doctors, school principals, the men listed in Who's Who, 
the editors of America's leading newspapers -- all have voted 

that TIME IS THE MOST IMPORTANT MAGAZINE IN AMERICA! 


330 East 22nd Street TI ME 


| The Weekly Newsmagarine | 


CHICACO, ILLINOIS 


° ° . Dear American: 


I am almost sure that TIME can be just as vaiuable to you This is the cataclysmic beginning of the American century. 


as it is to your well-informed friends and all these other busy 
people -- 


In every country on the face of the globe, men of good will 
ere looking to America for their hope of freedom. 


To save you countless hours by sifting through thousands 
and thousands of news words for you each week ... 


In the concentration camps of Germany and the bitter, si- 
lent streets of France, in Serbia's guerrilla-torn hills and in 
the lonely, ancient harbors of Crete, enslaved workers and 
hunted men secretly tune in their radios, meet in hidden places 


and whisper to each other -~ about America. 


Philippine taos, Chinese coolies -- the 
» Norwegians and the fierce, hungry 


Russian muzhiks, 


THESE ARE 
WSE . « the cireulat; 
& ters a Pulled best this pon 
; ailings ‘hich T ‘1 3 
tation Sweepdiabes ; a oh 
ple was based. 


Here are 
€ are the names of those u 


*& fa 
1000 War Bond each 
Of the letters in their corn 


ho TCC i) v Ss ( A 
7 ed a Fy 

o inky tq all eigh The Lin 1 

/ r re } / ide 


ect pulling Positions 


RILEDGE, J 


ice-Presid 
H er 
Air Products uw 


Co., New York City 


kh. E. Sano 
Iron Fireman Mfg. Co 


advertising pe 
£ peo- BUTLER Door initia E, Industrial Sales Ver 
Le, tnd here are th 


Four G Sales P 
Col set. rood . \,— rom, Vv , ) 
the letters 7 ar ranked all eight as . year Tire & Rubber Ce. ar. Nin Bonds va neste people who won SJ) op SOLON Sales D 
leir pre ; 5 ENRY . ‘ ad putting ohne sail Owe “ti Sp ; ep. 
won the top pels pap order and each Broark bs GALL, President in the correc position 4 ny six of the letters Iwens-Ilinois Can Co 
€ ola $s To ariey Service “heer od . - . 
Bond. a 1a s1000 US War New York —" Organization Georcr CARL Sorrune Acct. E 
. : lore contestants rank sity “FORCE HH, CHAPM, ‘ Frank-Gue 7 eels Executive, Albe 
first six hethers te « s ranked the P.M. Mus » Rewer: &: N. Business Ver. vuenther Law Advertising A vert 
Us W rder and won a & j . RAY, Chicago ul O-Operative Pub. € WA Sr & Ageney 
re >. ur Bon Trends. a Soo0 lartford Ste ¥ anager Ha « Co, + STONE, Adv, MU r. 
U. 8. War end a y won the $199 & Ins. Co, Beller Inspection Tidewater Ane at: Ade. Mer Manger Hotels, New York Cit 
s a Whic rs < eT Associate on. ey 
those who made only t | Was offered to HW. E. Svrry 4 , GP. Ke a -_ * * 
The ; V two mistakes. Stevens ms eet. Executive ¢ * NURTZ, Account Rescust. i) 
| 1e actual order ~ pull; on & Scott, Ltd. estes »» M. Basford Agency, (] 00 Rt I : Ngratulates the y inner | 
determine peeing power as y 1 > ve teveland Opes that next fall conditi dence 
hak ies es by our mailing tests cabnot — of the following won a s 500 W; = E. LONGMAID. Vice-Presid that Shepard Spink =n mga Will be sueh 
e i . ‘ * : ‘ a) Uste . ° u; a é 2 P 
oun, or putting the first six ar Bond sterbrook Steel Pen Co. mt kagement of this pacer Old a re turn en 


ed beeay 
tte ; , ause some cae letters j . 
le tters were included rie me of the positions: €MeTS in their correct 


LAURENCE 
for a nothe INCE 0. P 


RATT, . ; ; 
Batten, Barton, Acet, Executive 


another contest 


r £rou —; . E. A . re 
not yet closed. Rep this contest has EvuptecARNE®: Vice-President Durstine & Oske 
sth ah ed. But on or about Jany ur “mplovers Liability Assurance ( qnomes I Russewt J y 
Vth, every entr:; . vanuary , © Corp, ‘OE, TR ; 
informed ’ € ntrant will be Personally Murpocx PEMBERTON id orp John B, Stetson Co, R., President 
lass ant of the final standing of th, , American Can Co ‘+ Advertising Dept, NORMAN A, § 
+50 > Cf * . , >»t- - . 2 OC y 
'€ can compare his own ry - Josern T, § Revere Co MUELE, Adv. Mgr, 
1 ranking, Rechte SIMPSON, Aust. Adv. Mgr opper & Brass, Ine 
— sburg Steel Co — Miss L, § ; 
0. SS L. SHAPIRO, 4 
Longines Wj + Asst. Adv. Mgr 
“Wittnauer Co, y 


f Pe - a A D : : : ae: es Sp c ine 
—— VERTI fol iether, - 
: [: SIN G AGE aig 
s " ee pe. 
_ P ——— F 2 
J Spy 
a > 
ae 
- oe 
sm 
§ id 
1s 7 
rf 4 
> 7 i. . 
’ 
7 : _———E 2 
yt 3 > 4 
g 
I : n 
. " 2 a F 
- The Nagonal Newstpagazine seed 
ss 
— | - 
y. i 
7 Aili 
an bs 
ts 
r | 
ly 4 ee ee 
1e 
at 
is 
ng 
d ag 
ery 
S- a 
e ; ‘ 4 
is . - 4 cs 
- ae. 
in F a 
: i. 
1 . 3 
if _ 
: 
) | uae 
. a 
: 
7 "a 
7 Pp, : 
cae 
es 
Ter ; 
ig ce 
ee . 4" a 
a 
a 
} eee a 
ee ee ey aa 
cae: 
a. 4 
wm 4 an _ 
‘73a a P ¥ ; x, ‘ , he ite : ; ’ : pre : = PO ¥ ; eine 
-. 2 ie ‘ Lg ‘s rm tathedet acon tanks, : —" 
_ 2%: : hele 4 - tery ae — Yan £ 2 ON Pier ee eet 3 2 : pe 
A Re = ms 5 2 2. ais 
é “lie ee , . : 
? % need | be " , : : " 
nth We nae Weiaes Pink Cohort E> 5 
ao 
oo 
tsa 
pe 
ad 
eee 
or » 
Ta 
= 
a: e a 
ae 
al? 
i — = : 
y Wy) 
\ Te + ‘ 
Y”’ we y, 
yy, "a, U), 
if ry “ty oe Wy d 
Yf ~ Wy — 
— — "4042, if a ? 
yj eo a 
Of ec 
i ,] a 
aon bee *y Ris ig es pas ai ; 
eid | a Te. hee tet a PSE ee ety 
es ee ay ier, Kare ‘i +e ay ey ee oe a ate a a ’ a 
. oe 7 ae x mee oy at i ae r a. te he he hae it S Tes. ie t : a | 
og Cn See at Sp ae a: Meas he ds pain ns i Die owe eee ee : 
, ‘wt eerie Gear, - ow ho A & ey Fe sy Sar tt he eee oe Sasa ie - 
tn es “onal” age ARR a> ised ee. a 5, om TERPS 8g le ay 8... “5 aaa =: Sen : ar eee otheggioa 
> oe : 7 “ 2 ae . 0% .. eo a ne toa ee ge ag ee ee” Se oe eee yoo ra ie 


20 


advertising expenditures that are in 
line with those of past years will be 
considered reasonable in connection 
with the over-all review which is 
made by the Army, Navy, Maritime 
Commission or procurement division 
of the Treasury. 


Price Adjustment Boards 


The policy governing these price 
adjustment boards has been set 
forth by Donald M. Nelson, chair- 
man of the War Production Board, 
in a statement approved by the 
Under Secretary of War, the Under 
Secretary of the Navy, the chairman 
of the Maritime Commission, and 
the director of the procurement 
division of the Treasury Depart- 
ment. Significant quotations follow: 


“A reasonable expenditure for | 


advertising shall be allowed by 
these boards even though a com- 


pany shall be substantially or 
wholly engaged in war _ produc- 
tion... 


“When an industry has been sub- 
stantially or wholly converted to 
war production, the Price Adjust- 
ment Boards will recognize that the 
amount of advertising expenditure 
necessary to maintain a trademark 
or brand name of a product in the 
public consciousness is much smaller 
than that required for promotion 
of the same product in a normal 
competitive market.” 


The joint statement defines “rea- 
sonable expenditure” in the words 
‘Secretary of the Treasury Morgen- 
thau used before the Joint Con- 
gressional Committee on Internal 
Revenue Legislation on May 28: 

“The test of whether expenditures 
|for advertising are deductible is 
| whether they are ordinary and neces- 
sary and bear a reasonable relation 
to the business activities in which 
the enterprise is engaged. This is 
not intended to exclude institutional! 
advertising in reasonable amounts or 
goodwill advertising calculated to in- 
fluence the buying habits of the pub- 
lic. If such expenditures are ex- 
travagant and out of proportion to 
the size of the company or to the 
amount of its advertising budget in 
the past, or if they are not directed 
to public patronage which might rea- 
sonably be expected in the future, 
|}such payments will be disallowed as 
deductions.” 


“Rule of Reason” 


Mr. Nelson, in elaborating on the 
joint statement, emphasized an im- 
portant point, that no set formula 
can be laid down to govern all 
cases, and that in general the “rule 
of reason” must apply in each par- 
ticular case. 

Mr. Nelson, like the Treasury and 
the armed forces, has been reluctant 
to lay down specific yardsticks that 
might provide loopholes for “profit- 
eers” or “tax evaders” or restrict 
legitimate expenditures by manu- 
facturers whose normal advertising 
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expenditures are _ proportionately 
larger than those of companies in 
other lines. 

Administration of this policy gov- 
erning expenditures by war con- 
tractors from their “fixed fee,” from 
their “overhead and management” 
accounts, or from their gross profits 
has been reasonable to date. 


In “Green Book” 


The general policies followed by 
these three spending agencies are 
set forth in the much-discussed 
“green book,” “Explanation of Prin- 
ciples for Determination of Costs 
under Government Contracts.” 

The true status of this “green 
book” has been obscured by two 
factors: 

1. Widespread quotation of a 
single paragraph on advertising (No. 
51) without consideration of other 


general paragraphs preceding this 
one. 
2. The tendency in some ac- 


counting and advertising circles to 


consider this book as a regulation 
or a law. 

It is neither. It is a remarkably 
clear exposition of fundamental cost 
accounting policies written by 
Moore C. McIntosh, chief of the 


\WPB accounting advisory branch, 


and Maurice E. Peloubet, a WPB 
accounting consultant, in collabora- 


tion with auditors for the spending 
agencies. 

The need for such a statement of 
accounting principles arose when 
hundreds of war contractors became 
tied up in red tape attempting to 
estimate their costs on the basis of 
Treasury Decision 5000, a lengthy 
regulation prepared by the Treas- 
ury Department to guide admin- 
istration of the now-defunct Vinson- 
Trammell act, which related to ex- 
cess profits on contracts for naval 
vessels and Army and Navy air- 
craft. 

The “green book” was not pub- 


lished as a formal regulation for | 


two reasons—(1) to give govern- 
ment auditors freedom to interpret 
individual cases on their merits, and 
(2) to prevent suits against the gov- 
ernment based on the “dotting of an 
I” or the placing of a semicolon or 
comma. It does serve, however, as 
the “bible” for individual rulings 
by the several thousand Army, 
Navy and joint auditors. 

Every war contractor should 
study this 20-page guide in its en- 
\tirety before attempting to secure 
| Army or Navy approval on the ad- 
vertising expenditures he may seek 
to charge directly to the govern- 
ment. 

The introduction to the “green 
book” emphasizes that it is a basic 
outline to guide determination of 


Needed on the 
OME Front! 


a has to stay at home 
and make the planes we need to 
win the war. Which is one rea- 
son why the married man with 
one or more young children will 
be among the last to be drafted. 
He will continue to work and 


his wife will continue to SPEND. 


Your advertising message in 


REDBOOK will reach more 


than 1,500,000 


family men — with better than 


young wives and 


average incomes. They are your 


market today 


KEDBOUK 


reaches the 


Nanied Mike™ 


e Read by wives and their husbands 


AND tomorrow! 


whose one or two young children mean 


draft deferment, 


ment, continued buying power! 


4 


‘TOMORROW 


\\ 


Q. How are REDBOOK’s newsstand sales? 


A. Our November issue had the astounding in- 
crease of more than 61°¢ over last year — and 
newsstand sales, we believe are a true yard-stick “2 
of magazine value. i 


WMG iC Q. To what can this increase be attributed? * 
\. To excellent fiction and a greater quantity of * 
it plus timely non-fiction... More women and { 
men read REDBOOK intently today than ever e. 
before. m 
“4 
continued employ- Q. Why is REDBOOK an outstanding buy? ra] 
j 
\. REDBOOK has a low rate per thousand . . . it 
reaches today’s and tomorrow's market... it has a 
- high reader interest according to surveys it i 
our Market é xn 8 Dyke ght s 
has a greater percentage of “passed on™ circula- ee: 
for TODAY “a tion than any but two magazines, .. . it has made Ag 
a very large newsstand gains in defense cities, . . . 4 
ana “ it has a record of best sellers approached by 


a 
eS © 5 
7 


only two other magazines. 


which costs may be admissible 


‘(paid by the government), which 


costs may be inadmissible (paid by 


'a contractor) and which costs may 


ibe subject to limitations as to their 
admissibility. It also points out 
ithat internal revenue bureau rulings 
ion the allowability of costs as de- 
ductions for income tax purposes 
are not the “criterion” for payment 
|of those costs as direct charges to 
government. 


A “Rule of Reason” 


The book also affirms “the rule of 
ireason” principle Mr. Nelson has 
}emphasized in these words: “If an 
litem of cost is not specifically men- 
|tioned under admissible costs it is 
inot to be thereby automatically ex- 
| cluded and conversely, if an item of 
\cost is not listed under inadmissible 
costs or described as one subject of 
|limitation, it does not therefore fol- 
low that such item is acknowledged 
to be admissible. In such cases any 
questions are subject to interpreta- 
tion and decision according to the 
nature of the item.” 

The principle that each case 
varies is further expressed in these 
words, “Certain items of admissible 
costs ... are subject to limitations, 
precise rules for which cannot be 
stated. Judgment and interpreta- 
tion in the light of all the pertinent 
facts and circumstances in each case 
will govern the application and ex- 
tent of these limitations.” 

The following paragraphs relate 
| specifically to selling and advertis- 
os expenses. 


“Selling Expenses. 
“48. As a 


expenses 


general rule, the 
ordinarily recognized = as 
selling expenses incurred for the dis 
tribution of the products of an enter 
prise through usual trade and busi 
ness channels and methods are not 
regarded as admissible costs under 
government contracts. The reasoning 
underlying this principle is that 
ordinary selling expenses are not 
incident to and necessary for doing 
business with the government. Com- 
| missions paid by the contractor ar: 
likewise inadmissible because these 
are directly chargeable to the busi- 
} ness obtained on which the commis- 
sion is paid and it is manifestly 
improper for the government to 
recognize as a legitimate cost a com 
mission paid for obtaining business 
from itself. 


Defines Selling Expenses 


“49. There frequently are cases in 
which expenses termed ‘selling ex- 
penses’ relate in whole or in major 
part to technical, consulting and 
other services of application and 
adaptation of products to the uses 
and requirements of the customer 
rather than merely to simple sales- 
manship. Salesmen whose services 
consist primarily in persuading the 
customer to buy, are, of course, 
unnecessary in dealing with the gov 
ernment. On the other hand, men who 
are nominally or actually attached 
to the sales department but who are 
primarily technicians and _ product 
service engineers render’ services 
quite important and necessary when 
products are sold to the government 
as when they are sold to other cus 
tomers. .. For this reason it is not 
possible to lay down a categorica 
rule that all expenses called selling 
expenses are inadmissible costs. The 
decision as to admissibility depends 
upon judgment and knowledge of al! 
the pertinent facts and circumstances 

“50. The same considerations ob- 
tain with respect to the expense of 
| maintaining offices and agencies ir 
various territorial areas. The deci 
sion as to admissibility of these costs 


When listing major New York 
markets keep in mind that be- 
cause its A.B.C. 
tains 115,000 consumers* Troy as 


City Zone con- 


an urban center is 64% greater 


than the city proper. “Every- 
body” reads Troy's sole dailies. 
*1940 Census 
“i 
(wwe THE TROY RECORD 
| ( RECORD ‘ 
| NEWSPAPERS THE TIMES RECORD 
[PE ROY COD COA ks asinine wanes] 


All Advertising Direct 
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will be largely influenced by the 
functional nature of the representa- 
tives working through them Selling 
and sales office expense should be 
earefully analyzed in the accounts 
of the contractor in such a manner 
as to support and clearly disclose 
costs which are necessary to the 


essential 


maintenance of collateral 
services, as distinct from purely com- 


mercial selling expenses.’ 


Important Paragraphs 


These paragraphs are important 
before considering the specific para- 
graph on advertising because they 
indicate an intention to avoid cate- 
gorical rulings, to consider expenses 
on the basis of their true functions, 


and to arrive at fair decisions in 
each case. The paragraph on ad- 
on vertising follows: 


“Advertising 
advertising 
cost, on 


y1 As a weneral rule 
is an inadmissible item oft 
the reasoning that advertising is not 
required to do business with the gov- 
ernment However, certain kinds of 
4 advertising of an industrial or insti- 
c p tutional character, placed in trade or 
technical journals, not primarily with 
the object of selling particular prod- 
ucts but essentially for the 
of offering financial support to such 
trade or technical journals, because 
they are of value for the dissemina- 
tion of trade and technical informa- 
tion for the Industry, are not really 
an advertising expense to effect sales 
so much as an operating expense in- 
curred as a matter of policy for the 
benefit of the business and the indus- 
try. Here again the contractor's 
accounts should provide for suitable 


analysis to distinguish between pos- 


sibly admissible and inadmissible | 
costs.” 
ae It should be emphasized that | 
aT these paragraphs refer to “limita- 


tions on admissible costs,” and not 
F to “inadmissible costs.” A conclud- 


ue ing note states: 


Be When 


“These expenses should be analyzed 
in considerable detail in the accounts 
of the contractor so that their nature 
and purpose may be clearly 
Such of the items as can be 


disclosed, 
related 


ment should be excluded from appor- 
tionment to government contracts,” 


Intent is Clear 


The intent of the authors should 
be apparent from these excerpts. 
That is not to ban all sales and ad- 
vertising expenditures, but to allo- 
cate each expense to its proper ac- 
count, whether a cost chargeable 
directly to the government, an in- 
direct cost admitted in “overhead 
and management” expense, or 
clearly inadmissible costs, such as 
commissions on government busi- 
ness, or advertising directly to the 
government, which must be paid 
from profits. 


SUMMARY 


When negotiating a contract with 
the government on a_ cost-plus- 
fixed-fee basis, the amount allow- 
able for advertising expense will be 
ascertained. 
negotiating a fixed 
contract it will not be necessary to 
consider the question of advertising 
expenditures. 


In connection with renegotiation | 


or an over-all review of the opera- 
tions of a war contractor, it will be 
the tendency of the government in 
normal conditions to allow reason- 
able advertising expenditures con- 
sistent with prior years’ practice. 
This deduction will be allowed in 
determining the amount of excess 
profits to be returned to the govern- 
ment in the form of price reduc- 
tions. 

A conscientious attitude 
advertising is a safe policy. 

The basis for advertising appro- 
priations and a 
the facts upon which such appro- 
priations were predicated should be 
reduced to a written record and 
possibly even included in the min- 


board of directors. Such a record 
will furnish the facts with which to 
justify the expenditure 
company’s records are examined— 


perhaps two or three years after the 


expenditure has been made. 


*“Explanation of Principles for De- 


termination of Under Govern 

ment Contracts,” for sale by Govern- 

a) ment Information Center, 1200 
sylvania Ave. Washington 
Price 10 cents 


(“osts 


Penn- 
I) S 


purpose | 


directly to a specific contract or gov- 
ernment contracts in general, should 
be correspondingly apportioned. On 
the other hand, those items which 
clearly do not relate in any respect | 
to doing business with the govern- | 


price | 


toward | 


full discussion of 


utes of one of the meetings of the | 


when the 


ANA Members Make 
Vast Contribution 
fo U. S. War Effort 


The Association of National Ad- 
vertisers, composed of several hun- 
dred of the leading advertisers in 
the country, has played a leading 
part in turning advertising to war- 
time uses and its members have 
been in the forefront of all activi- 
ties connected with the use of ad- 
| vertising techniques for war pur- 
| poses. 


before—we have done our utmost to 
cooperate with the government in 
the successful prosecution of the 
war,” says George S. McMillan, 
secretary of the Association of Na- 
tional Advertisers. 

“Our first move was, of course, 
to assist in setting up the Adver- 
tising Council. I shall not go into 
the council’s activities because I 
am sure that subject will be cov- 
ered elsewhere. Suffice it to say 
that all of*the project directors of 
the council are advertisers. This 
includes such good ANA members 
and past chairmen as A. O. Buck- 
ingham, H. B. Thomas, H. W. 
Roden, etc. It has been our belief 
that all of the efforts of advertisers 


through the council as far as as- 
sistance to the government goes. 
We have steadfastly adhered to that 


policy. 
“On the other hand, there have 
been times when the government 


wished to disseminate plant posters 
or other information to advertisers. 
We have been very happy to assist 
in this direction. We have also 
worked with other bureaus of the 
government such as the Office of 
Censorship in drawing up a special 
censorship code for advertising 
copy. We have disseminated to all 
of our members and to many non- 
members the various codes issued 
by the Office of Censorship. We 
gathered together and drew up for 
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in whole or in part very probably “Since Pearl Harbor—and even and of advertising should funnel | dissemination to members all of the 


OPA regulations so far as they af- 
fect advertising and selling. 

“It is impossible to say how much 
advertising space, time or creative 
effort members of this association 
have contributed to the various na- 
tional, regional or local government 
campaigns. I do not believe there 
is one member who has not par- 
ticipated to a greater or lesser ex- 
tent. The money for the scrap cam- 
paigns came from advertisers. The 
money for the fats campaign came 
from advertisers. Advertisers using 


radio have been most generous in 
giving time to government war 


aims. The same can be said of pub- 
lication advertising. 
“I know you will understand that 
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what advertisers have contributed 
has not been done in any effort to 
curry favor with the government or 
to ‘ride’ on the war effort, but rather 
to further our universal aim, com- 
plete and early victory.” 


NAB in Forefront 
of Government's 
Radio Activities 


Like the entire broadcasting in- 
dustry, the National Association of 
Broadcasters is devoting most of its 
time to furthering the war effort, 
President Neville Miller reports. 

The NAB is the clearing house for 
information between government 


and the industry. By an exchange 
of ideas through the NAB, radio in 
its first war has been able to per- 
form an outstanding role in the field 
of public service. 

“How successful radio has been 
in its war effort can be seen in the 
appraisal recently written by Wil- 
liam B. Lewis, chief of the radio 


| bureau of the Office of War Infor-| 


mation,” says Mr. Miller. 

“The radio industry has been of 
invaluable service in the war to 
date in serving its government with 
a score of important war messages,” 
Mr. Lewis wrote. 

“The latter range from recruiting 
campaigns for the armed forces 
through such varied public appeals 
as salvage, rationing, conservation, 


war bonds and many others. 

“It should be stressed also that 
radio has contributed greatly of its 
personnel and its time in providing 
entertainment programs which 
maintain the spirit and confidence 
of the country, and it is through the 
large audiences which radio has 
built that the government may 
speak quickly and effectively to the 
people.” 

For all this, radio has not asked, 
or received a cent, Mr. Miller says. 
“The only compensation radio wants 
is the thought that it has had the 
privilege of contributing its services 
to shortening the war and to the 
better day which will arrive with 
the defeat of Hitler and all that he 
stands for.” 


Ty] 


here is the world’s greatest concentration of 
farm prosperity and farm buying power? It is in the wealthy Heart Region... the 
Upper Mississippi Valley States thoroughly covered by Successful Farming. This 


Making Money::: 
in the Heart Regio 


Harlan Deaver knows how to get more and 
spend more... for today and tomorrow, too! 


— 


i 
= vs 


richest agricultural empire is a definite, sharply defined area which produces the ty 
great bulk of America’s food. It is at once the nation’s great food basket and the m 


manufacturer's basic farm market. 

Heart Region farmers, of which Subscriber Deaver is a good example, will receive 
upward of 8 billion dollars farm income this year. These folks live according to the 
modern pattern. They buy better merchandise in larger units and pay in cash. They 
are buying your goods foday and are building enormous reserves to buy them tomorrow. 

You can dominate this market—cover it thoroughly—by using Successful Farming, 
and Successful Farming alone. (Nearly a score of leading national advertisers are 
using Successful Farming exclusively among farm magazines.) You avoid waste be- 
cause Successful Farming coverage is concentrated in this Heart Region—and because 
its 1,200,000 circulation goes to real farm families with little or no spillage among 


non-farmers in cities and small towns. 


Farm folks in the Heart Region prefer Successful Farming to all other magazines, 
farm or urban, because it is published just for them, deals specifically with the busi- 
ness of farming and farm living in their own region. They believe in it and swear by it. 

Pick up any issue of Successful Farming; check it from every standpoint; you'll un- 
derstand better why it should be your basic farm medium. The Meredith Publishing 


Company, Des Moines, Iowa. 


usiness and Farm Homes 


Huge Total of War 
Effort Programs 
Used by Networks 


Analysis Shows How 
Sustaining Shows 


Have Aided U. S. 


While the vast contributions 
which advertising media have made 
and are making to various phases 
of the war effort cannot be meas- 
ured easily, and the total volume of 


contributed time and space may 


never be known, an inkling of the| 


manner in which media have come 
to the aid of the government may 
be seen in figures showing sustain- 
ing time devoted to war effort 


| themes by the country’s major net- 
works this year. 


Figures are avail- 
able on this subject since all net- 


works keep a careful log of all 
programs. 
While similar figures are un- 


doubtedly available for individual | 


stations, they have not been gath- 
ered, but corresponding figures for 
newspapers, Magazines, farm papers, 
business papers, outdoor, transpor- 
tation and other forms of advertis- 
ing are unavailable because normal 
accounting and statistical practices 
of these media do not provide a 
method whereby they can be easily 
gathered. 


Full Programs and Spots 


During the period from Dec. 7 to 
Oct. 15, National Broadcasting Com- 
pany broadcast 600 network pro- 
grams on various phases of the war 
effort for a total of 234's hours, to 
which should be added 355 single- 
shot programs of various kinds for 
a total of 118 hours, plus 297 net- 
work spot announcements totaling 5 
hours for war bonds only, and an 
additional 538 announcements total- 
ing 9 hours for Army, Navy and 
Marine recruiting, Red Cross, OWI 
and similar” services. Sustaining 
programs only are included in these 
figures, which take no account of 
the time allotted to various war 
themes, either by virtue of the OWI 
allocation plan or because of special 
program building on the part of net- 
work sponsors. 

Mutual Broadcasting System re- 
ports a total of 1,445 sustaining war 
effort programs of all kinds fed to 
the network between Jan. 1 and 
Nov. 30 of this year, aggregating 
651'» hours, with this huge total 
not including announcements. 

Covers Major War Agencies 

A breakdown of these war effort 
programs as to type, to give an indi- 
cation of their scope, shows, for the 
period from Aug. 1 through Nov. 30, 
the following classifications: 

Executive programs, 12; WPB, 18; 
Federal Security Agency, 17; USO, 
7; Department of Interior, 9; Red 
Cross, 80; Navy, 133; Army, 123; 
Treasury, 23; general, including 
regular sustaining programs that 
carry war effort material, talks by 
political figures, etc., 242. 

Sustaining war effort programs 
on the Blue Network, not including 
bond announcements, totaled some 
585 hours during the Jan. 1-Nov. 30 
period, with 250 hours accounted for 
by time contributed to government 
agencies and departments; 110 hours 
contributed to outside organization 

that is, neither network nor gov- 
ernment - initiated programs; and 
226 devoted to war effort program 
developed by the network itself 

An idea of the variety of these 
war effort programs can be gleaned 
from a look at the Blue’s program 
sheet for November which shows 46 
separate war effort programs for the 
month, many of which were heard 
more than once. In addition to a 
wide variety of regular Blue pro- 
grams which feature the war effort. 
and an equally wide variety of 
“outside” programs of a_ patriotic 
character, the net presented pro- 
grams during the month in coopera- 
tion with such government agencies 
as the Department of Agriculture; 
Treasury Department; children’s 
bureau, Department of Labor; Co- 
ordinator of Inter-American Affairs; 


War Manpower Commission; Office 
of War Information; U. S. Employ- 
ment Service; labor production divi- 
sion, WPB; War Department; Navy 
Department; U. S. Office of Educa- 
tion; Office of Defense Health and 
Welfare Services; Merchant Marine; 
and Philippines Commonwealth. 


Broad Scope Cited 


In a speech before the American 
Association of Advertising Agencies 
last month, Paul Hollister, vice- 
president of Columbia Broadcasting 
System, asserted that in the first six 
months of this year CBS communi- 
cated 1,352 separate sustaining war 
i'broadcasts, defining “war broad- 
“war matter broadcast 
which is woven into the basic mate- 
lrial of the program on the air. The 
| war matter so woven in ranges from 
1% to 100% of the program mate- 
|rial; the war broadcast itself ranges 
|from a minute or less to upwards 
}of an hour.” 

These CBS war 
jsaid, fell into 51 


casts as 


broadcasts, he 
major subject 
groups, covering almost every con- 
ceivable phase of the war effort. In 
addition, CBS broadcast during the 
| same six-month period 2,340 war 
| AAROUNORRSNS, devoted to 41 dif- 
| 


ferent basic war subjects. 

“Add 21 war broadcasts to 18 war 
announcements, then add 9 war 
/news broadcasts—and you visualize 
ithe American radio family, 31 mil- 
lion homes strong, being reminded 
of their national emergency and 
patriotic responsibilities and proce- 
dures 48 times on a single average 
day—over a single network,” Mr, 
Hollister said. 

“IT cannot tabulate,” he continued, 
“the war effort programs and an- 
nouncements and promotions which 
were conceived and produced by the 
regional networks and the indi- 
vidual stations throughout the coun- 
try. 

“For they have not only broad- 
cast, as individual stations, a tall 
stack of recordings made by the 
government agencies they have 
organized local war effort, civilian 
defense, countless other activities. . . 
They have carried the voices of 
town officers and county officers and 
state officers and their national rep- 
resentatives. They have tied in 
with nearby camps. They have 
leaped to the swift and steady inter- 
pretation of the directives which 
stem out of the President’s war aims 
speech of January.” 


“WARTIME 
PAINTING 
ACHIEVEMENTS" 


Edition for January, 1943 


HE JANUARY 1943 issue of IN 

DUSTRIAL FINISHING magazine 
will be a “Wartime Painting Achieve- 
ments!’ number, featuring factual infor- 
nation on paints and miscellaneous fin 
ishes developed for the purpose of coat- 
ing ordnance and munitions items 


This is the regular January Annual 
Forecast and Review Edition (so titled in 
past years), now geared to cover wartime 
activities in production finishing. So new 
and exacting, yet ever changing to meet 
rigid Government specifications, the coat- 
ing of defense and war items for the 
purpose ot protection, concealment and 
identifi ation, presents many tough pro- 
duction finishing problems 


Covering the subject in a thorough 
and authoritative manner, this “Wartime 
Painting Achievements!" issue should be 
in the hands of company executives, pro 
duction superintendents, paint shop and 
finishing foremen. Manufacturers of 
paints, finishing materials and equipment 
should use advertising space in it, too! 


Vake Immediate Reservations for your 
Copy! . . Advertising rates on request, 


PRACTICAL PUBLICATIONS, INC. 


Street, Indianepolis, Indi 


1142 North Meridi 
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December 21, 1942 


Advertising Council Serves 


to Coordinate War Acctivities 


Acts as Over-All 
Means of Marshaling 
Admen's War Efforts 


Coming events cast their shadows 
across an historic meeting that took 
place in mid-November, 1941, at 
Hot Springs, Va., under the joint 
sponsorship of the Association of 
National Advertisers and the Ameri- 
can Association of Advertising 
Agencies. 

The U. S. was technically at 
peace, but the war clouds rumbled 
ominously. The defense program 
was beginning to nip off chunks of 
the civilian economy, and all of the 
500 advertising, agency and media 
executives who sat in on the Home- 
stead sessions acquired a realistic 
appraisal of the marketing disloca- 
tions in the offing. Keynote of the 
gathering was an acknowledged 
need for some sort of over-all ad- 
vertising mechanism that could 
function for our distributive system 


in tackling the unprecedented prob- 
lems that stood out on the horizon. 


A Change Is Made 


Only three weeks after the as- 
sembled admen had packed their 
bags and, in reflective mood, headed 
homeward, came the “day that will 
live in infamy.” Little did the con- 
ventioneers dream that the beautiful 
Blue Ridge mountain retreat—the 
very halls in which they deliber- 
ated, the very beds in which they 
slept—was destined ‘so soon after- 
ward to serve as an internment cen- 
ter for the Japanese diplomatic 
corps. 

The advent of Pearl Harbor was 
a signal for advertising leaders to 
scrap the blueprint they had tenta- 
tively drawn at Hot Springs. Their 
chief concern now was the develop- 
ment of a plan for mobilizing all 
advertising and finding its proper 
place in the pattern of total war. 
Thus, the Advertising Council came 
into being. 

At the outset the council was a 


hastily conceived instrumentality, 
comprising a handful of key figures 
representing national advertisers, 
agencies and media, who were 
spurred on by the urgency of fast- 
moving events. Before the end of 
December they had discussed their 
project with Donald Nelson, who 
acknowledged as a “pressing gov- 
ernment requirement” the help of 
established organizations “repre- 
senting the creative ability of ad- 
vertising and the channels of com- 
munication reaching the public.” 
The WPB chief cited numerous 
campaigns that would be needed to 
educate the public and sustain mo- 
rale... “The help of you advertis- 
ing people is essential in getting 
this job done and toward that end I 
ask your cooperation.” 

Washington Reaction Favorable 

Archibald MacLeish, head of 
what was then the Office of Facts 
and Figures, told the admen that 
“by organizing the Advertising 
Council you have put right in our 


WORK DIAGRAM OF ADVERTISING COUNCIL 


ADVERTISING COUNCIL PROCEDURE 


PROJECT SPONSORSHIP — 


OFFICE OF 
WAR INFORMATION 
AND 
OTHER WAR EFFORT 
DEPARTMENTS 


ADVERTISING. COUNCIL 


BOARO & STAFF 


ANALYZE WAR ADVERTISING JOB 
APPROVES PROJECTS INITIATE 
ACTION THROUGH 


ADVEQTIVER COURDINAK 
STATE OROITCT DIRECTOR 


450 VOLUNTEER AGENCIES 


ADVERTI/ER COORDINATOR RE ViEws 
AVAILABLE VOLUNTEL CALLS FOR 
VOLUNTEER AGENCIES ADVERT ERS 
MEDIA PEOPLE AS PROJECT REQUIRE/ 


PROJECT GROUP 


FACT FINDING MEOW 
PLANS MERC HANDIVING 
copy Ou PLAY 
aar oveIciITy 


PUBLICATION & RADIO PRODUCTION 
é WO? aor (e COORenaA? 


Atl OMT 


Procedure of the Advertising Council is shown in this diagram, which outlines 
the flow of work on various projects connected with the war effort. 


lap the very thing we wanted. We 
were just on the point of coming to 
you and asking that you set up a 
committee to work with us. You 
have gone much further, and I am 
delighted.” 


; “a 
A Bie IS: Pai ep 3 


Roast Pig for Business Men 


“What is the best business essay ever written?” said 
a Railroad President to A. Edward Newton. “Sir,” 
replied Mr. Newton, “it is Lamb’s Dissertation upon 
Roast Pig.” 

Have you read it lately? Remember how Ho-Ti, 
the swinecherd, left his lubbery son, Bobo. to watch 
the family sow and her suckling litter on the floor of 
the wooden hut? Bobo, the boob, fell to playing with 
fire, set the hut ablaze and burned it to the ground 
with the sow and her brood inside. Viewing the havoc 
his playing had wrought, Bobo ambled through 
the embers seeking the pigs. He found them lifeless 
and brown. He touched one and let out a yell. With a 
gesture common to both ape and man, he stuck his 
burned finger in his mouth and discovered roast pig! 


Bo. 
toed) th, 


Ho-Ti, returning from the fields and seeing the 
remains of his house, made ready to beat his drooling 
offspring. But he, too, tested the hot pig and burned 
his fingers. He too discovered roast pig. He invited 
the neighbors in and they fell to feasting. They too 
enjoyed the new delight. Pig on the hoof, which had 
been but one step from pig in the belly, was now two 
steps ... but good. One had only to pen a pig in a hut, 
burn the hut, and lo! pig was a new delectable dish. 

Thus for a thousand years. Every roast pig meant 
a burned hut. Every burned hut meant a roast pig. 
And then one. Dumb-Cluck, invented the gridiron. 
When he announced the end of the era of hut burning 
to roast pig, they almost roasted Dumb-Cluck. But he 
escaped his burning and proved his point. 

The moral sticks out like Bobo’s burned finger. 


tia 


Once the principles of pig roasting are discovered, 
even froma burned hut, no great home fire is required 
to roast a pig, nor is it necessary to confine the roast- 
ing to pig alone. 

Neither. in this day and age, is it necessary to burn 
down a factory to discover the easy way of cooking 
up a delectable dish of sales or favorable public 
opinion. Which brings us to the meat of the matter. 
Customers, opinion holders, and markets, don’t come 
from nowhere, or just grow up, like Topsy. 

They come up from the cradle. Between the ages of 
11 and 17 they practice at being adults. They prac- 


tice in their minds...with ideas. They practice in buy- 
ing. They practice by wielding influence on Mammas, 
Papas, Aunts, Uncles, and on each other. Romances 
often begin here. Opinions are formed. Subjective 
desires take shape which, later, become objective 
desires for goods, services, and conditions of affairs. 


And that’s where the Youth Group of Magazines 
comes into the picture; your picture. “Youth Will 
be Served” has nothing to do with the “will” of youth 
to be served. It is simply a statement of fact. That 
great merchant Marshall Field knew that a well- 
organized infants’ wear department was the best 
Life Insurance for a Department Store. He was close 
to the selling picture. Manufacturers, unfortunately, 
are once or twice removed. Yet youth and youth alone 
holds the key to the life extension of all business . . . 
any business. 

So, if you want business life extension, profit 
extension, dividend extension and projection into 
the future... get on the side of Youth. 

It is quite simple. Just get on the side of the 
1,550,000 of America’s Youth from whom the next 
crop of leaders in buying will spring. They want 
you. They want to know about you. You are a logical 
part of their experience, 


Any business of today that is not part of youth's 
experience is going to experience far tougher going 
than they need or deserve. And any business that 
IS part of youth’s experience is in for one swell, 
grand, and glorious time. 

The Youth Group of Magazines is Youth’s Own 
Sounding Board. You can put your message on this 
beam without burning or even singeing your 
budget. There’s American Girl, and Boy's Life, Young 
America, Young Catholic Messenger and Open Road 
for Boys. Combined. they reach over a million and a 
half of America’s leadership-type youth. Advertise 
to them now and forever after you'll like the dish. . . 
m-m-m-m-m-m itll be good! Want more of the story ? 
Write to The Youth Group. 32 East S7ih Street. New 
York City. Ask for “The Facts of Life... for Business.” 


Elsewhere in high places _ in 
Washington the reaction was the 
same. Key government officials 
lauded advertising’s initiative and 
offer of assistance. 

The formal organization and in- 
corporation of the Advertising 
Council proceeded rapidly, fired by 
the conviction that the proved edu- 
cational and persuasive powers of 
advertising had a vital role to play 
in the government’s monumental 
task of mobilizing every family and 
every citizen as active participants 
in the war effort. 

Statement of Purpose 

Perhaps no more succinct state- 
ment of the Advertising Council's 
objectives is available than that set 
down in the organization’s by-laws: 
“It shall be the purpose of the Ad- 
vertising Council to provide a means 
for marshalling the forces of adver- 
tising so that they may be of maxi- 
mum aid in the successful prosecu- 
tion of the war.” 

In pursuing this goal, the counci!] 
sought to embrace the widest pos- 
sible representation of advertising 
in all its complexities and covering 
its far-flung fields of activity. Finan- 
cial support was enlisted from na- 


| tional advertisers, agencies and fou 


major media—newspapers, maga- 
zines, radio and outdoor. A total of 
$100,000 was subscribed for the first 
year’s operating budget, of which 
agencies and national advertisers 
contributed $20,000 each, and each 
of the four media $15,000. Twenty- 
three separate organizations in the 


| advertising, graphic arts and allied 
fields became affiliated with the 


ccuncil. The roster includes the 
following: 

Advertising Federation of Amer- 
ica, Advertising Typographers of 
America, Agricultural Publishers 
Association, American Association 
lof Advertising Agencies, American 


Newspaper Publishers Association, 


Associated Business Papers, Asso- 


ciation of National Advertisers, 


Broadcasters Victory Council, Bu- 


COLUMBIA'S 
STATION 
FOR THE 

SOUTHWEST 


KFH 


WICHITA 
KANSAS 


Call Any Edward Petry Office 
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195,000 in 
190,000 
| CITY CIRCULATION 
185,000 
+ 
180,000 For years The Star’s circulation has covered Greater Kansas City 
on a saturation basis. So no increase in circulation was possible ex- 
+t cept through an enlargement of Kansas City’s population. Only by 
175,000 having more people in Kansas City could The Star hope for more city 
: circulation. 
3 
q 170,000 Well, more people are here and, as might be expected, The Star's 
circulation has increased correspondingly. The publisher's state- 
ment of the Audit Bureau of Circulations for the six months ended 
165,000 September 30 shows an average net paid city circulation of 194,723— 
11,606 MORE city subscribers than The Star had a year ago. 
160,000 
The Star's circulation growth is a continuing growth. Each 
month's average is a new high for that month. 
155,000 4 
This, of course, is but a reflection of the continuing nature of Kan- 
sas City’s population growth. War industries have attracted thou- 
150,000 sands of new workers and their families. Kansas City is a training 
center for aviation students and for signal corps students. Kansas 
The accompanying graph is based on average net paid City’s importance as a wheat, cattle, hog and poultry market is be- 
CITY circulation ONLY of evening edition only, for ing steadily enhanced by the demands of our national war effort and 
6-months period ending September 30 of each year lease-lend requirements, 
represented on the graph. 


Unemployment has vanished, and those persons who are em- 
ployed are receiving more for their services than they ever received 
before. 


Advertising in The Kansas City Star has attained to new records 
of effectiveness. All merchants and all national advertisers who 
use The Star’s columns are receiving in sales returns a bigger dol- 
lar's worth than ever before and possibly a bigger dollar's worth 
than is offered in any other market in America. 


THE KANSAS CITY STAR. 


Evening—317,735 Morning—314,330 Sunday—327,383 
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reau of Advertising of the ANPA, 
Direct Mail Advertising Association, 
Financial Advertisers Association, 
Insurance Advertising Council, In- 
ternational Affiliation of Sales and 
Advertising Clubs, International 
Association of Electrotypers and 
Stereotypers, Lithographers Na- 
tional Association, National Asso- 
ciation of Broadcasters, National 
Association of Transportation Ad- 
vertising, National Business Papers 
Association, National Editorial As- 
sociation, National Industrial Adver- 
tisers Association, National Publish- 
ers Association, Outdoor Advertising 
Association of America, and United 
Typothetae of America. 

This vast reservoir of advertising 
talents, skills and techniques is an 
eloquent testimonial of the feeling 
that has permeated the advertising 
world that just as the nation’s pro- 
ductive facilities had to be con- 
verted to war, so the distributive 
mechanism had to take its place in 
the front line. The Advertising 
Council has functioned as a focal 
point of this eagerness to pitch in 
and do a job, and today it serves 
as a funnel to the Office of War In- 
formation. The latter’s Bureau of 
Campaigns in effect is performing 


ONE CONTRIBUTION 


oo mai 
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OF OUTDOOR FIELD 


YOU BUY WAR BONDS fie {Ul FIGHT! 


2 im 
a 


- aa 


EVERYBODY ~ EVERY PAY DAY ~« 107 
This effective 24-sheet, used from coast to coast by outdoor advertising plants, is 
merely one example of the type of cooperation which the outdoor field has 


extended to the government, and to the war effort, during the past year. 


Posters 


on war bonds, recruiting, salvage, and almost every other conceivable “help win 
the war’ theme, have appeared on outdoor plants, some contributed by the 


industry itself, others sponsored by commercial advertisers. 


In addition, un- 


counted special panels, both paint and paper, have been contributed locally to 
national and local projects connected with the war. 


analogous functions in wartime 
Washington, coordinating and di- 
recting the many promotional ac- 
tivities of individual government 
agencies. 

The council occupies a unique 
position as the major point of con- 
tact between advertising and gov- 


ernment, having been mentioned 
specifically in the directive that set 
up the OWI’s Bureau of Campaigns. 
Council spokesmen, however, have 
frequently emphasized that they 
have no desire to eliminate direct 
dealings with Washington on the 
part of advertising individuals, com- 


panies or associations. They feel 
that the council can be helpful in 
simplifying relationships with Wash- 
ington agencies, conserving the time 
and energies of both business and 
government. 

All council services are rendered 
to the government without charge. 
Aside from a small paid staff, all 
officials of the organization, as well 
as advertisers, agencies and media, 
serve on a volunteer basis. Chief 
source of creative talent is a gigan- 
tic pool representing the resources 
of 441 volunteer agencies with total 
personnel estimated at 12,000 peo- 
ple. 

Personnel of Council 

Heading the initial year’s policy- 
making body is Chester J. LaRoche, 
chairman of the board of Young & 
Rubicam, who is chairman of the 
council. Vice-chairman is Harold 
B. Thomas, president of the Cen- 
taur Company. Paul B. West, presi- 
dent, Association of National Ad- 
vertisers, is secretary, and Frederic 
R. Gamble, managing director, 
American Association of Advertis- 
ing Agencies, is treasurer. Other 
members of the executive committee 
include Edwin S. Friendly, New 


A MOBILIZED MALE MARKET 
OF MORE THAN A MILLION 


Whether your business is shirts or parachutes, gas masks or 
chewing gum, tobacco or divebombers—aviation is your big 


new market. 


The doctors, lawyers, butchers and bakers you used to 
reach through ordinary media are now the men who keep 
‘em flying. Whatever they did before, today they eat, sleep, 
drink, read aviation. And whether you slant your copy at 
a Lockheed welder, the pilot of a B-17, or an aerodynamical 
Einstein— you can do a bigger, better, broader, more eco- 
nomical job in A'R NEWS-AIR TECH. 

Here in one big package is by far the greatest aeronaut- 
ical circulation in the country. 

Here is A!® NEW Swhich in little more than a year has 
become the fastest-selling aviation magazine in America, 


averaging 7 readers per copy for a total monthly audience 


of more than a million. 


Here is “'® TECHwith the largest distribution of any tech- 
nical aviation magazine, geared to serve a mobilized mar- 
ket of over 200,000 men in the vast and vital Army Air Forces 
Technical Training Command, a market which will rotate to 
a million aggregate before the year is over. 

So if you have a product or service to sell today, a name 
or trademark that you want remembered tomorrow-—think 
long and big about aviation. Think about an industry that is 
an amalgamation of many industries. Think about a way of 
life that embraces woodworkers, weather observers, metal- 
lurgists, designers, mathematicians, daredevils, all the sun- 
dry trades and professions that go to make up our civilized 


world—your, market. 


For rates and details, call or write, Advertising Department 
PHILLIP ANDREWS PUBLISHING COMPANY - 545 FIFTH AVENUE - NEW YORK 
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York Sun; Kerwin H. Fulton, Out- 
| door Advertising Incorporated; Paul 
W. Kesten, Columbia Broadcasting 
System; Charles G. Mortimer Jr., 
General Foods Corporation, and 
newly-elected chairman of the ANA; 
Albert E. Winger, Crowell-Collier 
Publishing Company, and James 
W. Young, J. Walter Thompson 
Company. After having served the 
council as executive director since 
its inception, Miller McClintock will 
shortly retire to take up new duties 
as president of Mutual Broadcasting 
| System. 


How Board Is Set Up 


The council’s board of directors 
comprises ten representatives of 
national advertisers; ten agency 
representatives; three for newspa- 
| pers; two for national magazines; 
|two for radio; two for outdoor; two 
| for retail advertising, and one each 
| for industrial advertising and busi- 
|ness papers. 
| In addition to the executive direc- 
| tor, members of the paid staff are as 
| follows: Ralph D. Allum, associate 
| director; D. Porter Bibb Jr., Evelyn 
|Blewett, Raymond Browne and 
| Douglas Meldrum, project directors: 
|and Irwin Robinson, director of in- 
'formation. A secretarial staff com- 
|pletes the council’s full-time, -paid 
|personnel. Offices are maintained 
|at 60 E. 42nd St., New York, and 

1010 Vermont Ave., NW, Washing- 
ton. 

Virtually all the manifestations of 
| war, as reflected in essential changes 
in civilian purchasing and living 
habits, have thus far, either directly 
or indirectly, punctuated the coun- 
cil’s activities. Treasury bond sales, 
OPA price control and rationing 
plans, WPB salvage programs, ODT 
automotive conservation appeals 
these needs and many others have 
occupied the time and talents of 
advertising practitioners selected 
from the talent pool. 


Basic Pattern Set Up 


So dissimilar are the problems 
faced by war agencies in carrying 
/out the informational job directed 
|}at U. S. citizens, that it is difficult 
to speak of a “typical” council 
project. There is, however, a basic 
pattern. 

All projects are initiated through 
the OWI Bureau of Campaigns, 
which is the focal point for govern- 
ment drives, the need for which is 
reported by various federal agen- 
cies. After a proposed campaign 
has been analyzed by OWI and ob- 
jectives and _ tentative procedure 
have been crystallized, if the Bu- 
reau of Campaigns feels advertising 
can assist in carrying through the 
program, an invitation to participate 
is extended to the Advertising 
Council. 


The council’s board of directors 


Aynamic 
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KAUFMANN FABRY 


425 S. WABASH AVE., CHICAGO 
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AllL-out cooperation in new 800-page “know-how” handbook 
issue proves superior efficiency of free enterprise system! 


NE of the grossest errors Adolf Hitler ever 

made is his statement in “Mein Kampt” that 
totalitarian production is far more efficient during 
an emergency than the democratic system! 

For, today’s critical shortages of materials, man 
power and time ... combined with latest military 
demands for doubled output ... have now created 
in emergency of major proportions. And Amcrican 
industry has promptly responded with an industry- 
vide cooperative effort beyond the comprehension 
ot Dictators Hitler, Hirohito and their satellites. 


ALL FOR ONE, AND ONE FOR ALL 
Months ago, the publishers of MILL & FACTORY 
inticipated this crisis and appealed to the Nation's 
-roducers and industrial suppliers for an unrestricted 
nterchange of maintenance and production “know 
now”. Manufacturers servicing industry responded 


without reservation... cagerly supplicd the infor- 


mation... frecly “pe olcd” it for the common good! 


INDUSTRY'S OWN HANDBOOK 
To make this vital job possible, MILL & FACTORY 


threw all precedent to the winds . . . converted its 
entire November issue into a master “know how” 
handbook. It’s the biggest job of industrial periodi- 
cal editing ever done . .. over 800 pages of practical 
production and maintenance data made available to 
all war-production industries. It offers time-proved 
methods and shortcuts to assist every mine, plant 
and shipyard in the country in mecting tremendous 
production quotas now imposed by war. 


DEMOCRACY GETS RESULTS 


This nationwide cooperative effort constitutes a 
magnificent proof of the ability of industry under 


Reprinted from WASHINGTON (D.C.) POST, Friday, December 4, 1942 


a free private enterprise system to present a united 
front far more powerful than that of any cotalita- 
rian slave-nation. It illustrates the initiative and 
imagination which only the free people of a Democ- 
racy can exert when results must be obtained! 
Conover-Mast Corporation, 205 East 42nd Street, 
New York City; 333 North Michigan Avenue, Chi- 
cago, IIL; Leader Building, Cleveland, Ohio; Duncan 
A. Scott Company, West Coast Representatives, San 
Francisco and Los Angeles, Cal. 


A CONOVER-MAST PUBLICATION 
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or executive committee then dis- 
cusses the proposal and applies two 
basic yardsticks: First, determination 
of whether the project is a direct 
war effort; and second, whether the 
undertaking is a logical field for 
advertising effort. The latter, inci- 
dentally, is viewed as broadly as 
possible, for it is conceivable that 
even where actual utilization of 
copy and space and time is not in- 
volved, advertising techniques, such 
as research and planning, can often 
contribute materially to the attain- 
ment of the desired objective. 


Details Worked Out 


Upon approval of a project as a| 
council activity, the board of direc- | 
tors designates one of its members 
as project coordinator, to soeunie| 
full responsibility for the execution | 
of the plan. This coordinator is al- | 
ways a national advertiser. In| 
effect, he becomes advertising man- | 
ager of the job in hand. 

A member of the council’s paid | 
staff is then assigned as _ project | 
director. The coordinator selects | 
one or more agencies from the vol- | 
unteer group of 441, chosen on the | 
basis of special experience or skills. | 
Depending on the problem to be 
tackled, the working agency men 
may be research experts, or copy- 
writers, or presentation specialists 
or all of these. 

Campaign plans are developed by 
the coordinator, project director and 
volunteer agency men in coopera- 
tion with the government depart- 
ment involved, through OWI. Pre- 
liminary plans are drawn_ up, 
usually consisting of copy sugges- 
tions, layouts, and miscellaneous 
material. The tentative program is 
then submitted to the council’s 
board for approval, and when 
okayed it is forwarded to the inter- 
ested government agency. 

Tailored to Task in Hand 

Actual utilization of campaign 
plans may take any one of several 
forms. In the case of OPA’s fuel 
rationing project, for example, a 
series of advertisements was _ in- 
cluded in a portfolio distributed to 
newspapers throughout the country, 
with the suggestion that the layouts 
be used as a basic message around 
which local heating, plumbing and 
fuel tradesmen might group their 
advertising. 

In the meat rationing campaign 
copy was also prepared for local 
sponsorship but the major promo- 
tional burden is being borne by the 
American Meat Institute and other 
national advertisers. 

On several occasions thus far, 
council projects appeared to lend 
themselves admirably to direct un- 
derwriting by private’ industry 
groups. This was true in the scrap 
campaign, when the steel and allied 
industries sponsored a _ $2,000,000 | 
campaign in newspapers and maga- 
zines as the initial impetus in the 
great salvage collection operation 
that subsequently gained great 
momentum. Similarly, the glycer- 
ine-producing industries underwrote | 
a $500,000 fat salvage drive. The 
automotive conservation project| 
currently in the council’s hands is | 
regarded as another campaign likely | 
to win direct sponsorship. 


Normal Relationship Maintained 


Whenever a business group offers 
to provide underwriting for a cam- 
paign, it selects an advertising 
agency and enters into the conven- 
tional client-agency _ relationship. 
This procedure was followed in the 
scrap salvage campaign, with ap- 
pointment of McCann-Erickson, and 
in the fat salvage drive, when Ken- 
yon and Eckhardt assumed direc- 
tion of the account. In both in- 
stances the basic campaign planning 
was handled by volunteer agencies 
as in every council project. Leo 
Burnett and a Chicago project group 
did the preliminary work on the 
scrap drive, and Compton agency 
on the fats campaign. 

Space and time pools represent 
one of the most important sources 
for support of government-approved 
campaigns. The largest of these is 
the radio network pool, supervised 
by William Lewis, of the OWI’s 
radio division, which has enlisted 
the cooperation of 183 network ad- 
vertisers. The council, through its 


agency radio advisory committee, 


THE ADVERTISING COUNCIL IN EXECUTIVE SESSION 
wo) nn aie. JE 


December 21, 1942 


Members of the Advertising Council's board of directors, representing advertisers, agencies, newspapers, magazines, radio, outdoor and business papers, meet regularly to 
discuss policy matters and to guide the Council in attaining its stated objectives. Attending a typical meeting, in the group at left are: H. W. Roden, Harold H. Clapp, 
Inc.; Charles G. Mortimer, Jr., General Foods; Edwin S. Friendly, New York Sun; C. J. LaRoche, Young & Rubicam, chairman of the Council; Miller McClintock, retiring 


executive director; Albert E. Winger, Crowell-Collier Publishing Company; Kerwin H. Fulton, Outdoor Advertising, Inc. 


In foreground are Richard Compton, Compton 


Advertising, and James W. Young, J. Walter Thompson Company. In the picture at right, Messrs. Compton and Young are shown again, followed by William Reydel, 
Newell-Emmett Company; Paul West, Association of National Advertisers; Harold Thomas, Centaur Company, vice-chairman of the Council; Frederic R. Gamble, American 


Association of Advertising Agencies; and A. O. Buckingham, Cluett, Peabody & Co. 


played an active part in developing 
the organization of this pool. 

A magazine space pool, with the 
four leading manufacturers of type- 
writers as participants, is currently 


supporting the WPB drive for re-| four agencies in charge of the type- 
purchase of 600,000 typewriters! writer accounts, working through 
urgently needed to meet the re-| the council. 

quirements of the armed services. Still another example of a space 


|The campaign was prepared by the | and time pool in current operation 


is the drug and cosmetic industries’ 
campaign in behalf of war bonds. 
Space ranging from two-thirds to 
full pages has been allocated to the 
unified drive and beginning with the 


here’s no such 


HERE’S a school of thought that 
Tobacco Road is typical of a geo- 
graphic and economic segment of 


America. 


very conscious of this. 


It is not. Slovenliness is a state 
of mind and you can find it on Tobacco 
Road, or Main Street, or Park Avenue. 
So is pride, and care, and a striving 


towards the better; and these, too, you 
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place 


find up and down the economic scale 


and up and down the land. 


We in a service magazine become 


We know that 


it is not whether a woman is rich or 
poor, not whether she lives in a pent- 
house or a cottage, that makes her a 
reader of a service magazine; it is the 


pride she takes in her home and family, 
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week of Dec. 21, some of the most 
popular sponsored programs on the 
networks will devote their commer- 
cials to the bond theme. Copy and 
plans were cleared with the Treas- 
ury Department through the Adver- 
tising Council. 

A new type of effort in which the 
council participated, and which 
may prove to be the largest co- 
ordinated campaign in advertising 
history, is expected to make its ap- 
pearance early next year when na- 
tional magazines devote at least one 
page every issue in support of the 
Office of Civilian Defense, urging 
civilians to find their places in local 
war activities or to step up their 
efforts if they have already enlisted 
for some job on the home front. 
The circulation reached by this am- 
bitious magazine contribution to the 
war effort may total over 100,000,- 
000 every month. 


Some Continuing Campaigns 


While some of the projects under- 
taken by the council specified ob- 
jectives within a comparatively 
short space of time, such as the 
typewriter repurchase plan and the 
drive to stimulate disposition of idle 
tires, others are broader in scope 
and must be pursued on a continu- 
ing basis. 

Perhaps the most important of 
these to date is the Treasury’s bond 


TWO LIBERTY MUTUAL 'STORIES' ON SERIOUS THEMES 


| selling program. With Harold B. 
Thomas as project coordinator, and 
several volunteer agencies actively 
at work—Benton & Bowles, Dore- 
mus & Co., Albert Frank-Guenther 
Law, Pedlar & Ryan, Ruthrauff & 
Ryan and Young & Rubicam—the 
council has maintained the Treas- 
ury Department as an active project, 
beginning with the payroll deduc- 
tion plan and continuing through 
the current nine-billion-dollar Vic- 
tory Loan drive. Both local and 
national advertisers have been gen- 
erous in devoting space and time to 
bond themes. 

In addition to the various cam- 
paigns and related activities men- 
: a tioned above, the current council 

: docket includes projects dealing 
with the OPA’s forthcoming general 
rationing program, a plan for co- 

ordinating window display space 
7“ COLUMN throughout the country in behalf of 
the war effort, forest fire prevention 
for 1943, manpower conservation 
and several other campaigns still in 
the preliminary stages. 


“TALK FAST. 
MISTER” 


el 


& SHOST SHORT STORY 


\\ 


l 


LupeRty §@ MUTUAL Bbc se ag vit nities: Wealth of Voluntary Effort 
’ . 
ne ’ In making its service available to 
i we . the government, the council has 


sought to give direction to and co- 
ordinate in behalf of the war effort, 
The color magazine page at the left typifies the prewar advertising of Liberty Mutual Insurance Co., reproducing a Clarence the wealth of talent, experience and 
Budington Kelland lesson on the value of car insurance. At the right is one of the series of “Smash the 7th Column” | Space and time placed at the gov- 
appeals. There's no sales talk at all, but a story of the tremendous manpower loss due to plant accidents. -ernment’s disposal by patriotic ad- 


Help Win the Wer « 


vertisers and media. Actual figures 

|are not available, but the Depart- 
‘ment of Commerce has estimated 
that since our entry into war a total 
of $60,000,000 in space and time has 
been contributed for direct war 
themes. 


The council’s creative group has 
prepared more than 4,000 separate 
pieces of copy and layouts for sub- 
mission to government agencies. 
The colossal job of measuring war 
advertising may be gleaned from 
the fact that 12 volunteer girls 
spent 90 days, working evenings 
and weekends, in an attempt to 
lcheck linage devoted to Treasury 
bond advertising alone. The work 
performed through the council by 
{volunteer advertising agencies 
f}amounts to at least $3,000,000 in 
| payroll time. 


Gives Picture of Industry 


| The term “advertising industry” is 
a loose one at best, but so often has 


the care she puts into the essential “THIS WOMAN NEEDS HELP!” | 


business of home-making. 


This attitude, this state of mind, 


| the designation cropped up in Wash- 
ington circles, that one Advertising 
| Council official recently undertook 
to summarize the cumulative re- 
sources involved in the all-out mob- 
ilization of advertising power now 
| geared to the war program. He came 

to the conclusion that 11,547,000 
people are directly or indirectly 
concerned with advertising. His 
breakdown was as follows: 

There are more than 20,000 news- 
paper and magazine’ publishers, 
1,500 outdoor plant owners, 200 
radio chain and station owners, em- 
|ploying a total of 500,000 people, 
|with an investment of 15 billion 
dollars. 

Twelve hundred advertising 
}agencies employ more than 15,000 
people, with an annual payroll of 
$57,000,000. 

Three hundred and fifty national 
advertisers operate 1,500 plants, 
employ 500,000 salesmen, 10,000,000 
workmen and distribute their prod- 
ucts through thousands of retail 
outlets. The manufacturers’ invest- 
ment totals 25 billion dollars. 

Thousands of local advertisers 
complete the picture. In all, 40 
billion dollars in plant equipment 
is dependent to some degree on ad- 
vertising for its existence. 


See Task Forces Emerging 
Observers who have watched the 
council’s pattern of activity develop 
perceive the emergence of a group 


These women need help. They are capable — 
of doing their new job as Managers of Our War- WOMAN 


: sos ’ of “task forces,” each a skilled unit 
= Living bet they do need help. NEEDS familiar with some major depart- 
today has an importance far beyond its McCALL’S has identified some of that help be- HELP" ment’s problems. Thus, one co- 


value to advertisers. It is important 


to the country and to victory, for these 


tween covers in a new book called, “This Woman 


Needs Help!” If you are a business or advertising 


ordinator and his volunteer adver- 
tising agency experts would devote 
themselves exclusively to WPB 
executive, this book is for you. Send for it. We shall mail it to you. problems, another group to OPA, 


“ne P . > ‘ another to the Department of Agri- 
women who care are the women who McCall's Magazine, 238 Park Avenue, New York, New York. 


must manage our wartime economy. 


culture, and so on. Each task force 
would be prepared to step in at 
short notice and tackle its assign- 


ments, fortified by a familiarity 

It isa large job and they need help! Cc ‘ with the problems of the specific 
government department. 

Although much of the council's 

ad , MAGAZINE work has been conceived on a na- 
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tional and over-all basis, those re- 
sponsible for the  organization’s 
policies have indicated a keen un- 
derstanding of the need for chan- 
nelizing the effort in terms of par- 
ticipation by advertising men and 
women in every city and town in 
the land. The question, “What can 
I do to help?” is one frequently 
transmitted to council headquarters. 
A plan to tie in local advertising 
people more effectively has been 
mapped out in cooperation with the 
Advertising Federation of America 
and the Pacific Advertising Asso- 
ciation. Local talent will be mus- 
tered and put to work through ad- 
vertising clubs and through other | 
business organizations in communi- 
ties where no advertising clubs 
function. 
New Spirit Emerges 


Pioneering in an uncharted field, 
in less than a year the Advertising 
Council has seemingly brought forth 
a new spirit of cooperation and un- 
derstanding between government 
and business. Many officials hold- 
ing high posts in Washington have 
had an opportunity for the first | 
time to acquire an intimate glimpse 
of how efficient advertising is | 
planned and executed. The fact 
that the Office of War Information 


has accepted advertising as an im- 
portant weapon in its psychological 
arsenal has made it possible for 
skilled practitioners to demonstrate 
the soundness of the basic principles 
so familiar to marketers of con- 
sumer goods. 

In applying their talents, energies 
and resources to the fight for free- 
dom, advertisers and media have 
fulfilled the highest responsibilities 
of citizenship in a democracy. 


Direct Mail Group 
in Victory Battle 
with All Weapons 


One of the major services of the 
Direct Mail Advertising Association, 
whose membership comprises hun- 
dreds of the largest users of the 
mails and printed promotion, is its 
periodical bulletin service. These 
bulletins now stress current uses of 
advertising to further the war effort, 
with an accompanying assortment 
of actual examples. This helps the 
advertiser with ideas which he can 
use in gearing his advertising to the 
war effort. 

An “idea exchange’ movement, 
which enables individual members 
to send their material to the total 


membership, has also proved help- 
ful in stimulating the use of war 
effort ideas. 

“Our one-day conference on war- 
time direct mail and printed promo- 
tion (Oct. 16, Roosevelt Hotel, New 
York), attended by over 700 adver- 
tising people, featured a complete 
day’s program of wartime printing 
and advertising,” says Richard 
Messner, DMAA vice-president, and 
chairman of the planning board of 
the Graphic Arts Victory Campaign 
Committee. “Extensive exhibits of 
wartime material, classified by func- 
tion, was on display, together with 
the ‘50 Direct Mail Leaders,’ which 
comprise many of the better ideas 
produced since Pearl Harbor. The 
influence of this conference was 
widespread and helped those who 
attended to realize more fully how 
they could help with essential war- 
time printing and promotion. 

“The DMAA has also in operation 
a War Activities Committee, under 


the direction of H. C. Henderson of | 


McGraw-Hill Publishing Company. 


Its function is to make available to | 
war activities groups the facilities | 


of the DMAA and its members. For 
instance, the DMAA reference 
library, containing thousands of 
specimens of wartime projects pro- 
motions, is being used extensively 


by members and war activities 
groups. 

“We are also cooperating with 
such groups as the Graphic Arts 
Victory Campaigns Committee, 
whose sole aim is to promote the 
62 government victory projects. 

“Results? We are too busy try- 
ing to help—to know. We do know 
that all our efforts are being directed 
toward winning the war.” 


Tremendous Work 
of Agencies for 
Government Told 


Four A's Estimates 
10-12 Million Payroll 
for War Effort Work 


“When war started, our associa- 
tion, working jointly with the As- 
sociation of National Advertisers, 
following our meeting at Hot 
, Springs, was in process of forming 
'the Advertising Council,’ Frederic 
R. Gamble, managing director, 
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American Association of Advertis- 
ing Agencies, declares. “The im- 
pact of war speeded this up. Rep- 
|resentatives of leading media joined 
|with advertisers and agencies and 
the Council was formed, financed 
j}and set up early in 1942. The in- 
itial financing was an underwriting 
of $25,000 by our association, which 
led to the first year’s budget of 
$100,000 subscribed by national ad- 
vertisers, leading media and agen- 
cies. 

“Advertising agencies have taken 
a key part in Council operations. 
One or more volunteer agencies, or 
individual agency people, form the 
project groups of the Council which 
work on government problems or 
|war themes. So far there are about 
35 such project groups, in which 
|more than 75 agencies and hundreds 
‘of individuals have participated. 


Huge Talent Pool 


, “Our association represents the 
agency business in the Council and 
communicates with about 1,000 
|agencies, whether members of the 
|Four A’s or not, on Council mat- 
| ters. About 450 of these agencies 
|volunteered to work on Council 
projects in answer to our call. These 
agencies have staffs totaling be- 
tween 13,000 and 14,000 people—by 
far the bulk of the agency business 
in the country. 

“Nearly every one of these agen- 
|cies has reported doing work on 
| national, regional or local war cam- 
paigns. 

“All of this agency work through 
the Council, and almost all of the 
local work, has been done free of 
charge. On some of the government 
| projects arrangements have been 
| made to reimburse agencies for cash 
| outlays, but they have not been paid 
| for any of their own services—fact- 
| finding, planning, copy writing, 
| making layouts, writing radio 
shows, scripts, commercials, ete. 

“In addition, a group of agency 
radio men form the agency radio 
advisory committee of the Council, 
working with OWI. This committee 
developed the network allocation 
plan and has made a number of 
other important contributions to 
radio in the war. 

“Current radio programs, as well 
as Magazine, newspaper and other 
advertising, reflect the extent to 
which agencies, in cooperation with 
their clients, have built war themes 
into current advertising. 


Millions in Time Contributed 


“Counting only the volunteer 
work on national, regional and local 
war campaigns, for which agencies 
have not been paid, the total con- 
tribution of creative effort is really 
impossible to estimate. A figure of 
$3,000,000 of agency payroll time, 
on a limited group of national proj- 
ects alone, has been reported. The 
total would certainly be twice this, 
and perhaps three or four times as 
much. 

“Due to the fact that the govern- 
ment still relies on free space from 
media, or contributed space from 
advertisers, for the most part, most 
of this agency work has not seen 
the light as advertising, or has 
appeared in smaller volume than 
needed for the jobs at hand. This 
clearly indicates that our next 
major problem is the distribution or 
circulation of the advertising. 

“Summing up, it seems fair to say 
that we have developed a mechan- 
ism for handling government proj- 
ects in an orderly, creative way- 
getting the facts, making the plans 
developing the appeals—in accord 
ance with best advertising practice 

“Now our principal problem is t 
| find ways to circulate these appeal 
'to all who should be reached.” 
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“PSY CHIANA” Inc. 


SENDS TO ALL MEMBERS OF THE FOURTH ESTATE 


“A MERRY XMAS” 


VERY PROSPEROUS 1943 


AND A 


‘ | 
( S ie 
DR. FRANK B. ROBINSON, MOSCOW, IDAHO 


XMAS DAY FINDS THE HUMAN RACE BATHED IN HUMAN BLOOD. HATE, RAPE, MURDER, PILLAGE, SUFFERING, AND DEATH SEEM TO BE 
THE ORDER OF THE DAY ALL OVER THE WORLD. ONE IS TEMPTED TO ASK “WHAT IS THE CAUSE OF ALL THIS?”’. WELL--AS I SEF IT, THE 
ANSWER IS SIMPLE, THE HUMAN RACE HAS NOT YET LEARNED THE PLAIN, SIMPLE TRUTH OF THE EXISTENCE OF THE SPIRIT OF GOD 
ON EARTH—RIGHT AMONG MEN. HONESTLY SEARCHING FOR TRUTH, SOME OF US HAVE LOOKED TO THE HEAVENS. BUT THE HEAVENS 
HAVE MAINTAINED A STOLID SILENCE. OTHERS OF US HAVE PRAYED—BUT THE ANSWER ‘TO OUR PRAYERS HAS NOT COME, SO MILLIONS 
OF HONEST AMERICANS HAVE BEEN DRIVEN TO THE QUESTION: “IS THERE NO GOD?”, 


THE ANSWER TO THAT Is, OF COURSE, YES. BUT HOW AND WHERE TO ACTUALLY FIND AND USE THE POWER OF GOD--WE KNOW NOT. 
OUR PET THEORIES OF GOD SEEM TO HAVE FALLEN FAR SHORT OF THE MARK, FOR EVEN THE YOKEL KNOWS THAT IF THE POWER OF GOD 
WERE ACTUALLY AND LITERALLY KNOWN ON THE EARTH, HITLER, TOJO, AND THE PPALIAN DICTATOR COULD NOT LAST VERY LONG. 


FIFTEEN YEARS AGO, THIS NEWSPAPER MAN, ON A CAPITAL OF $500 BORROWED FROM A GROCERY CLERK, BROUGHT INTO EXISTENCE 
tHE MOST OUTSTANDING RELIGIOUS PHENOMENON OF ALL TIME. THROUGH ADVERTISING IN BLACK AND WHITE, AND EXCLUSIVELY 
THROUGH THE U. 8s, MAILS, HE BROUGHT INTO EXISTENCE THE FASTEST-GROWING RELIGION ON EARTH. AND HE DID THIS WITH NO 
('HOUGHT OF PERSONAL AGGRANDIZEMENT OR FINANCIAL REWARD TO HIMSELF OR ANYONE CONNECTED WITH HIM. AS A RESULT OF 
'HIS MOVEMENT, HUNDREDS OF THOUSANDS OF MEN AND WOMEN ALL OVER THE WORLD HAVE SEEN A GREAT LIGHT. NEW HOPE, AND 
NEW POWER HAS BEEN KINDLED IN THEIR LIVES—BECAUSE GOD HAS BEEN MADE A LIVING REALITY TO THEM. 


OF COURSE, “ORTHODOXY” TAKES VIOLENT ISSUE WITH Us. BUT BEFORE ANYONE ATTEMPTS TO RIDICULE “PSYCHIANA,” LET THEM 
‘IRST DEMONSTRATE THEIR ABILITY TO AT LEAST DUPLICATE THE GOOD WORKS DONE BY THIS MOVEMENT. DURING 1943 WE SHALL 
CONTINUE OUR GOOD WORK. OUR ADVERTISING APPROPRIATION WILL BE DOUBLED. IT WILL BE ALL SPENT IN NEWSPAPERS AND : gl 
(AGAZINES. AND AT THE END OF 1913, WE SHALL STILL BE FOUND, FEARLESSLY AND COURAGEOUSLY TELLING THE WORLD WHAT WE if. 


SELIEVE TO BE THE TRUTHS OF ALMIGHTY GOD. THAT MAY NOT BE THE AXIS WAY--BUT IT IS THE GOOD OLD AMERICAN WAY AND f @ 
\FTER ALL, THAT’S THE BEST WAY-—ISN’T IT? = 
VY THE MEANTIME, THIS NEWSPAPERMAN WISHES YOU ALL A MERRY XMAS. 


‘MEMBER OF THE ADVERTISING FEDERATION OF PORTLAND, OREGON) 


wv 
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ocal Advertising Clubs in 
orefront of War Campaigns 


Serve as Promotion 
Arm of Variety of 
Local War Drives 


While the “front page news’ of 
the advertising world’s contribution 
to the war effort has dealt primarily 
with the work of national groups in 
the field, an unusually impressive 
part in making the techniques of 
advertising available to the war 
effort has been played by the hun- 
dreds of local advertising clubs and 
other advertising organizations in 
the United States. 

These organizations, usually in- 
cluding in their membership the 
cream of local advertising, publish- 
ing, radio, printing and creative 
talent, have moved whole-heartedly 
into the war effort, in many cases 
setting themselves up as the local 
information and promotion service 
for war activities of all kinds. 

Their work in connection with 
Red Cross drives, civilian defense, 
bond sales, Army and Navy recruit- 


ing drives, scrap collections and a 
host of other things has been ex- 
tremely important—so important, in 
fact, that the effectiveness of their 
labors is recognized not only in 
their local communities, but in 
Washington as well. 

Tasks Getting More Important 

As the realization becomes clearer 
in government circles that the best- 
conceived national plans cannot be 
carried out unless individual com- 
munities are geared to coordinated, 
intelligent effort, the tasks of local 
advertising clubs and similar 
ganizations promise to grow in- 
creasingly complex and increasingly 
important. 

The variety and extent of the war 
activities engaged in by local adver- 
tising clubs—as experts in advertis- 
ing and promotional techniques and 
not as individuals—is so great that 
it is impossible to describe them 
adequately. However, through the 
assistance of the Advertising Fed- 
eration of America, which has just 
completed a survey of the war ac- 


or- 


tivities of its member clubs, and 
with the cooperation of other ad- 
vertising clubs which are not af- 
filiated with the AFA, ADVERTISING 
AGE is enabled to present herewith 
a very brief summary of the war 
activities of local adclubs. 

Every effort has been made to 
make this summary as complete as 
possible as far as inclusion of all 
clubs is concerned, but there are 
necessarily some clubs from which 
material was not forthcoming in 
time for inclusion. Space limita- 
tions preclude the possibility of giv- 
ing more than the barest outline of 
each club’s work, even though the 
activities of almost every club listed 
here would in themselves justify 
several columns of space. For those 


|who may be interested in further 
|details of 


any local 
club’s war effort, additional infor- 


/mation is available through the Ad- 


vertising Federation of America, or 
from any of the clubs listed. 
Reviewing the returns received in 


clubs, Helen Holby, AFA director of 
club activities, reports that clubs 
were sent “a check list of 12 of the 
most important war activities” so 
that they might indicate what they 


had done in the way of publicity, | 


advertising and promotion for these 
various war efforts. The returns, 
says Miss Holby, “do not show the 
thousands of man-hours given by 
members as individuals in the vari- 
ous OCD offices, the Red Cross, first 
aid, nutrition classes and the like. 
Nor do they show the many thou- 
sands of dollars collected and dis- 
bursed by the clubs in various 
relief organizations; and for ambu- 
lances, blood donor units and the 
like, for the Red Cross. 

“A compilation of the reports 
submitted shows the following per- 
centages of clubs active in each war 
activity: 

“Civilian Defense, 75; American 
Red Cross, 75; recruiting, 50; United 
Service Organizations, 65; rationing, 
25; nutrition campaign, 30; public 
morale, 30; war bonds and stamps, 


| 75; salvage campaigns, 50; conserva- 
ition, 25. 


advertising | 


“One club reports activity in the 
Victory Homes campaign, and one 


‘on the Security of War Information 


campaign. In addition, several clubs 
reported great activity in connec- 
tion with their communities’ war 


the AFA questionnaire to member/|chest drives—two or three of the 


HERE’S HOW M&A 


: 


"The Engineering Magazine of the 


Metal Industries 


‘IS HELPING WIN 
THE WAR! | 


issue of M&A: — 


This is a war of metal-production and metal- 
working ... an engineering fight to the finish. 
METALS AND ALLOYS — the Engineering Maga- 
zine of the Metal Industries — has been in it since 
October, 1941 when it began to provide its 14,000 
engineering readers with the specific, practical 
information they needed in stepping up the qual- 
ity and quantity of war production. 

Here are some of METALS AND ALLOYS’ out- 
standing War Work issues — just a portion of the 
steady flow of war-useful information in every 


October, 1941—FASTER PRODUCTION FOR DEFENSE. Over 60 down-to-earth articles on practical methods of 
increasing the speed of metal-production and metal-working from the engineering aspect. 85% of 
the readers surveyed rated this issue “. . . one of the outstanding contributions to Defense production 
by any Business Paper...” 


January, 1942—ANNUAL ENGINEERING REVIEW ISSUE. A practical, factual review of important 1941 develop- 


ments in Metal production 


Foundry practice — Metal working and treating — Materials and engi- 


neering design — Testing, inspection, control ... plus a vital symposium on alternates and substitutes 
for scarce materials. 


May, 1942—CONVERSION TO WAR PRODUCTION. An issue of timely and useful information on the first 
great National Need after Pearl Harbor. 


August, 1942—PRACTICAL SALVAGE AND RECLAMATION. 20 pages of how-to-do-it facts on avoiding waste 
and salvaging scrap — the first Business Paper feature of its kind, and hailed by WPB, the Military, 


and Industry. 


October, 1942—WARTIME ENGINEERING ACHIEVEMENTS IN THE METAL INDUSTRIES. A presentation of the out- 
standing achievements in the production of war materials and products in the metal industries, plus 
a report on technical gains where the National Interest permitted. 


January, 1943 ANOTHER ANNUAL ENGINEERING REVIEW ISSUE. The gains of 1942 reported in job-useful style 


and broken down into the engineering sections used effectively in the January, 1942 M & A. 


Throughout 1942 appeared six series of tabulations of alternates and substitutes for scarce materials and processes—a series that 
will continue as part of the METALS AND ALLOYS editorial policy of putting service to the War Effort above all else until Victory. 


Metals and Alloys 


@ REINHOLD PUBLISHING CORPORATION 


THE ENGINEERING MAGAZINE OF THE METAL INDUSTRIES 


+ NEW YORK @ 


+ 330 WEST 42nd STREET 


clubs handling the entire promotion 
for their local drives.” 

A very brief analysis of each 
club’s activity pattern is given be- 
low: 

THE NEW HAVEN ADVERTIS- 
|\ING CLUB—has been active in 
publicizing and promoting Civilian 
|Defense, Red Cross, _ recruiting, 
| USO, war bond sales, salvage cam- 
paigns, and the conservation and 
rationing campaigns. Club members 
also worked in the promotion and 
| Solicitation for the Community War 
Chest. 

THE ADVERTISING CLUB OF 
| WILMINGTON—has just organized 
an all-out War Advertising Com- 
mittee, which has the sponsorship of 
the mayor of the city and the gov- 
ernor of the state. 

THE WOMEN’S ADVERTISING 
CLUB OF CHICAGO— is preparing 
a badly needed manual for USO 
party givers, based on its own suc- 
|cessful experience in USO enter- 
|tainment. A _ special committee of 
club members has prepared 50% of 
the radio commercials in connection 
with the Women’s Division of the 
Cook County War Savings Staff 
The club has an active speakers’ 
committee filling engagements on 
war bond campaigns and more par- 
ticularly in connection with the 
nutrition campaign. 


Aids Recruiting 


THE CHICAGO FEDERATED 
| ADVERTISING CLUB —has ma- 
terially stepped up recruiting for 
the Army air forces in its area 
|through a campaign sponsored and 
|prepared under the direction of a 
| special committee. The drive started 
|Oct. 19 and ended Dec. 7. More 
than 25,000 lines have been pre- 
pared and placed. 

A speakers’ committee of 25 club 
members has made more than 200 
speeches in behalf of the war bond 
and stamp campaign. A club com- 
_mittee has worked closely with the 
| Advertising Council, through Leo 
Burnett, council member, in pre- 
paring the first salvage campaign- 
the nationwide metal salvage drive 
| Sponsored by the steel industry. 
| THE ADVERTISING AND SEL- 
LING CLUB OF PEORIA—has been 
particularly intensive in its promo- 
| tion of war bond sales with the re- 
| sult that it holds the record for the 
|greatest dollar volume of sales 
among Peoria organizations. $218.- 
_160 worth of bonds and stamps were 
|sold as follows: Premiere of “Wake 
Island” (pledges of war _ bonds, 
taken in place of tickets) $135,000: 
radio programs, $12,000; a Band- 
wagon Program, $35,000; and a Jeep 
Ride promotion, $36,160. 


Puts Over Scrap Drive 


| 


Through two scrap iron drives in- 
_itiated, promoted, and carried out 
by club members, the club collected 
100,000 tons of scrap. The more 
than $8,000 for which the scrap wa: 
\sold was distributed—$600 to the 
Peoria-Pekin Defense Council: $500 
to the Greater Peoria Bond Cam- 
/paign; Red Cross Mobile Canteen 
Unit, costing $2,251.27; $4,453.78 to 
|the Peoria Community Fund and 
War Chest. 


THE ADVERTISERS CLUB OF 


DAVENPORT — raised $500 for a 
|publicity drive to persuade local 
citizenry to remain home for thre: 
nights during the special war bond 
pledge drive. A large number o! 
public meetings were either can 
celed or postponed for that period 
with the result that the campaig: 
workers were able to complete thei 
drive in record time. 
was widely publicized in Life maga 
zine. 


THE ADVERTISING CLUB OF 


The campaign 


Colorful New Bear 
COLOR RESEARCH LABORATORY 


EAGLE PRINTING INK CO. 


DIVISION » GENERAL PRINTING INK CORP. 


100 SIXTH AVENUE=NEW YORK 
CHICAGO CINCINNATI PHILADELPHIA 
JERSEY CITY BALTIMORE CAMBRIDGE 
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White a Litter 


It’s only a few steps to the nearest mail box—write a letter! Take 
a little chunk of your heart and spread it over some paper; it goes, 
oh, such a long way! 

Write a letter to your mother or father, to your sister, brother, 
sweetheart, loved ones. Are they dear to you? Prove it with a letter! 
Are they far from you? Bring them near to you with a letter! Write 
a letter and give them the same thrill you had when you last received 
that same kind of a letter. Think of the joy of opening the mail-box 
and drawing out a warm envelope enriched with old familiar hand- 
writing! It’s a thrill that lasts! A personal letter —it’s good to get 
one. So send one—write a letter! 

Write a letter to the aged relative who hasn’t many days to live, 
the friend of your father, the friend of your family, the one surviving 
link between your own present and past. Don’t wait for that dear 
soul to die till you act. Act now with a message of love to cheer those 
last few days on earth. Sit down and start writing! 

Write a letter to the author whose story gave you that delightful 
half hour last night. Write a letter to the cartoonist whose serial 
strip you avidly devoured this morning; to the teacher who inspired 
you twenty years ago; to the doctor who saved your baby’s life; to 
your old employer to show him there was something more between 
you than a pay check. Be a human being — write a letter. 

There’s a man in public life you admire, believe in, rave about. 
Write him a letter of praise, of encouragement. To be “with him in 
spirit” is not enough—show your spirit with a letter. We can’t all 
be pioneers, crusaders, presidents — BUT we can help those brave 
men stay on the track and push through to success if all we ever say 
is “Attaboy!”’ Write an “Attaboy” letter! 

Write a letter and—give. Give praise, encouragement, interest, 
consideration, gratitude. You don’t HAVE to give these things; but 
the real letter is THE ONE YOU DON’T HAVE To wriTE! 

The sweetest, gentlest, and most useful of all the arts — letter 
writing. Great, grand characters like Washington, Franklin, Lincoln, 
and the greatest men of all nations, have been regular letter writers. 
Write a letter! Write it with pen, pencil, or typewriter. Use any kind 
of paper, any kind of spelling or grammar. It doesn’t matter how 
you Say it, and it doesn’t matter what you say; its beauty, its gold 
lie in the pure fact that it’s a /etter! Each mistake is another hand- 
clasp; every blot is a tear of joy. 

Do you see a job? Do you smell an order? Is your mind on busi- 
ness? Write a letter. Then write another letter. No business, no 
individual, built on the “write-a-letter” rule ever failed. Because you 
simply can’t fail, if you write a letter. 

Try it, you'll like it. Great joy and many surprises are in store for 
you. You'll get letters back. You'll get help from unexpected sources. 
All that you gave in your letters will be returned to you a thousand- 
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fold. For a letter is a three-cent investment in bountiful good fortune. 
Write a letter! Whether you say: “Attaboy!”, “Thanks!”, or “I 


love you!”, always remember: A LETTER NEEDS NO EXCUSE! 


COLLINS, MILLER AND HUTCHINGS, INC. 


207 WORTH mucuican AVERUE,cuiEaGe Chicago Photo- Engtav ~~ 


“Write A Letter,” by James T. Mangan, is generally conceded to be one of the four greatest 

advertisements ever written. It first appeared in Advertising Age eight years ago in a Collins, 

Miller & Hutchings copywriters’ forum. We publish it today in dedication to all the boys in 

the armed forces of the United States, their counterparts in the industrial forces, and their folks 
back home. Illustration: Frederic Mizen. 
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——— — | — wo! 
WICHITA—has done an intensive cially active speakers’ committee AFA LOCAL CLUB SETUP FOR WAR WORK ee a hes 
promotion job for the American Red | from which speakers are drawn for — —— 7 rv Soe Raa eae club conducted an intensive public- the 
Cross and the .USO in connection all the various war activities in the ORGANIZATION OF se ity campaign to discoursge rumer- 
with its work for the Community | community. WAR ADVERTISING COMMITTEE spreading. It has supplied a corps ‘ 
War Chest, and has also participated The club is handling the entire RECOMMENDED FOR A.F.A. ADVERTISING CLUBS of speakers to promote various war - 
in the local war bond and salvage promotion for the Victory Corsage activities, such as the pay roll de- pe 
drives. Campaign for the Wayne County | duction plan, conservation, and the eee 
Makes Membership Canvass Treasury Department. ceeeoriee coowners —. —— ee he fer 
THE ADVERTISING CLUB OF Aids Service Men case an G2. LOttetee Man's out 
NEW ORLEANS—handled the pub- THE WOMEN’S ADVERTISING Club, the Women’s Club and the oe 
licity and promotion for a War|CLUB OF MINNEAPOLIS — is Junior Club—through a joint com- : 
Bond Breakfast—the largest single | sponsoring, financing, and editing a Ss mittee of 250 members, planned and a 
bond selling event in the country. Service men’s bulletin for its area Po | promoted a publicity campa ign pa 
THE WOMEN’S ADVERTISING | at the special request of the OCD, | caih ahiek wus Gen Gee ree 
CLUB OF BALTIMORE— is making and to fill a sorely felt need. It = volunteers enrolled for Civilian De- pu 
a thorough survey of its member-| has also organized script writing | pheno An 
ship to determine just what’s been |classes and is conducting several (Gate ieee oe Another special committee of the = 
done either in promotion or pub- | radio programs in the interests of - a et —) |clubs prepared copy and secured = 
licity by members, and who is|/OCD, the Red Cross, etc. A speak- [es =, —] |hundreds of lines of newspaper ee 
available for further work. The |ers’ committee has been organized [Ber ee woe epee re ] |space, radio time, outdoor posters, ar 
re ee ee ON ee ee a ee ee [ 5, 1 — | |ete., in the interests of the alumi- “— 
newspapers, and direct mail, on spe- | Cross, and the war bond drive. ——— num collection drive. 
cial phases of the nutrition program THE ADVERTISING CLUB OF) [Ber Presection Drive Fp Lintrition rive i The clubs also sponsored, at the sal 
and the public morale campaign. KANSAS CITY—has organized an = 2 ‘request of the director of the local ref 
Aids Victory Gardens jan all-out war advertising basis, | Cock S| Co 'War Production Board office, & 7 
, jand has done a job in connection | ri, || _t jluncheon forum meeting attended , 
THE ADVERTISING CLUB OF | with Civilian Defense, recruiting, | — =1.- — | by close to 400 small manufacturers | 
BOSTON — initiated, sponsored, and ‘war bonds and stamps, rationing, — = = ‘ot the community. Through the re- Al 
promoted a Victory Garden exhibit, | public morale, and security of war Con ___d i | adliiesidh publicity, the local WPB of- tio 
and is a with the peng the ‘information. [feoority of ter aformtis i Ace ia ans i wn a “Ps 
promotion of a permanent Victory | ; —_ eee ieee eis, ; , saitition of which ity 
Garden exhibit on Boston Com- anderen This chart shows the suggested organization for war activities which the Adver- ee kel on rt sete before. tio 
mons. This is the first time since| Jt has set up a special committee | tising Federation of America has recommended to its local clubs. ‘This plan calls The promotion worked also to pro- we 
Revolutionary days the Commons/to combat rumors or verbal sabo- | for the complete mobilization of the talent and ability in each advertising club, lvide many manufacturers facing Bu 
ground has been broken for such aj|tage, which seemed particularly and brings under one organization call the publicity and agro activities failure, as a result of priorities, with pli 
purpose. | Prevalent in that area, and the in- | necessary to the community's war efforts,” says the AFA. ’ 


The club also initiated and staged 
the second benefit ever to be given 
for the U. S. Coast Guard in its 160 


. ° | 
years of history, and is now work- 


ing on the preparation and produc- 


tion of a detailed handbook on Bos- | 


ton and its facilities to be made 
available to all Service men coming 
to Boston or stationed in the area. 
THE ADVERTISING CLUB OF 
SPRINGFIELD, MASS.,—handled 
the entire publicity campaign for 
the Red Cross last year and has 
been requested to do the same job 
for the current drive. All publicity 
and promotion in connection with 
the scrap campaign has been han- 
dled by club members. The presi- 


dent of the club is a member of the | 
mayor’s public information com- | 


mittee and recruits members from 
the advertising club for special jobs 
as they are needed. 


Helps Build Morale 


The club’s annual banquet this 
year was devoted to the subject, 
“Springfield Fights.” A. special 


| 


| 
| 


award to the local Springfield arm- | 


ory—a souvenir booklet prepared 
for that occasion—has been widely 
reprinted as a morale-building piece 
in local defense plants. 

The club’s work for the Commun- 
ity War Chest was exceptionally 


outstanding. To the high caliber of | 


the publicity created was credited 
the fact that one-third of the popu- 
lation contributed (60,000 out of ap- 
proximately 165,000) the amount 
collected — $710,000; their goal — 
$661,000. 

THE ADCRAFT CLUB OF DE- 
TROIT—handled all the advertising 
and publicity for the recent local 
Red Cross fund-raising campaign, 
which went over the top by a large 
margin. Detroit is the first major 
city to win its quota. 

The club organized and sponsored 
with the Navy-Citizens Committee 
for the promotion of recruiting in 
its area. It has also assisted the 
Army in the same way, though not 
to the same degree. 


Works on Many Drives 


The club handled the 1941 fund- | 


raising campaign for the USO, and 


. . | 
has also worked in various phases 
of the war bond drives—it con- 


4 


tributed 25 volunteers from its | % * 


membership to help put over the 


selling job on the 90% plan—and | 
on the salvage, the club. public) 
morale, and security of war infor- | 
mation campaigns. On this latter 
the club helped to draft the volun- | 


PQPYICTORY 


svave 


Advertisers _ 


This is no time to shuffle off into the earth until 
fair weather comes again! Advertisers can give 
America important help . . . sell bonds, build mo- 
rale of workers and public, maintain trade-marks, 
protect markets and prepare for postwar buying. 
Champion makes the war effort its first obliga- 
tion .. . produces pulp for munitions, and papers 
for food containers, war maps, blackouts, shell 
wraps, government use, substitutes for critical ma- 
terials. After that come papers for essential indus- 
tries whose advertising conforms to today’s needs. 
This war will end sooner if we all stay out of hiber- 


nation and take a greater hand in what is going on! 


tary censorship code for the news- | 
papers of the state. It has also} 
established contacts with the Naval | - l 0 h n 
Intelligence, Army Intelligence, and | 
FBI and awaits a call for its serv- | THE CHAMPION PAPER AND FIBRE C0., Hamil ton, 10 
ices. < . Dae an pat , omr ae 

A committee from the club also MILLS AT HAMILTON, OHIO ... CANTON, N. C... . HOUSTON, TEXAS , 
ens ge = a eg even Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 
ing for the ar Ches ampaign | ae 
just completed, which went nearly | and Tablet Writing . . . 2,000,000 Pounds a Day 
$1,000,000 over its quota. * 

THE WOMEN’S ADVERTISING | 
CLUB OF DETROIT—has an espe- | 


DISTRICT SALES OFFICES 
NEW YORK - CHICAGO - PHILADELPHIA - CLEVELAND - BOSTON « ST. LOUIS - CINCINNATI + ATLANTA 
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work as subcontractors or as mem- 
bers of pools, which will carry 
them through the war. 


Coordinates All Activities 


THE OMAHA ADVERTISING 
CLUB—has set up a permanent War 
Advertising Committee, to which all 
war advertising problems are re- 
ferred, plans prepared and carried 
out by the club as a whole. All 
members are pledged to cooperate 
when called on. They have urged 
the registration and active partici- 
pation of all members; appointed a 
regular publicity committee for the 
publicizing and promotion of the 
American Red Cross drive; cooper- 
ated with the local war bond organ- 
ization, newspapers, and others to 
set up promotion plans and to 
secure ad sponsorship for the war 
drive. 

The club has appointed a special 
salvage committee of 15 members 
in the state-wide scrap drive, which 
functions both as a planning com- 
mittee and as a work committee. 

THE BUFFALO LEAGUE OF 
ADVERTISING WOMEN-—-in addi- 
tion to active promotion through 
speakers and other forms of public- 
ity in the interest of first aid, nutri- 
tion, finger-printing, ete., has 
worked out and submitted to the 
Buffalo War Council for approval, a 
plan for Volunteers for Victory— 


whereby women of the area will be 
organized block by block for im- 
mediate and effective cooperation 
in war work. 


Aids Many Organizations 


THE ADVERTISING WOMEN 
OF NEW YORK—have set up con- 
tacts with the CDVO, National Se- 
curity Women’s Corps, AWVS, New 
York State Board of Health, New 
York State War Information Bur- 
eau, and the New York City Patrol. 
They are working with these sev- 
eral organizations for the publicity 
and promotion of their various ac- 
tivities. 

THE SCHENECTADY ADVER- 
TISING CLUB—has handled pro- 
motion in connection with conserva- 
tion and Civilian Defense activities, 
and also has prepared display ad- 
vertisements on the subject of gaso- 
line rationing. 

THE ADVERTISING CLUB OF 
SYRACUSE—>prepared the layouts, 
artwork, and copy for newspapers 
in connection with the sale of war 
bonds and stamps. The club also 
handled publicity for a special War 
Day held in Syracuse Sept. 19. The 
campaign included outdoor signs, 
bus cards, and parade signs. 


Women Help Soldiers 


THE ADVERTISING CLUB OF 
CINCINNATI—has prepared for the 


Red Cross, and without cost to 
it, 100,000 folders outlining the 
needs of the local chapter. On two 
other projects the club is providing 
copy and layout. 

THE WOMEN’S ADVERTISING 
CLUB OF CLEVELAND — has pre- 
pared a map of Cleveland showing 
the location of points of special in- 
terest to Service men, including 
entertainment features, etc. This 
has proved exceptionally popular 
and thousands have been distributed 
through the USO. The club also 
worked on the promotion of the 
Minute Women at War Week, pre- 
paring copy and layout for news- 
paper advertisements, radio scripts, 
and the like. 

THE ADVERTISING CLUB OF 
COLUMBUS — has worked on the 
promotional programs for Civilian 
Defense for both the country and 
the state. It handled all publicity 
for the Red Cross Drive last year 
and will do it again this year. 

Beat War Chest Quota 


The club is also handling all pub- 
licity matters in connection with the 
USO promotion in Columbus. It 
has prepared a six-month advertis- 
ing campaign on war bonds to cost 
approximately $50,000; and the pro- 
motion and publicity programs in 
connection with the War Chest 


“They're Building 


As Well As F7Beaate in Wichita 
fo he mwa when pow hampe comme {ayeny tome. 


The change in copy angle from prewar days to the future peace is ably demon- 
strated in these two Cessna Aircraft Co. black-and-white trade publication and 
magazine advertisements. The first is a relic of the days when airplane owner- 


ship was largely reserved for the rich. 


It appealed to the oil industry, a heavy 


user of planes. The postwar mass production airplane which the average person 
can buy is illustrated in the institutional copy at the right. 


Drive, which raised $1,720,892, as 
against a quota of $1,400,000. 

THE WOMEN’S ADVERTISING 
CLUB OF TOLEDO—has cooper- 
ated with the Toledo Advertising 
Club in the advertising and public- 
ity in connection with the local War 
Chest Drive, and also has prepared 
publicity in connection with the spe- 
cial metal drive. The club is han- 
dling all publicity in’ connection 
with the nutrition campaign and 
has organized a speakers’ committee 
to be used in connection with the 
public morale campaigns. 

THE TULSA ADVERTISING 
FEDERATION handled the entire 
program of publicity and advertis- 
ing for the OCD. The members also 
handled the publicity and advertis- 
ing for the local War Chest drive. 

The club not only promoted but 
handled all details of a special 
scrap salvage show. The war bond 
publicity is also under control of 
| advertising club members, but is not 
handled as a club project, however, 
as it was started before the War 
Advertising Committee was organ- 
ized. 


Donates Facilities 


THE JOHNSTOWN ADVERTIS- 
ING CLUB—has been active in the 
promotion, advertising, and public- 
ity for Civilian Defense, Red Cross, 
USO, war bonds and stamps, sal- 
vage campaigns, and rationing. 

Not only has advertising copy 
been prepared by the membership, 
but thousands of dollars worth of 
space have been donated by the 
members who control the local 
newspapers, radio station, and out- 
door advertising company. 

THE PHILADELPHIA CLUB OF 
ADVERTISING WOMEN — has 
been active in publicity and adver- 
tising work on all phases of the war 
effort. The club’s most recent cam- 
paign was an intensive key drive, 
resulting in the collection of 25 tons 
|of keys. 

THE TOWN CRIERS OF PROVI- 
| DENCE—handled the promotion of 
|the recruiting office in its city. It 
has created and promoted, at its 
own expense, several war bond 
posters which have been effectively 
used throughout the Providence 
area, 


Aids Fire Prevention Work 


THE DALLAS ADVERTISING 
LEAGUE—prepared a full-page an- 
nouncement of Dallas’ test black- 
out; cooperated with the publicity 
director of the Community War 
Chest in the preparation of adver- 
tising and publicity covering news- 
papers, outdoor bulletins, direct 
mail, and a very effective motion 
picture film. 

A special Military Affairs Com- 
mittee is coordinating the advertis- 
ing and publicity efforts of all 
branches of the Service. 

The club is carrying out a special 
fire prevention program throughout 
the schools, clubs and business con- 
cerns—more comprehensive than in 
former years and showing excellent 
results—and is also supervising the 
promotion of Victory Show Window 
| displays. 
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THE ADVERTISING CLUB OF 
FORT WORTH—has a functioning 
war committee and has had pro- 
grams at regular meetings on 
Civilian Defense, American Red 
Cross, recruiting, USO, war bonds 
and stamps, salvage, conservation, 
rationing, public morale and Vic- 
tory Homes. It has held a tremen- 
dously successful auction sale of 
war bonds and stamps—one meeting 
resulting in the sale of nearly 
$17,000 worth. 


Stage Huge Rally 


The club has cooperated in the 
promotion of the city-wide scrap 
drive campaigns. In addition, club 
members put on overalls and got 
out in trucks for one full day, and 
helped the city collect a_ record- 
breaking amount of scrap of all 
kinds—rubber, tin, iron, etc. 

Members of the club wrote and 
staged in every detail the county- 
wide rally at Will Rogers Memorial 
Coliseum May 5, called “Salute to 
Our Armed Forces.” This event 
pulled one of the largest crowds 
ever to come to the coliseum in 
recent years—all branches of the 
Service were represented. 

Eight out of the nine members 
of the  publicity-promotion com- 
mittee of the Red Cross and Com- 
munity Chest Drive Campaign were 
members of the club. In coopera- 
tion with the Better Business Bu- 
reau, the club has gotten into both 
daily newspapers a number of ad- 
vertisements on the various phases 
of the war effort. It cooperated 
with the Rotary Club in its big sale 
of War Bonds at the time ‘“Holly- 
wood Representatives” paid Fort 
Worth a personal visit. 


Has Unusual Setup 


THE ADVERTISING ASSOCIA- 
TION OF HOUSTON—formed a War 
Advertising Committee a few days 
after Pearl Harbor. After months 
of hard work they now have a 
smooth-working plan. <A_ contract 
with the three Houston daily news- 
papers states that they maintain an 
office with a director and secre- 
taries as a clearing house for all 
war advertising; the papers also 
raise funds needed to run such ads, 
all money being turned over to the 
club’s finance committee; 909% of 
funds are used for newspaper ad- 
vertising. (The club now has 
$40,000 in the bank). This setup 
has eliminated “signature” pages 
and forces all war promotions to 
go to the War Advertising Com- 


THE 5000 WATT 
Voice of the Tri-Cities 
ROCK ISLAND - DAVENPORT - MOLINE 


Radio Homes coverage? — 


more than the whole state of 
Maine. 


WHst 


Affiliate: Rock Island ARGUS 
Basic Mutual Network 
1270 KC FULL TIME 
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mittee. To date, numerous pages 
have been run promoting bond and 
stamp sales, recruiting, Civilian De- 
fense, salvage campaigns, etc. Post- 
ers have been set up with full 
showing and radio spots used. Vari- 


ous cities throughout the South are | 


seeking complete information about 
this organization. 

The club also ran a War Adver- 
tising Exhibit, in which 30 of 
Houston’s leading advertisers were 
represented. The club awarded a 
cup to the company voted as spon- 
soring the best exhibit. 


Activities Coordinated 


THE MILWAUKEE ADVERTIS- 
ING CLUB—has organized a War 
Advertising Committee whose activ- 
itres are coordinated with the local 
heads of the various services to 
assist in five phases of the war 
effort—Civilian Defense, American 
Red Cross, recruiting, war bonds 
and stamps and in the Community 
War Chest campaign. 

THE WOMEN’S ADVERTISING 
‘CLUB OF MILWAUKEE — initiated 
and organized for the OCD a clear- 
ing house for all publicity efforts. 
Later this activity was taken over 
by a paid director and assistants. A 
special committee is handling all 


publicity for the Milwaukee County lat work on war activities, handling | 
| promotion, 


Red Cross—preparing radio talks, 


INDIANAPOLIS, 


every branch of the Red Cross. 
SAN ANTONIO ADVERTISING 
CLUB—has organized a Civilian 
Defense committee to help sell the 
program to the public and to coop- 
erate in public relations matters. 


Aids Army Hospital 


ROCHESTER AD CLUB — has 
formed a War Committee to assume 
general supervision of all war work 
in which the club may engage. A 
subcommittee of 38 handled all pub- 
licity for the Red Cross drive, and 
is continuing to function in blood 
donor and other Red Cross activi- 
ties. The club sponsored a campaign 
to provide instruments for a band 
at General Hospital 19, staffed by 
Rochester doctors and nurses, se- 
cured 100 recruits to help in sorting 
scrap, and has publicized the fact 
that club members are available for 
promotion and publicity work of 
any local war agencies. 

The advertising clubs of MIAMI, 
LANSING, 
MICH., and STATEN' ISLAND, 
N. Y., are among those which have 
foregone club activities in favor of 
individual advertising and promo- 
tion work for war agencies by mem- 
bers of the clubs. In each case, 
officers and members are intimately 


publicity, speaking as- 


booklets and supplying speakers for | signments, etc. 


| viser 


CLEVELAND ADVERTISING | 


CLUB—This club, through its War 
Efforts Committee, has done an out- 


standing job as the advertising and | 
promotion department for Greater | 
covering every project | 


Cleveland, 
that was suggested or approved by 
Washington, or by Cleveland’s own 
Civilian Defense Organization. The 


War Efforts Committee, through its | 


23 component subcommittees, has 
already performed the following 
“task force jobs”: 


Sponsors Living Flame 


Official publicity and promotion | 


committee for the various scrap 
drives, metal, tin, rubber, fats, etc.; 
served as official promotion and 
publicity bureau of Greater Cleve- 
land War Bond Committee; devel- 


oped complete promotion cam- 
paign for Red Cross blood bank; | 
co-sponsored third annual ‘Festi- 
val of Freedom”; assisted armed 
services with promotion and pub- | 
licity on recruiting drives; served 
as “working committee” on Army 


War show; wrote and _ published 
handbook for civilian defense, pro- 
vided speakers, etc.; sponsored 
Cleveland appearance of Holly- 
wood Victory Caravan for Army- 
Navy relief; sponsored patriotic 
song festival for civilian morale; 
rendered advice and assistance on 
rationing; provided publicity ad- 
for Fair Rents Committee; 


E’S ONE of 4000 carriers 
who, besides setting sales records in U. S. 
War Savings Stamps, deliver THE NEWS 
directly to the front doorsteps of 63 out of 
every 100 families taking any newspaper 
regularly in the Detroit area. 


ai 
ws 


As an immediate and future market, Detroit 
has no parallel. 


As a means for reaching this prolific mar- 
ket —through a single medium —there is 
nothing like the huge circulation of the 
newspaper which is second in America in 


peals_ to 


. - » Families whose generous earnings 
are made possible through the roaring 
activities of this immense industrial front. 


. « « Families with more money than ever 
to expend on the up-keep of home and 
person. 
aside in War Savings Bonds to insure buy- 


And with more money to put 


ing momentum in the reconstruction and 
replenishment era after the war.* 


advertising volume—THE NEWS. 


*$53.54 Is the estimated average weekly wage of more than 
550,000 war workers in the Detroit area. 


The largest A. B.C. recognized 
HOME-DELIVERED circulation 
of all newspapers in America 


The Detroit News 


THE HOME NEWSPAPER 


A. B. C. WEEK-DAY “CIRCULATION 381,971 
Owners and Operators of Radio Stations WWJ and W45D-FM 


° SUNDAY CIRCULATION 461,793 


¢ New York: 1. A, KLEIN, Inc. « Chicago: J. E. LUTZ 
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H. J. HEINZ COMPANY 


ee tees orem 


The shift in copy emphasis from a competitive angle to wartime explanatory 


advertising is typified in these two H. J. 


Heinz Co. large space newspaper ads. 


Appetite-building dishes are featured in the prewar copy at the left. Five 


commandments for wartime homemakers 


are included in the copy at the right, 


which appeared last month in dailies throughout the country. 


sponsored “Flame of Patriotism” on 
a stone shaft in Cleveland Public | 
Square to burn until war’s end; 
aided U. S. Maritime Commission in 
promoting recruiting drive; em- 
ployed by Cuyahoga County Salv- 
age Committee in recent nationwide 
newspaper scrap drive. 


Takes Over Local Work 


ADVERTISING CLUB OF NEW 
YORK—organized a War Activities 
Council early this year for the pur- 
pose of disseminating information 
and coordinating promotional ap- 
the civilian population. 
Over 300 members participated in a 
campaign to secure volunteers for 
Civilian Defense Volunteer Organi- 
zation, launched by mayor at a 
meeting of the club. Has also 
handled CDVO project for enrolling 
women, preparing instructions for 
group leaders, working closely with 
scrap collection drives and cooper- 
ating in promotion of 18-19-year- 
old enlistments. 

The club works in cooperation 
with the Advertising Council, par- 
ticipating in the local aspects of 
national campaigns. 

An unusual feature of the club’s 
war activities consists of the fact) 
that men in uniform are luncheon 
guests of the club every day, more 
than 1,500 of them, from every state | 
in the Union, having been enter- | 
tained thus far. 

ADVERTISING AND SALES| 
CLUB OF WINDSOR—has organ- 
ized a public relations committee of | 
some 50 members, which now serves 
as “advertising agency” for the fol- 
lewing organizations: National War 
Finance Committee local headquar- 
ters; Border’ Citizens’ Service 
Committee; Border Branch Red 
Cross; Windsor Salvage Committee; 
Windsor Civilian Defense Commit- 
tee; Miss Canada Club; Jackson 
Park Concert Guild; Windsor | 
Squadron Air Cadets of Canada; 
and Boy Scouts Association, Wind- 
sor district. 


Aids Nutrition Work 


ADVERTISING CLUB OF MIN- 
NEAPOLIS—helped in the promo- 
tion of a local nutrition week for | 
the Red Cross and directed pub- | 
licity for the War Chest. Although | 
the War Chest was an entirely new | 
setup, it was oversubscribed by 
$100,000. Local war bond publicity | 
is directed by the club’s secretary. | 

JAMESTOWN, N. Y., ADVER- 
TISING & SALES CLUB —was 
largely 
| whelming success of a scrap collec- 
| tion campaign. Over 1,000 pounds 
|of keys were salvaged in this city 
of 43,000 population. 


responsible for the over-| 


| 


SACRAMENTO ADVERTISING) 


AND SALES CLUB—has organized 
a Victory 
which meets weekly to plan and 
coordinate the publicity of various 


Advertising Committee | 


war committees, including fats and | 


oils, industrial salvage, war trans- 
portation, Community Welfare 
Council, Civilian Defense, war 
bonds, farm workers volunteer bu- 
reau, and “foods for freedom.” The 


club has also been designated by the | 
chief of all civilian defense and war | 
activities as the official advertising | 


agency for the area. 
| LOS ANGELES JUNIOR AD- 
VERTISING WOMEN—functioned 


as the local advertising agency for 
the United Service Organizations in 
the area. 


Aids Local Activities 


STOCKTON, CAL., ADVERTIS- 
ING CLUB—has served as public 
relations counsel to the local Red 
Cross and the Community Chest. 
Display advertising campaigns in 
local newspapers, radio skits, and 
billboard drives to stimulate bond 
sales were also developed. 

KITCHENER, ONT., ADVERTIS- 
ING CLUB — handled advertising 
and publicity for the “Buy a Tank 
Campaign,” stressing the need for 
a highly mechanized army to local 
residents. The club was also 
charged with publicity for the War 
Savings Certificate campaign which 
was highly successful. 

‘SAN FRANCISCO ADVERTIS- 
ING CLUB — was instrumental in 


‘securing as a donation to the War 


Chest 350 dashboards on the out- 
side of street cars and 650 inside 
car cards. The total contribution of 
donated space amounted to $4,400 
In addition, 1,300 posters were used 
in non-commercial space on the 
trolleys and buses. The retail divi- 
sion of the club lined up the win- 


|dow display contest and induced 28 


leading retail advertisers to devote 
large portions of their newspaper 
space to the War Chest. 
ADVERTISING CLUB OF BAL- 
TIMORE—handled advertising and 
| publicity for a 30-day -war bond 
drive which netted pledges and 


| sales of $6,752,950. Secretary of the 
| Treasury Morgenthau acknowledged 


the club’s efforts in a coast-to-coast 
broadcast. Also sponsored was 
“Wartime Parade” of exhibits by 
the membership and the member 


FORMIDABLE, 
BUT LITTLE 
HUMAN_ INTEREST 


The J. Oglethump Twerlzbys 
may have their set, exclu- 
sively. Capper's Weekly has 
friends in every station. 


It's this human interest ap- 
peal that has provided a 
record of consistent sales 
and inquiries for its adver- 
tisers. 
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companies displaying the wartime 
uses to which their products were 
converted. In addition, the group 
directed publicity on a local door- 
to-door salvage campaign stressing 
the government’s need of scrap 
metal and rubber. 

GREATER BUFFALO ADVER- 
TISING CLUB—has been responsi- 
ble for creating and maintaining a 
committee of public information 
which works closely with the Buf- 
falo War Council, an organization 
composed of all local war emer- 
gency groups. On Sept. 15 the club 
sponsored an official “Salute to Our 
Heroes” war bond luncheon for the 
motion picture industry of Buffalo 
and western New York which netted 
$231,000 in bond sales. 

POOR RICHARD CLUB — last 
spring organized the Philadelphia 
War Service Committee to make ad- 
vertising skills and talents available 
to organizations engaged in war 
activities. Originally manned en- 
tirely by Poor Richard Club mem- 
bers, this committee now embraces 
the Art Directors’ Club of Phila- 
delphia, Philadelphia Typothetae 
and Philadelphia Club of Advertis- 
ing Women, among others. 

This committee, with the assist- 
ance of 16 volunteer advertising 
agencies, has prepared advertising 
and publicity for the Philadelphia 
Homes Registration Office, the phys- 
ical fitness division of the Office of 
Defense Health and Welfare Serv- 
ices, the civilian procurement com- 
mittee of the First Fight Command, 
U. S. Army, Victory Garden Harvest 
Show, United War Chest, blood 


| 
| 


donors service of Red Cross, general | 


and 
various divisions of the Civilian De- 
fense organization. 

Its work has included preparation 
of posters, pamphlets, letters, mail- 
ing pieces, radio spots and _ pro- 
grams, newspaper advertising 


industrial salvage drives, and | 


and | 


publicity, outdoor and car card ad- | 


vertising, and window displays. Ap- 
proximately 80 men and women 


have participated in the committee’s | 


work. 

WOMEN’S ADVERTISING CLUB 
OF TORONTO — has concentrated 
on production, as a group, of needed 
garments and other supplies for the 
Navy and merchant marine, and for 
a distributing organization in Great 
Britain headed by the wife of Can- 
ada’s high commissioner. 

ADVERTISING FEDERATION 
OF PORTLAND—has concentrated 
most of its war activities work on 
war bond drives of all sorts, doing 
an extraordinarily fine job in this 
direction, and setting patterns for 
house-to-house pledge campaigns 
and payroll allotment plans which 
were subsequently used throughout 
the state of Oregon and throughout 
the country. The campaign has been 
so thorough and so sustained that it 
has enabled Oregon to rank among 
the leaders in per capita bond sales 
for every month up to and including 
November of this year. 

ADVERTISING CLUB OF LOS 
ANGELES—has established a war 
activity committee and offered its 
services to the Army, Navy and 
government officials, conducted a 
special salvage campaign among 
graphic arts industries, and has 
carried on a continuous war bond 
and stamp campaign. 

The club has staged three special 
meetings in conjunction with OPA 
at which teachers of consumer edu- 
cation were told of OPA’s work and 
objectives, and is now 


starting a/| 


campaign to show retail advertisers | 


how to play up price control in 
their copy, supplying suggested copy 
ind layouts. 

In conjunction 


with the 


Pacific | 


Advertising Association the club is} 


launching a_ series of 90 clinics 
mong 4,000 smaller merchants in | 
‘alifornia, to show them how to} 


1ake most effective use of advertis- | 


ng during wartime. Charts and sam- 
ple layouts have been prepared by 
the club’s talent pool and spec#Hic 
nformation on 38 copy themes will 
/e presented at the clinics. 
SHREVEPORT ADVERTISING 
CLUB—has a war advertising com- 
mittee to coordinate war advertising 
efforts and work with all advertis- 
ing and publicity media to secure 


maximum coverage for war infor- | 


mation. The club has taken an ac- 


tive part in promotion of war bonds, 


ADVERTISING AGE 


Navy and Army recruiting, civilian 
defense, community chest, etc. 

ADVERTISING CLUB OF 
WASHINGTON—has cooperated in 
war savings drives, Red Cross, salv- 
age, community war fund, and 
many other activities and has also 
helped secure cooperation from 
newspapers, radio, motion picture 
industry, etc. 

ADVERTISING AND SALES 
CLUB OF TORONTO—In addition 
to 35 members in uniform with the 
armed forces, virtually the entire 
membership of this club is con- 
tributing personal services to Can- 
ada’s war effort. 

With many of the men working 
in more than one field of war en- 
deavor, a survey revealed that sell- 
ing Victory bonds has occupied the 
largest percentage, 29.3. Helping a 


government department part time 
are 26.3%; 25% have made speeches 
for the Victory Loan; 24.5% are 
writing or designing local advertis- 
ing for the government and 22.7% 
are similarly engaged on national 
advertising for the government. 

On war service committees there 
are 20.7%, while 20.4% are doing 
ARP work. In the Reserve Army 
are 8.1%, with 6.5% working full 
time for government departments. 
Other percentages: Special promo- 
tion. 5.9: blood donors, 4.8; special 
work for the Wartime Prices and 
Trade Board, 2.7, and for the Red 
Cross, 2.4. 

ADVERTISING AND SALES 
CLUB OF ERIE, PA.—Has organ- 
ized to help with all worthy enter- 
prises and has offered talent to non- 
profit organizations with real war 


aid projects. Individual members 
served as leaders on many commit- 
tees such as War Fund, Red Cross, 
Christmas seal and salvage drives, 
etc. A printing plate salvage drive 
started by the club last spring 
brought in about 10 tons of copper 
and zinc. 

ADVERTISING CLUB OF 
GREENSBURG, PA.—Club mem- 
bers are serving on most of the war 
committees in the city, including 
Red Cross, salvage, War Fund and 
similar drives. 

PITTSBURGH ADVERTISING 
CLUB—cooperated in getting 73,000 
lines of war bond advertising, rep- 
resenting 98 advertisers in Pitts- 
burgh’s metropolitan dailies July 17 
in an all-out drive for war bond 
sales sponsored jointly by the club 
and the retail merchants of Pitts- 


burgh. All advertising in all edi- 
tions of these papers that day was 
devoted to the sale of war bonds 
and stamps. The Advertising Club 
presented six silver plaques to the 
merchants carrying the best adver- 
tisements. The club also purchased 
a $1000 war bond in January. Next 
month it will sponsor a 10 week’s 
training course for advertising men 
and women with Pittsburgh’s ablest 
advertising executives as instruc- 
tors. 

ADVERTISING CLUB OF DES 
MOINES—Many of its more than 
250 members have been either in 
charge of or active in the handling 
of almost every war effort cam- 


paign. The club sponsored a suc- 
cessful direct mail campaign to 
owners and holders of obsolete 


printing plates, urging them to turn 


querors. 


The majestic Sphinx has sat for ages amid the shifting desert 
sands—a silent witness to the rise and fall of kings and con- 


No silent onlooker to the changing scene is WTIC. For more 
than 17 years, WTIC has played an active and important role 
in the lives of Southern New England's inhabitants. Because 


of its unique position, WTIC is able to offer you an unparalleled 
sales opportunity in this wealthy market. 


The above average per family buying power and the high radio 
ownership in Southern New England make it a natural to sell by 


radio. And when you employ the power, authority and public 
acceptance of WTIC to do that job, you'll understand why 


we insist 


THERE’S NOT ANOTHER LIKE IT! 


DIRECT 


© 


ROUTE TO AMERICA’S NO. 1 MARKET 


‘ 
. 


Meimber of NBC and: New England Regicaal Network — 
Represented by WEED & COMPANY, New York, 
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in their salvage zinc, copper, elec- 
tros, etc., by Oct. 1. 

Ad Club member Bob Myers, 
Capital City Printing Plate Com- 
pany, has worked closely with the 
National Bureau of Standards at 
Washington, D. C., in connection 
with its formula for plating iron as 
a substitute for copper. Myers and 
his co-workers accepted this experi- 
ment while still in the laboratory 
stage and by adoption of a produc- 
tion basis discovered that a heavier 


CanadianAdmenKeepChins 


layer of iron sandwiched in between | 


two layers of copper produced an 


electrotype shell of equal durability | 
with a less amount of copper than | 


previously termed necessary. 
ADVERTISING AND SALES 
CLUB OF LONDON, ONT.—Many 
members have taken active part in 
Canada’s three Victory loan drives 
and promotion of War Saving 
Stamps. A number of the mem- 


bers have directed’ the “Miss | 


Canada” girls in the sale of bonds. 


Up Through 3rd War Year 


Government-Paid Copy 
Helps Offset Linage 
Losses During ‘42 


There is a proud, effective part- 
nership in Canada between adver- 
tising and the nation’s war effort. 

That partnership now extends 
into almost every phase of the war 
program. It stimulates recruiting 
drives for the armed services. It 
helps collect salvage, administer 
price control, educate housewives, 


ration and conserve goods, collect 
income taxes on Canada’s own mod- 


ified Ruml plan and raise hundreds | 


of millions of dollars for Victory 
Loan and War Saving Certificate 
drives. 

Within the past year, that part- 
nership has been strengthened by 
important official statements defin- 
ing and clarifying the role of ad- 
vertising in respect of its essential- 
ity and its status as a business 
expense for income tax purposes 
under wartime conditions. 


CANADIAN NEWSPAPER LINAGE, 1938-42 


Million Lines 


PAA AA AA «1 


7 oo © 


| 


10) Canadian Newspaper Linage» 


1938 1939 1940 194) i942 


WAs reported by 60 Canadian deily newspapers 
represerting 85% of totel news circulation 
wn Coneda 


| The above chart shows the comparatively steady trend of the advertising of 60 

newspapers representing more than 85°% of the Dominion's circulation. The first 

10 months of 1942 showed 213,500,000 lines carried by the papers, against (for 

a similar period) 225,600,000 in 1941; 214,000,000 in 1940; 210,800,000 in 1939; 
and 219,400,000 in 1938. 


Of particular interest because of 


_the special public relations liaison 


machinery which has grown up 
around it, is the story behind the 
whirlwind three-week “blitz” cam- 
paign which made possible almost 
two million individual subscriptions 
for Victory bonds during the Oct. 
19-Nov. 7 period. The campaign 
raised almost $1,000,000,000 of new 
money—none of which was _ sub- 
scribed by Canadian banks. 
Translated in terms of compara- 


| tive statistics, such an assignment 


in the United States would mean 
the subscription of about $17,000,- 
000,000 from 24 million separate 


| applications. 


Call on Publishers 


To assist in handling the assign- 
ment and achieve the objective of 
“the most effective use of all media 
to obtain a saturation of public 


| consciousness” government officials 


responsible for the campaign called 
on a two-year old public relations 


Throughout 1942, there have been 
striking evidences of the success of 
|this partnership. Outstanding have 
been the two nationwide Victory 
|Loan campaigns, the promotion of 
_Army and Navy weeks; nationwide 
|salvage drives and a wide and 
'varied educational campaign for 
| housewives, consumers and business 


| organization set up at the request of 
firms in respect of new ration and | Hon. J. L. Ilsley, Canada’s Minister 
price regulations under the price |°f Finance, in December, 1940. — 
ceiling. | This organization is the Canadian 
A national health and nutrition| Publishers War Finance Committee. 
campaign under the direct sponsor- | AS representative of the press of 
ship of the Association of Canadian | Canada (some 1,400 publications in 
Advertisers and in cooperation with | all) and with direct liaison with the 
government authorities will be pro- advertising agencies, it has clear 
moted in January, 1943. and important responsibilities in its 


field — responsibilities which have 
| been recognized by a statutory gov- 
;ernment order-in-council defining 
|its work and powers. Other media 
| (radio, films, posters, etc.) are in- 
| tegrated through their associations 
| with the publicity plans of the gov- 
ernment in respect of its financial 
program. 


Works on Taxes 


| In the November, 1942, campaign 
| the government faced a critical test 
of its public relations machinery in 
respect of war finance policy and 
placed a tremendous responsibility 
lon advertising and publicity in all 
|its forms. The reason for this is 
| that Canadians were only just (at 
| that time) adjusting themselves to 
| new and extremely onerous income 
|taxes and to a new form of com- 
pulsory savings. 

| These taxes and forced savings 
had been introduced in the budget 
of June, 1942, but had come into 
| effect through a new and revolu- 
tionary collection plan which _ in- 
volved “deduction at source” for all 
| wage earners in Canada. (This is 
| the modified Ruml plan which re- 
| quires all employers in Canada to 
start on Sept. 1 and deduct, over a 
12-month period, the taxes _ for 
| which wage and salaried employes 
| are liable in the calendar year. Un- 
‘der this plan Canada has already 
'gone one-third of the way to adopt- 
ing the Rum] proposals. ) 


Bad Time for Loan 
In light of these new taxes (Ca- 
nadians are expecting to pay 52% 
of war’s costs by taxation compared 
with 45% in Great Britain and 20° 


|}new tax-collection plan a month 
| prior to the opening of the cam- 
| paign, the average Canadian seri- 
| ously doubted the possibility of put- 


jin U. S.), and the adoption of the 


‘BUY BONDS' APPEAL 
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+ NOTHING MATTERS NOW BUT VICTORY... 


_ BUY THE NEw Ucdow Bounds / 


This is one of the series of advertise- 
ments used by the National War Finance 
Committee to put over bond sales in 


Canada. 
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Buy si 


Along with many other private com- 

panies, H. J. Heinz Co. of Canada used 

this magazine page to support the 
highly-successful Third Victory Loan. 


ting the loan “over the top.” Yet 
the loan was a phenomenal success 
and has greatly strengthened the 
“partnership” relationship which 
had previously been developed be- 
tween the government and various 
media groups. 


Highlights of the Drive 


Some highlight facts and statistics 
of the loan (not previously com- 
piled) are of interest: 

1. Official, War Finance Commit- 
tee-paid publication advertising to- 
taled 78,000 lines. About 27,000 
lines of this was used in the two 
weeks prior to the opening of the 
campaign. 

2. Supporting this “official” ad- 
vertising was a vast and varied 
amount of contributed or sponsored 


advertising by national and local 
advertisers. Proportions of such 
advertising varied greatly in dif- 


ferent parts of the country but 
ranged from an estimated propor- | 
tion of one to one in some areas to 
as high as five to one. 

3. Editorial support of the cam- 
paign contributed by publishers is 


estimated to run between 25,000 and 
28,000 columns. This would be 


equivalent to about 3,300 full news- 
paper pages or between 500,000 and 
560,000 column inches. 

4. Highlight of the radio sched- 
ules was a half-hour dramatic pro- 
gram, “Nazi Eyes on Canada,” 
which dramatized the assumptions 
of Colin Ross, an agent of Haus- 
hofer’s Geopolitical Institute of 
Munich, who traveled extensively 
in Canada in 1939 and recorded his 
observations in detail in a book 
“Zwischen USA und dem _ Pol” 
(From the USA to the North Pole). 
The dramatizations were written 
around names and circumstances of 
actual families in select communi- 
ties in Canada, and leading roles 
were taken by stars from stage, 
screen and radio and the program 
had an authentic note by statements 
from members of the families them- 
selves. The program rose quickly 
to top rating for evening time on 
Canadian networks. 

5. Asample schedule of sponsored 
‘contributed” radio advertising be- 
tween Oct. 5 and Nov. 7 showed 180 
references to the Victory Loan 
nade up of sponsored national and 
local spots and spots contributed by 
the station on sustaining time. 

6. Advertising costs for the cam- 
paign are not yet available but the 
ifficial preliminary estimate is about 
ne-tenth of a cent for every dollar 
ubscribed. 

7. The campaign had a powerful 
\y-product in the realm of national 
norale and in improved labor-man- 
igement relations. The Victory 
Loan campaigns (there have been 
four altogether) are conceded to be 
the most powerful single agency for 
ubmerging the sectional and geo- 
graphic difference under which Can- 
ida labors. As well, the campaign 
merchandised $90 millions of bonds 
to 1,100,000 wage-earners on a six- 
month payroll deduction plan. Most 
of these bonds were sold by self- 
appointed labor-management com- 
mittees, of which are con- 


many 


tinuing to function throughout the 
year. 


Army Week Important 


Another important type of war 
promotion was Canada’s first Army 
Week launched and carried through 
during the week of June 28 to July 
5. This was a nationwide coopera- 
tive campaign to pay tribute to the 
men in khaki and give a lift to 
army morale—Canada’s “Gentlemen 
in Battledress.” 

Army Week was an outstanding 
success primarily because of the ex- 
tensive support received from ad- 
vertisers which made possible edi- 
torial and photographic displays in 
daily and weekly newspapers, mag- 
azines, house organs and business 


papers, as well as nationwide radio 
programs. A survey of special Army 
Week editions of Canadian maga- 
zines and newspapers showed this 
project to have been given more 
voluntary support by advertisers 
than any such program previously 
launched in Canada. 

Special editions were launched in 
at least 40 newspapers. In one mili- 
tary district, eight of the ten daily 
newspapers issued special Army 
Week editions. One daily published 
a 96-page tabloid Army Week sec- 
tion carrying pictures of all boys 
on active service from its com- 
munity. Local advertisers supported 
this edition to the extent of about 
40% of the total space. Over 500 
weekly newspapers cooperated in 


carrying feature material and army 
stories of local interest with strong 
advertising support. 


Credit to Clark 


The man chiefly responsible for 
the Army Week plan and its extra- 
ordinary success was Joseph W. G. 
Clark, at that time Director of Pub- 
lic Relations for Canada’s Army and 
Air Force administrations, and now 
Chief of Information for the entire 
armed forces. 

A study of advertising linage fig- 
ures for Canadian media shows the 
increasing importance of govern- 
ment advertising in offsetting de- 
clines in other groups. 

According to a monthly linage re- 
port on daily newspapers which 


represent 85% of total news circula- 
tion in Canada the linage carried 
in the first 10 months of 1942 is ap- 
proximately 1% above correspond- 
ing figures for 1939 but 5% below 
corresponding figures for the first 10 
months of 1941. (In both October 
and November—when figures for 
the latter month are available—it is 


expected that linage reductions in 
other classifications will be consid- 
erably offset by reason of the 


national Victory Loan campaign.) 
Typical is the experience of one 
important Canadian city. In Oc- 
tober, linage figures for the two city 
dailies showed a 20% increase in 
national advertising but a reduction 


of 2.5% in total linage, including 
classified. The reduction was 
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brought about by reason of the fact 

that local advertising fell off 11.3% 

and classified advertising, 9.7%. 
Shows Government Rise 


In the same city, display adver- 
tising linage in the first 10 months 
of 1942 declined 23%, while gov- 
ernment advertising (direct) in- 
creased by over one-third. In this 
same period, direct government ad- 
vertising rose from less than 2% to 
almost 4% of the total display lin- 
age. 

Linage figures for the Canadian 
magazine group during the first 11 
months of 1942 show a decline of 
16% compared with the first 11 
months of 1939. Comparison of 1942 
figures with those of 1941 show a 
decline of 7.5%. 

The picture is slightly different 
when allowance is made for the fact 
that during this period there have 
been not only rate changes, but a 
drop in the page size of Canada’s 
Big Four magazines from 700 to 
680 lines. Comparative revenue fig- 
ures in the first 10 months o1 1942 
show a slight increase over the 


same period in 1939 and a drop of | 


6%, compared with 1941. 
Comparative figures follow: 
MAGAZINE LINAGE AND 


REVENUE 
(First 11 Months) 
Linage Revenue 
1939 . oe 2,248,419 $2,624,855 
ae 2,481,633 2,889,657 
ae 2,394,085 2,832,679 
ee 2,213,263 2,661,884 


Government advertising in Cana- | 
dian magazines has increased from | 
a few thousand lines in 1940 to 38,- 
300 lines in 1941 and 114,600 in 1942. 
These figures are all for the first 
11 months of each year. 


Discuss Advertising’s Role 

The role of advertising in the war 
has been the subject of much dis- | 
cussion and considerable clarifica- 
tion in 1942 in Canada. An impor- 
tant change was made in the basis 
on which advertising could be) 
treated as a business expense for | 
income tax purposes. The official 
ruling of the Department of Na- 
tional Revenue which accompanied 
the new statement of policy made it | 
clear that “this division recognizes 
the important and legitimate part) 
which advertising plays in business 
and it is not intended that reason- 
able and normal advertising should 
be restricted.” In another refer- | 
ence, advertising “is recognized as 
a variable and inseparable compo- | 
nent of distribution cost.’ 


Calls Advertising Essential 


Subsequently, Donald Gordon, 
chairman of the Wartime Prices and | 
Trade Board and responsible for the | 
program of curtailment of non-es- | 
sential civilian industry which was | 
undertaken in October, 1942, to con- | 
serve manpower, issued through his | 
printing and publishing administra- | 
tor, John Atkins, an important 
declaration as to the role and essen- 
tiality of advertising and the prob- 
able steps which would have to be 
faced in the future in working out 
the new government program. 


Financial Admen 


Take Key Spot in 
War Bond Selling 


“The Financial Advertisers Asso- 
ciation was one of the first organiza- 
tions in the United States to recog- 
nize the importance of stimulating 
its entire membership to all-out war 
effort, not only in its assistance with 
advertising suggestions, but by us- 
ing its own bulletin as an advertis- 
ing clearing house to which all 
members contributed their own ad- 


vertising with a release for any 
bank to use, if applicable,” accord- 
ing to L. E. Townsend, San Fran- 


cisco, president of the association 
“The Financial Advertisers Asso- 
ciation’s effort did not start with 
Pearl Harbor, but more than a year 
previous to that date,” says Mr. 
Townsend “As a consequence, 
many banks of the country had pre- 
sented such a consistent and sound 


campaign showing the necessity of 
the public buying defense bonds 
that when the Pearl Harbor shock 
came on Dec. 7 the people knew 
where to go to register their de- 
mand for reprisal through the pur- 
chase of defense bonds, and as a 
result the banks of the nation have 
sold more than 85 per cent of all 
defense and war bonds sold to the 
public. 

“Although this result is not en- 
tirely accreditable to the Financial 
Advertisers Association, by its early 
advent into the field of education of 
its members the association cer- 


tainly contributed tremendously to | 


the result. 
Several in Washington 


“Two of the association’s mem- 
bers were called to Washington by 


ADVERTISING AGE 


Secretary Morgenthau early in 1940. 
These leaders were Robert M. 
Sparks, vice-president, Bowery Sav- 
ings Bank, New York, and former 
president of the FAA, and Harford 
Powel, an association member and 
also a man who led many sessions 
of the association’s annual educa- 
tional meetings. 

“Former FAA president Victor 
Cullin and executive vice-president 
Preston Reed made many trips to 
Washington and President Cullin 
traveled extensively in 1941 
early 1942 as representative of the 
Financial Advertisers Association, 
entirely in the interest of the war 
bond and stamp sale effort. 

“The association is now pledged 
to the entire banking fraternity, to 


and 


December 21, 1942 


to place above any other effort it try—a spot where much good work 
may have to perform, its continued | has already been done, and where 
and united effort to carry on and /|even greater efforts are needed. 
augment any activity that will aid | 


a final victory.” 


AFA’‘s War Work 
Concentrated on 
Local Activities 


Preyer Heads Committee 


| The AFA has a War Advertising 
'Committee, headed by Allan T. 
Preyer, executive vice-president of 
| Vick Chemical Company, who re- 
|cently reviewed activities of his 
| group in these words: 
“We shall continue to offer sug- 
| gestions and to pass along any ideas 


The Advertising Federation of|that we may have that we think 


America’s war effort, in cooperation /are worthwhile to local clubs which 
'with the Advertising Council, the) have established their own war ad- 
/OWI and other government agen- | vertising committees and made the 


cies, has been devoted primarily to) proper 


contacts with local war 


the important task of encouraging | agencies. 


additional war activities on the part/| 


“We shall urge the importance of 


its members and to its government of local clubs throughout the coun- similar organizations in clubs that 
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have not yet organized these com- 
mittees. There are a _ relatively 
small number that so far as we 


know have not made their services | 


effective with the several war agen- 
cies in their communities. 


Aids Unorganized Committees 

“The third important step is to 
set up war advertising committees 
in cities that do not have established 
advertising clubs. We are urged 


to do this both by representatives of | 
the Advertising Council and the| 


OWI for the reason that it is ap- 
parent to those who are familiar 


with the situation that the public | 


relations problem in these communi- 
ties is in better hands if directed by 
skilled advertising and sales execu- 
tives. 
“Consequently, 
war advertising committee has been 


the Federation’s | 


given the further assignment of or- 
ganizing committees in some 150 
cities that do not have advertising 
clubs.” 

In line with this program, the 
AFA has developed a complete or- 
ganization and operation plan for 
local groups, involving the setting 
up of a local war advertising com- 
mittee with subdivisions on opera- 
tions, contact and finance, with the 
over-all aim of the program defined 
as follows: 

“This plan calls for the complete 
mobilization of the talent and abil- 
ity in each advertising club, and 
brings under one organization all 
the publicity and promotion activi- 
ties necessary to the community's 
war effort. It simplifies operations 
and avoids confusion and duplica- 
tion of effort. Your federation offers 


it to member clubs as a practical Publicity Committee in December, the entire Affiliation membership in 


means of contributing efficient help 
in the national war effort.” 


Int. Affiliation 


Among First to 
Aid War Effort 


The International Affiliation of 
Sales and Advertising Clubs, com- 
prising 14 local clubs in both the 
United States and Canada, was one 
of the first organizations to develop 
an intensive “aid the war” program, 
with the establishment of a Victory 


1941. 

Paul H. Bolton of Youngstown, 
O., was namea chairman, a complete 
plan of suggested operation was 
developed, and this was forwarded 
to H. Andrew Dudley, then chief of 
campaigns for OEM in Washington. 
Several assignments were given im- 
mediately, including the responsi- 
bility for correlating the salvage 
drive with the clean-up-and-paint- 
up campaigns. Another campaign 
to salvage old electros, zine etchings 
and obsolete printing plates was 
initiated, with unusually good re- 
sults. Nine tons of electros were 
gathered, for example, in a single 
day by the Erie, Pa., Advertising 
Club. 

A detailed 
personnel 


and 
including 


of media 
launched, 


survey 
was 


Advertising is Ammunition! 


If you doubt that advertising is an important munition of war, 


study The Iron Age. Here week after week executives on the pro- 


duction front exchange important up-to-the-minute information. 


“We must do more,” said Donald M. Nelson on September 30. 


Over 100,000 readers thumb the pages of Iron Age each week to 


get news and ideas that will help them and their millions of war 


workers produce more. 


“We must do it in a hurry,” went on Mr. Nelson. Over 800 


regular Iron Age advertisers are doing their part 7 a hurry as they 


use The Iron Age to spread information of their know-how,” 


their equipment, and their facilities to the American metal work- 


ing war industries. 


The Iron Age spreads more ‘know-how’ faster to more ex- 


ecutives in more plants than any trade or industrial magazine ever 


published. If your product or service can help the War Production 


Drive, then present the facts in The Iron Age forcefully and often. 


a > 
Be shat ¢ 


Hieslron Age 


A Chilton @ Publication 
100 East 42nd St., New York, N. Y. 


/blood bank, 


the U. S. This information was 
carefully tabulated and placed in 
the hands of Washington depart- 
ments with helpful results. Special 
phases of service then followed, 
including a of “sugarless 
luncheons” preface to sugar 
rationing; nutrition campaign pub- 
licity was distributed; and a pro- 
gram of adclub cooperation assisting 
OCD and all other government cam- 
paigns at the local level was insti- 
tuted. 
Provide Much Assistance 


War bonds and stamps, Red Cross 
recruiting, rationing, 
special salvage drives, “I'll Carry 
Mine” campaign to encourage carry- 
ing packages; all these have 
worked on by the Affiliation. 

A Canadian Victory Publicity 
Committee been set up, 
and a parallel program of service to 
and cooperation with Ottawa has 
been initiated. 

“Meanwhile,” reports Eric Zim- 
merman, secretary - treasurer, “a 
sincere effort has been put forth to 
broaden the value and service of the 
committee’s work, by establishing a 
liaison working arrangement with 
other adclub groups. The War Ad- 
vertising Committee of the Adver- 
tising Federation of America and 
of the International Affiliation is the 
direct result of this effort. 

“The Victory Publicity Committee 


series 


as a 


been 


has also 


faces 1943 with a vastly enlarged 
program of vital activities—geared 
closely to cooperating with all gov- 


ernment war 
the 
we 


agencie 
Advertising 
ore affiliated 


and assisting 
Council, of which 
members.” 


Outdoor Industry 
Plays Major Role 
in U. $. Promotion 


When the attack came, the out- 
door industry was ready to give its 
full support to the nation. Even be- 
fore Pearl Harbor, while the indus- 
try was gathered in its national con- 
vention at Los Angeles, Oct. 6-9, 
1941, the Outdoor Advertising Asso- 
ciation of America gave to the Pres- 
ident of the United States its pledge 
of full support, which read in part: 

“We pledge our sacred honor to 
support with our fortunes and with 
our persons the policies which our 
government may deem necessary to 
preserve our American way of life, 
to insure the blessings of liberty, 
and to restore peace and friendly 
relations once more to a war-ridden 
and despairing world.” 

“How this pledge has been ful- 
filled is demonstrated in what the 
industry has done during 1942,” says 
Kerwin H. Fulton, director of war 
activities for the association. 

“Outstanding among the many 
outdoor campaigns in support of the 
war effort were the ones for war 
bonds and stamps,” Mr. Fulton de- 
clares. “And outstanding in these 
campaigns was the ‘flag poster’ 
which appeared on over 30,000 pan- 
els in some 18,000 cities and towns 
throughout the country. 


Some of Campaigns Run 


“Of first importance also were the 
many ‘War Bond Quota’ campaigns 
sponsored by advertisers throughout 
the country to promote the idea of 
people investing 10% of their sala- 
ries and wages in war bonds. 

“Some of the other outdoor cam- 
paigns during the year that at- 
tracted a great deal of attention and 
helped in various ways featured 

recruiting of men for the Army, 
Navy and Marines 

salvaging of scrap metal, scrap 
rubber, etc. 
collection of 
Axis—Pay Your Taxes’ 

the National Association of 
Manufacturers posters— 
‘Defend America’s Freedom’ 
the USO, Navy Relief, Ameri- 


taxes—‘Smash the 


can Legion, Civilian Defense, 
Red Cross, tire conservation, 
stoppage of rumors, wartime 


forest fire prevention, etc. 
other efforts closely related to 
the home front such as health 
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campaigns to aid in combating 
tuberculosis, cancer, 
paralysis; as well as drives for 
community chests, hospitals, 
churches, and similar welfare 
organizations. 

“In addition to these campaigns, 
many advertisers throughout the 
country added an appeal for some 
war effort as part of the regular ad- 
vertisements designed for their own 
products or services. 

“Truly, outdoor has gone to war 
on the home front,” Mr. Fulton con- 
tinued. ‘“Cheerfully, the industry 
is making its contribution. And, 
while the war effort has been placed 
first among the industry’s responsi- 
bilities, the medium has also con- 
tinued to render service to business 
and consumer within the restrictions 
imposed upon our economic system 
by the necessities of war. 

“Today as we enter upon a second 
year of war, the industry confidently 
reiterates that it will continue to 
exert its power in support of our 
fighting forces, in maintaining pub- 
lic morale, in raising funds so essen- 
tial to carrying the burdens of wars, 
in promoting both national and local 
drives designed to keep our war ef- 
forts going at top speed and effi- 
ciency. In every way possible and 
in every section of the community 
throughout the land, outdoor is 
ready to serve.” 


infantile | 


UJ R bb C |things made from it serve better 
| because they are made of rubber. 
a U er ase ' because y are e of rubber 


| Peacetime Product Copy | 


| “Advertisement ‘B’ is an example 
Shows How Copy lof our product advertising of about | 


| the same time as ‘A.’ Our national | 
advertising invariably featured the | 
|Royal Master, our premium tire. 
| These two aavertisements may be 
said to constitute a fair example of 
our prewar advertising. 

“Advertisement ‘C’ is rather be- | 


Has Gone to War 


An interesting exposition of ex- 
actly how much advertising of | 
products which have been with- 
drawn from the market has actually |twixt and between. Here is a com- 
“gone to war” is presented in a case | bination of institutional and product 
history of United States Rubber | copy; ‘institutional’ in that it refers | 
Company advertising prepared for|to a matter of pressing public inter- | 
ADVERTISING AGE by C. J. Durban,| est of that moment—‘product’ in the 
manager of the advertising and sales| sense that the conservation plan it} 
promotion department, tire division features was to be carried out by | 
of the company. |our tire dealers. This advertisement | 

Advertisement “A” (shown in the | appeared several months before 
accompanying illustration), a spread | Pearl Harbor and was part of our 
in color, “is an example of our pre- | contribution to the needs of the} 
war institutional advertising,” Mr.| moment. 
Durban says. “This is more or less 
typical of our institutional adver- 
tising during 1941 which was built “Advertisements ‘D’ and ‘E’ 
around the slogan, ‘Rubber Does It} which are newspaper advertise- 
Better.’ This advertisement is, in | ments, are fair examples of our 
a sense, a service theme, since our | wartime advertising. ‘D’ is institu- | 
advertisements show how our prod- | tional copy. If you will read it| 
ucts actually serve the public and| through, I think our objective will 
show them in actual use. be clear. Incidentally, this particu- 

“This series served to establish, lar advertisement was widely edi- 
we believe, that rubber is a basic|torialized, even appearing on the 
material, not a substitute, and that front page of a Seattle newspaper. 


Service and Morale Featured 
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It would take a Z ration card... 


. to follow Martha Brooks on the radio 


visits she makes every day. 


Martha is the gal who conducts WGY’s 
‘‘Market Basket”’ participation program from 
8:45 to 9 a.m. every weekday morning. She 
is a nosey gal who isn’t content to stay in her 
own primary airea. She goes out and gets 
regular listeners more than 200 miles from 
Schenectady, throughout New York and west- 
ern New England, from Rochester to the out- 


< Mhaines . 
a 
-Senanton* 
PENNSYLVAN TN 


% the airea’s only 50,000-watt station 
% the airea’s lowest frequency 


% the airea’s only outlet for those popular NBC 


programs 


skirts of Boston. 

The map you see here is what came out 
of a ten-day tussle recently between Martha 
and 4490 letters and cards received during 
that time. 

P.S. It takes a lot more space than this to 
tell the story of Martha. In fact it takes at 
least 12 pages. We’ll be glad to send you a 
copy of her story in exchange for your name 
on a postcard. 
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HOW U. S. RUBBER COPY WENT TO WAR 


FE In keeping America fit... 


lyre! 


Rubber does it better 


Pm: . 
nam. a hk PS ans & 


veda ME lala 


UNITED STATES 


Kt A KR COMPANY 


Above (A and B) are two typical peacetime advertisements for U. S. Rubber, 
showing the themes and the style of copy used. 


“CONSERVATION OF RUBBER IS THE PATRIOTIC 


yee THE US DEALERS 


TIRE 
CONSERVATION 
PLAN 


ly signed to save rubber. it will 


Save money fOr COTY CUT ONE 
by making tires last longer 


UNITED STATES 


Here is an “intermediate™ 


magazine spread (C), 


DUTY OF EVERY AMERICAN CITIZEN” YY wy 


Le PRIORITY SERV CE 


ADD TWA, WATS THE Cee mCRT OS! Tet Wrage 


RUBBER COM ~~ 


in which U. S. has already 


swung far over into service and war-effort copy. This copy appeared several 
months before Pearl Harbor. 


I want to preach a sermon... 


LNITED STATES RUBBER COMPANY 


CAR OWNERS CAN NOW GET RUBBER 
TO KEEP THEIR CARS RUNNING 
FOR ESSENTIAL TRANSPORTATION 


YOU MUST SELL ALL TIRES OVER FIVE TO THE 
GOVERIMHENT BEFORE MOVEMBER 7: n 


+ THs CHART TELLS YOU WHAT THRES You Cam ory 


> = os ieee 


YOU MUST FILE A TIRE RECORD FORM 
WITH YOUR LOCAL RATIONING BOARD == |---| —- 
‘ 


YOUR ESSENTIAL MILEAGE STATUS WILL 


YOUR ESSENTIAL MILEAGE STATUS WILL ALSO ee ee oe eee 
anne 


ears Aaaa= 


YOUR REGULAR "U.S: Bee Gewerwn wen 


= me see! 
wan ger earns 
rat 


ere ee 


2o7 Cie f 


UNITED STATES RUBBER eoman 


At left (D) and above (E) are examples 
of current U. S. advertising, in which 
morale and information themes are heav 
ily stressed. Now the company's adver- 
tising has completely ‘gone to war.’ 


It was also quoted verbatim by at 
least four nationally heard radio 
commentators and we are told it 
was actually used from five or six 
real pulpits. All of this occurred 


without the slightest action on ou! 
part, as we made no use of it what- 
ever as a_ publicity 
advertisement was owe of a series 
of similar type which were run first 


release. This 


Macon, Ga. and Trading Territory 


2° In 


Nation 


See Forbes Magazine, August, 1942 


Macon, Georgia Has Plenty People and Money 


500,000 Population 


Macon is 


one of two Georgia 


markets with 500,000 population. 


Buying 
Greater by 64.92% 


Every body is working—Everybody 
is buying in Macon, Georgia. 


a ee 


MORNING 


acon | Telegraph ‘ 
~The Macon News” 


EVENING © 


Income 


gil 


wntuin 
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| 
in the newspapers nationally in 
order to take advantage of the ele- 
ment of timeliness—and appeared 
in magazines later. 

“Advertisement ‘E’ is also a na- 

tional newspaper advertisement and | 
carried local dealer names. We con- | 
sider it product advertising, since a 
part of it features the merchandise 
and service our dealers can deliver. 
The main part of the advertisemeni 
gives a clear and accurate picture 
of the mileage rationing plan. This 
we felt, was a service to the motor- 
ing public and to the government. 
Many local rationing boards and at 
least three regional OPA rationing 
lirectors have asked for and been 
upplied with copies of the ad to 
ise throughout their district. Reac- | 
tion from the public was almost | 
nstantaneous and was extremely 
favorable. 


Will Continue This Theme 


“Our intention for 1943 is to con- 
tinue a type of both institutional 
and product advertising which will 
be built on service, as we feel that 
the public need and desire is for 
helpful advice and guidance and 
occasional inspiration. 

“Back of our wartime advertising 
is the thought that as the war con- 
tinues and manufacture of our 
civilian products remains limited o1 
impossible, it becomes increasingly | 
difficult to keep product trade names | 
alive. On the other hand, if we 
can continue to build friendliness | 
toward and reliance on the name of | 
the United States Rubber Company, | 
because of human, friendly, and | 
helpful messages, then it will not be | 
difficult to reintroduce those names 
when the war ends.” 


Marketing Men 
Doing Muchon 
Postwar Planning 


“Immediately after becoming 
president of the American Market- 
ing Association, I appointed a Com- 
mittee on Planning in Marketing | 
with the instructions that the em- 
phasis be placed on planning for 
marketing in the postwar period,” 
Vergil D. Reed, now serving with | 
the War Production Board in Wash- | 
ington, reports. “This committee has 
been extremely active and I think 
has made a very worth while contri- | 
bution, the members having met | 
several times, giving their entire 
Sundays to the work. The members | 
of this committee are all deeply 
engrossed in postwar marketing 
problems and are associated either 
with companies or with other or- 
ganizations that will continue to| 
delve deeply into the subject. It is 
my hope that this committee will be | 
continued ‘for the duration’ and} 
after the war, with the thought in| 
mind that the important thing is not 
one so much of working out a de- 
tailed plan as it is the ‘jelling’ of 
thought and the direction of a con- 
tructive approach to the problems. 

“The members of this committee 


| 


re Ross Cunningham, chairman, 

Howard T. Hovde, Wroe Alderson, | 

V. H. Pelz, Donald R. G. Cowan, 

\rthur C. Nielsen and Arthur R.| 

Upgren. 
‘A high percentage of members 
the American Marketing Asso- 
ition is in the direct war effort 
the government, either as full- | 
ne employes or as consultants, but 
course, although this has been 
1 will be officially encouraged, 
represents largely individual 
vice rather than the organization 
elf. 


Many in Government Posts 


I have offered the services of our 
embership to various government 
encies in a consulting capacity 
i in many cases this has resulted 
members of the association being 
led in for consulting work on 
portant programs. In fact, al- 
ugh I have not made a definite 
ulation, I would say that prob- 
ly half of the membership is 


ociated with the government war 
fort in one way or another. 

“A list of the members was sent 
all interested government agen- 


cies and in many cases I have been 
consulted by federal officials con- 
cerning the abilities of individual 
members for particular jobs. 


“I know of no war agency that) 


does not have among its staff mem- 
bers of the American Marketing 
Association. This ranges from one 
of our vice-presidents, now in Vene- 
zuela, through the whole gamut of 
BEW, WPB, OPA, Department of 
Commerce, Lend-Lease, the Com- 
mittee for Economic Development 
(non - governmental), Interstate 
Commerce, Federal Trade Commis- 
sion and on ad infinitum. 

“In addition, the association has 
encouraged all types of research 
directed toward the solution of war 
and postwar problems and members 
have contributed a wide range of 


articles during the year to busi- 
ness and professional journals bear- 
ing on war problems.” 


NAEA Sponsors Two 


War Projects, Aids 
with Many Others 


Two major efforts to assist the 
war program of the United States 
government have been undertaken 
by the Newspaper Advertising Ex- 
ecutives Association in 1942, accord- 
ing to William Ellyson Jr., presi- 
dent of the association. The first 


of these endeavored to help the Of- 
fice of Price Administration to se- 
cure more cooperation from retail- 
ers for their price ceilings. 

“In midsummer of this year it 
became apparent that the public had 
accepted the, price ceilings which 
had been decreed in the late spring 
as a matter of course, and had pre- 
sumed that the retailers with whom 
they were dealing were observing 
these regulations,” he says. “It was 
also apparent that while the major- 
ity of these retailers were doing as 
they were supposed to do, a large 
number were not conforming due to 
ignorance, careless operation § or 
other causes. This latter group 
gave every indication of persistence 
in their mishandling of the situa- 
tion because the public seemed to 


be uninterested and no adequate 
police organization had been set up 
by the government. 


Detailed Plan Developed 


“Under the chairmanship of Don 
Bernard, of the Washington Post, 
the association organized a _ price 
ceiling promotion campaign includ- 
ag not only all of its members, but 
also the members of other newspa- 
per groups who were invited to co- 
operate. A presentation was pre- 
pared and printed by the govern- 
ment which went to all of these 
newspapers. Its purpose was to 


demonstrate to the retailer why his 


selfish and patriotic interests dic- 
tated that he uphold the price ceiling 
regulations, and why also he should 


promote the fact in his publicity 


Independent 
WORLD NEWS COVERAGE 


> From its organization in 1907 the United Press has gathered world- 


wide news from its independent sources, from its own American-trained 


correspondents. Likewise 


since 


news abroad in a constantly growing volume. 


this date it has distributed American 


> Such barriers as existed to free and independent news gathering 


and distribution throughout the world were leveled by the U. P. very 


shortly after its organization. The result was a revolution in world 


news-gathering and distributing methods. 


> Since 1907, the news of the North American continent has been dis- 


tributed to newspapers in foreign countries via cable and wireless by 


the United Press. 


>» The United Press began the sale of world news to the newspapers of 


Latin America in 1916, more than two years prior to any attempt by 


any other American news agency to operate in that field which there- 


tofore had been monopolized by the Havas Agency. 


p> United Press newspapers never have been dependent for their world 


news coverage on the propagandized and often nationally biased services 


furnished by Reuters (British), Havas (French), or Wolff (German). 


NOW AS 


ALWAYS 


The World’s Best Coverage of the World’s Biggest News 


by UNITE 


D PRESS 
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that he was upholding these regula- | 
tions so that it would set an example 
to others. This effort appeared not | 
only to have done the job that was 
planned for it, but also to have pro- 
tected the retail industry to an im- 
portant degree from more stringent | 
corrective measures by OPA. In No- 
vember we received formal thanks 
from Leon Henderson for our work 
and considered that this part of 
our job had been completed. 
“Simultaneously the Association 
set up a War Bond Advertising 
Committee, which met in Baltimore 
on Nov. 16, under the chairman- 
ship of Col. Leroy W. Herron, of the 
Washington Star, with officials of 
the war bond promotion staff of the | 
Treasury Department. At the re- 
quest of the Treasury it is the pur- 
pose of this committee to aid in the 
planning and the devising of news- 
paper advertising for this impor- 
tant war function. It is quite prob- 
able that an increasingly important 
role will be taken by this group. 


Helps Many Others 


“Aside from these two specific ac- 
tivities, the NAEA at its two meet- 
ings in 1942 featured exhibits of 
war purpose advertising and after 
the meetings reprinted in booklet 
form the exhibits submitted. These 
unquestionably gave impetus to the 
reproduction on a wider scale of the 
material. 

“Further, these meetings were | 
used as sounding-boards for all of 
the other newspaper advertising an- 
gles of the war program that gov- 
ernmental and semi-official groups 
wanted newspaper staffs to interest 


NATIONAL DEFENSE—AND WAR WORK IN HARVESTER COPY 


PROVED ALL WAYS for Come tothe meay/ 


Ep BROAD HIGHWAY of business as-usual is tempo- 
tarily closed—Americans have taken to the great 
detour A National Defense. lt is a hard oew way, and 
po man can say what wilderness we may traverse before 
we emerge again upon the open road 

Men and their machines face new endurances, new 
sacrifices. And as we go forth tw meet this challenge 
that is not of our choosing, we shall hind also mew accom 
Plichbments, mew victories. We travel into wilderness, but 
our route is the right-of way to America’s destiny 

Americans are proud of the American character They 
believe it to be sound and deep beyond the needs of this 
emergency and well they know it is not on life's 
four lane highways that character is molded 

Since the days of the pioneers the heart and sinew, 
the spirit and the soul, of this nation have been nour 


TO KEEP THE BATTLE MACHINES SLUGGING 


To Serve The Battle Line 


Harvester Men Form Maint B 


weed on com 


ished om the detours. Hard work has made its people 
strong. As we judge by the past, we may know that we 
shall gain again by seving’ wheels off beaten paths to 
merner ground 


paired 


air the wounded 


As with men, so with machines! In the scene above 
one of the Army's INTERNATIONAL 6-wheel-drive 
214 -ton trucks rides the twist course at the Interne 
tional proving ground. Brawa and character are bred 
into @ truck—not on the broad and finished highway 
but on such a “detour” as this, where « routine hour of 


whom mechanics ts 

Army Ordnance. in 
torture packs more punishment than many trucks meet 
in a working lifetume Por the miluary and civilian meeds 
of the mation, Internationals, now as always, are proved 
all ways jor COME WHAT May! 


INTERNATIONAL Harvester ComPANY 
180 North Michigan Avenue Chicago, Mhaois 


TRILL CACLP ERG Gn oINTERNATIONAL HARVESTER 
LEG ERE RIE EN ST AG EE EN EK TT MNT 


A prophetic meaning was worked into the International Harvester Co. advertisement at the left. In magazines and farm 
papers before Pearl Harbor, it pointed to the “great detour" ahead. A year later, Harvester in the copy at the right fea- 
tures the maintenance battalion recruited entirely from the ranks of its own personnel. 


tude of the men now in held training 


IGHTING MACHINES, like soldiers, job and assumed the expense. Within 
Freee battle casualties Tanks. trucks. two weeks the enlistment quota was 
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1942 Business 
Year Bound 
to Be Good 


According to the 


port of the Unive 
Bureau of Busin 


“Nebras 7 
increase in busine 
1939 and the increase, 
will prove 
1942.” reports the 

Reason 


Expansion 
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“Cash income 
from li 
ucts for the first 

of this year } 

larger than the 
riod in 1929. The 
s and increase 


price 
to favorable 


due 
tions are 
“Industrial 
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This may be 
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Reprinted from 


Omaha World-Herald 
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in business 
d industry 1s re- 
r this expansion. 
port includes: 

from crops and 
stock prod- 
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pe- 
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ex- 


istries 
i from the 


ower in the 


wer consumed 1n indus- Net Paid Circulation, November, 1942 


In this great and growing market of 82,500 
square miles, populated by nearly one and one 
half million able-to-buy people. . .The Omaha 
World-Herald is the only metropolitan news- 
paper. Read by nearly every other family, The 
Omaha World-Herald is positively the lowest 
cost advertising medium available in this area. 
Be sure to investigate completely before placing 
any advertising schedule. 


20°. to 100°) Coverage in 76 Out of 103 Coun- 
ties Daily. . . . 77 Out of 103 Counties Sunday! 


.-- 193.066 Daily; 186.344 Sunday. 


The Omaha 
World-Herald, Nov. 


t0, 19452 


The Midwest's COMPLETE Newspaper 


Owners and Operators of Radio Station KOWH 


National Advertising Representatives—O'Mara & Ormsbee. Inc. 


themselves in. Dr. Miller McClin- 
tock, of the Advertising Council, 
spoke at both meetings along this 
line. The Treasury Department was 
also represented. Recruiting, salv- 
age efforts and the like were dis- 
cussed. All of this material as pre- 
sented at the meetings was reprinted 
and sent to the complete list of 
membership of the association. 

“To summarize, the NAEA put 
its shoulder to the wheel on two 
major efforts relative to the war and 
endeavored to perform every addi- 
tional task that 1942 seemed to pre- 
sent as an opportunity to help win 
the war.” 


Magazines Doing 
Impressive Job 
on Morale Front 


Utilizing as their “platform for 
1942” the six basic themes enunci- 
ated by President Roosevelt as 
pointing the way toward a better 
understanding of the war, the coun- 
try’s magazines have made inestim- 
able contributions to the war effort 
on the psychological and morale 
fronts, with members of the Peri- 
odical Publishers’ Association and 
of the National Publishers Associa- 
tion devoting a major portion of 
their editorial space to various 
phases of the war effort. 

The six points laid down by 
| President Roosevelt in his Jan. 6 
| speech were these: 

1. The issues—what we are 
fighting for why we fight. 

2. The enemy—the nature of our 


adversary ... whom we fight. 
3. The United Nations and peo- 
ples—our brothers in arms... with 


whom we are allied in fighting. 

4. Work and _ production—th« 
war at home... how each of us 
can fight. 

5. Sacrifice—what we must give 
up to win the fight. 

6. The fighting forces—the job 
of the fighting man at the front 


Where Magazines Fit 


“It was obvious then, and it is 
more so now,” says Frank Braucher, 
president, Periodical Publishers’ As- 
sociation, “that in order to win a 
fight the people must know what is 
being fought for and must be solidly 
united in the common cause. In 
accomplishing these two objective: 
the national magazines have been a 
powerful force. For over 40 years 
they have been instruments for the 
diffusion of thoughts and ideas na- 
tionally and as a unifying force 
have stood alone. So when war 
came, the national magazines were 
ready at hand, without change of 
pace or artificial stimulation to fol- 
low their tradition of not only tell- 
ing why, but telling how. 

“As a concrete and purely physi- 
cal example of the magazine effort, 
a recent survey showed that be- 
tween 48 and 50% of the non-fiction 
editorial matter in a sizable list of 
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ADVERTISING AGE 


45 


| 
magazines was devoted to the war/| for telling me that your group will 


theme. 


of our association adopted a resolu- 


If fiction could be accu-| be glad to furnish the typography tion declaring that the association is 


rately evaluated, this figure would|for the magazine war campaign,’ unequivocally in favor of the most 


run as high as 65%. 


Mr. Gamble says. ‘I note that this | vigorous prosecution of the war to 


“If there were not national maga-| is action of your New York Group; a decisive victory; that we stand 


zines as we know them in this coun- 


also your assurance that if typog-| ready to render any assistance to 
try, the government would unques- | raphy 


is required by agencies in our government for the victorious 


tionably be spending millions of | other cities where you have mem-_ outcome of this war, both as a trade 
dollars to produce something simi-| bers, their services will be equally association and as individuals!” 
lar. Of course, the substitute would | forthcoming. This is a very fine 

not be the same thing and would be! contribution on the part of your 

necessarily weaker because it would | industry, paralleling that of the 


be propaganda as opposed to the de- | magazines and the advertising agen- Utilities Admen 


tached point of view which the na-| cies, and we hope that of the other 


tional magazine editor has brought] interested groups as well. It is Develop 3-Point 


to the dissemination and interpreta-| much appreciated.’ 


“We are also affiliated with the Wartime Program 


tion of the issues as laid down by 
the President.” 


Active Over Wide Area 


National magazines have been in | 


~ 


Advertising Council, and are giving 
| this body all possible assistance. 


“It would take an army of statis- 


“At our annual meeting held at ticians to give you any definite esti- 


| Cleveland, Sept. 17, the members mate of the amount of advertising 


space, time or creative effort which 
members of the Public Utilities Ad- 
vertising Association have con- 
tributed to various war campaigns,” 
Clara Zillessen, president of the as- 
sociation and advertising manager 
of Philadelphia Electric Company, 
says. 

“I can say, however, that our as- 
sociation is probably 95% effective 
in voluntary contributions on the 
part of its individual members in 
the various phases of war work, be- 
cause most public utilities are doing 
outstanding civic jobs in these mat- 
ters.” 


Three Victory Activities 


“At a meeting of our executive 
board on Nov. 18, it was resolved 
that our effort be concentrated on 


these three points: Informing our 
customers what we are doing in 
supplying services to war industries 
and what that means; putting our 
weight behind the sale of war bonds 
and stamps, Red Cross, salvage, 
Civilian Defense drives, etc.; empha- 
sizing the story of proper nutrition 
to all our customers, and giving help 
in the care and use of gas and elec- 
tric appliances for the duration. 

“You can sum it up by saying 
that the majority of individual ad- 
vertising people in the PUAA are 
definitely making important per- 
sonal contributions to the war effort, 
and that the advertising of com- 
panies they represent is now prac- 
tically concerned wholly with the 
three victory § activities outlined 
above.” 


the forefront of explaining and in- | 
terpreting the war and the disloca- | 
tions which have been caused by 
the war. For example, the women’s 
magazines have rendered invaluable 
service to the public by not only 
interpreting food, health and other | 
wartime problems, but also in of- 
fering concrete, practical sugges- | 
tions for overcoming food shortages 
in certain categories, more practical 
planning of meals, etc. 

Magazines have not only devoted 
vast amounts of editorial and ad-| 
vertising space to the six major 
points outlined above, but as part 
of this psychological-front warfare 
have carried free space—both edi- 
torial and advertising—for the USO 
and the Red Cross. In February, 23 
national magazines affiliated with 
the National Publishers Association 
will do a special editorial job on 
rationing at the request of OPA, | 
supplying a total of 55,000,000 cir- 
culation for this informative, essen- 
tial work. Total circulation of aud- 
ited magazines with paid circula- 
tions is in excess of 110,000,000 
copies monthly, reaching 84% of | 
the population. 

The National Publishers Associa- 
tion and the Periodical Publishers 
Association have also cooperated in 
the development of an antagrated | 
advertising campaign, developed in 
conjunction with various govern- | 
ment agencies and the Advertising | 
Council, under which a series of | 
full-page advertisements are sched- | 
uled to appear shortly in hundreds | 
of magazines, farm papers and busi- | 
ness papers. | 


| 


Pane es 


Typographers Give 
Their Services to 


War Promotions | 
“The main activity of our mem- | 
bership as an organization has been | 
the contribution of the typography | 
and the services of our plants in 
connection with various of the cam- 
paigns,” Albert Abrahams, executive | 
secretary, Advertising Typographers | 
Association of America, declared. | 
“When the United Service Organ- | 
izations was conceived and its first | 
publicity campaign initiated in May, | 
1941, the American Association of 
Advertising Agencies asked our co- 
operation in contributing gratuitous- 
ly the typography and service re- | 
quired by this campaign. This was | 
cheerfully contributed by our mem- | 
bers and totaled many thousands | 
of dollars. In the second campaign, | 
nitiated in May, 1942, our members 
vere again requested to contribute | 
the type-setting and service at cost. 
Needless to say, our members again | 
were happy to make this contribu- | 
tion—and I wish to emphasize that | 
practically every case the cost 
payment received was donated back | 
to the USO. 
“Recently the Four A’s called our 


ittention to the contemplated maga- Fie ; oe, a THE ASSOCIATED BUSINESS PAPERS 
ne campaign whereby all maga- | @ : 


nes and periodicals would donate 
pace for advertising in behalf of 
the war effort. The members of our | 
‘ssociation all over the country | 
again agreed wholeheartedly to fur- 


 - 


Cn ae a ee ae ee Le Re eR Te 


wt 
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rr. 


nish the typography for this large | § 


ampaign gratuitously as a contri- 
ution to the war effort. 


“A letter from Frederic R. Gam- | 


le, managing director of the Amer- | § 


can Association of Advertising | § 


\gencies, indicates what this group || 


‘hinks of our efforts. “Thank you | “3 


“READER INTEREST” 


IN WAR-TIME ADVERTISING 


Third Supplement to ”A Guide to Effective War-Time Advertising” 


Shows Advertising thot Business Paper Readers Applaud 


Pee ee SE Oe . 


HE business paper reader today is acutely aware of the value of the 

time he spends searching through his “bible” for helpful ideas. For 
his money, the only advertising that is helping to fight the war is that 
which helps him solve his war-time problems. And for your money, ad- 
vertising that helps with current problems is the kind that will do the 
most effective job of building a sound foundation for future business. 


Readers Spot ‘’Phonies”’ 
Our recent field work reveals that business paper readers appreciate the 
trend to instructive, informative copy. However, as may be expected, 
the readers spot phonies much faster than we do. They know when the 
ad really aims at a current problem, or when it is based on guesswork. 


Should be Based on Field Work 

The closer we get to this picture, the more thoroughly convinced we 
become that advertising, to be as war-useful as possible, should be based 
on an up-to-the-minute, first-hand picture of those reader-problems which 
can, in any way, be solved or alleviated by the advertiser. Good field work 
today, as in peace-time, helps achieve maximum economy, too! (Its cost 
is less than the ad preparation and the space, yet it can multiply the return 
on those greater investments many times over. ) 

Checking among advertisers proved time and again that the ads which 
the readers tell us they like and which produced the greatest value to the 
advertiser, were firmly rooted in field research. 

Few of the ads in the third Supplement demonstrate any new objectives 
not previously covered in the main section of the “Guide” or in earlier 
Supplements. Most of them, however, show what kind of copy results 
when the advertiser takes the pains to find out what the readers are up 
against; then develops ads that will help. 

In some instances, we are able to report exactly what kind of field work 
provided the meat of the ads. 


“Think-Starters”’ 


May we remind you: This “War Album” is not offered as the u hole 
answer to any advertiser's particular problems. It is simply a “think- 
starter,”’ a collection of ads of the sort which readers like because they 
transmit useful information from where it is to where it is needed. 

In studying them you may find the clue to an idea that will help you 
intensify the usefulness of your own advertising to your customers, to 
your nation, and to your company. You will automatically receive the 
third Supplement if you have already requested and received a copy of 
the “Guide.” If you haven't, just check Box No. 3, and mail the coupon. 

You might get an idea that would help us improve our Supplements. 
We'd appreciate any suggestions you care to make. 


* * * 


Men who spend most of their time doing field work upon which current 
advertising is based, have helped us put together a simple check-list of 
five points which they claim are vitally important to keep in mind if the 
real problems of your customers are sought. You will find this check-list 
on Pages 194 and 195 of the third Supplement to the “Guide.” 


“y . Oe ee 


to sell.” 


TWO MORE ‘WAR ALBUMS” 


AN ADVERTISING MANAGER'S OWN 
“We No Longer Need To Advertise .. . If It is 
the best example we've seen so far of a simple way to 
show company heads, specifically, and by example, exactly 
why they should authorize advertising expenditures today. 
This replica of a simple presentation prepared by Richard 
Hayes, Advertising Manager of the Okonite Company, is a 
most practical tool in the hands of an advertising man who's 
faced with the problem of demonstrating why a company 
should keep on advertising at a time when it has “nothing 


SPECIAL REPORT TO CONSUMER-GOODS MANUFAC- 

TURERS. “How You Can Help Your Retailers Solve 

Their War-Time Problems!” We realize that one of 
the most difhcult advertising problems rising out of the war 
is that of the consumer-goods manufacturer whose ability to 
supply his retailers has been curtailed or stopped. Yet some 
have found ways to convert their merchandising paper adver- 
tising to war-usefulness just as effectively as they have con- 
verted their plants to war production. 


This study is a report of recent visits with retailers, and of 
the methods of advertisers who have found ways to make their 
advertising helpful to business paper readers at a time when 
help is so desperately needed. It lists for your convenience a 
number of war-time problems that retailers told us about. 
It shows, by example, how successful consumer-goods manu- 
facturers are publishing the kind of helpful information that 
will unquestionably give them a competitive advantage after 
the war. It reports, too, what Washington officials like Thur- 
man Arnold and Leon Henderson say about the valid services 
which advertising can perform today. 


“WAR ALBUM.” 


A national association of business publica- 
tions devoted to increasing their usefulness _ 
_ to their subscribers and helping advertis- 
ers get a bigger return on their investment. 


2 
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* * 
* THE ASSOCIATED BUSINESS PAPERS * 
* Room 2400, 369 Lexington Avenue, New York City * 
* Please send me, without obligation, my free copies of the * 
* A.B.P."W AR ALBUMS" checked below. * 
* ~~) 1 An Advertising |2 Special Report 3. "A Guide to * 
* | Monager’s Own toConsumer-Goods Effective Wor-Time * 
* __) “Wer Album.” Manufacturers. __J Advertising.” * 
* * 
* NAME_ * 
* COMPANY nd 
* * 
— POSITION * 
* STREFT. CITY & STATI * 
* * 
* * 
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Progress in preparing planned campaigns to inform and educate the public of 

war requirements for manpower, transportation, conservation, rationing, bond 

sales and other problems is reported on this board, hub of the planning activities 

of the OWI bureau of campaians. Master plans, prepared by this bureau, guide 
the releases for radio, press, films, periodicals and other media. 
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Centralized planning and tim- 
ing of domestic war informa- 
tion has been one of the most 
important steps taken by 
Elmer Davis as director of the 
Office of War Information. 
Emanating from OWI’s press 
room and bureaus in the huge 
Social Security building in 
Washington are two general 
types of information — (1) 
Spot news, reported by sev- 
eral hundred Washington 
newspaper, periodical, radio, 
and business paper correspon- 
dents, is generally released 
as it breaks unless military 
security requires delay. (2) 
Government messages, _ di- 
rected to secure the fullest 
participation of the public in 
the war effort, are carefully 
planned for maximum effec- 
tiveness. 

In coordinating the flow of 
government appeals for war 
bond sales, salvage, rationing, 
sharing, civilian defense and 
other messages, OWI acts both 
as a planning agency and as a 
“traffic cop.”’ Central planning 
of the government’s domestic 
information appeals is in the 
hands of the OWI bureau of 
campaigns, which supervises 
the planning of each govern- 
ment information campaign, 
and coordinates the efforts of 
other information § divisions. 
The photographs on this page 
illustrate the workings of the 
bureau of campaigns and its 
relationship to other OWI 
branches. 


Advertising Men Plan U. S. 
War Information Strategy 


Chief of the entire domestic branch of OWI is Gardner Cowles Jr., publisher 
of Look and the Des Moines Register-Tribune and president of the lowa Broad- 
casting System before he was summoned to Washington by Elmer Davis. Here 
Mr. Cowles (center) discusses a transit poster with H. Andrew Dudley, deputy 
chief, and Ken R. Dyke, chief of the OWI bureau of campaigns. Mr. Dudley 
was consumer sales manager of the Wm. Wrigley Jr. Company before coming 


Working on plans for the national manpower campaign are OWI also coordinates the creation and release of posters 
(left to right) Ken Beirn, campaign manager; Ted Repplier, distributed through a variety of channels. Here J. R. Flem- 
chief of campaigns of the War Manpower Commission; W. ing (right), chief of the bureau of publications and graphics, 
D. Laurie Jr., and Dr. Herman S. Hettinger of the bureau of discusses a new layout with an OW! artist. Mr. Fleming's 
campaigns. Mr. Beirn was an account executive with Pedlar bureau also supplies national periodicals with monthly guides 
& Ryan, Mr. Repplier an executive of Young & Rubicam, and incorporating the various themes of the campaigns bureau's 
Mr. Laurie a copy writer for Maxon, Inc., Detroit. Dr. Het- drives, and edits the speeches of various government admin- 
tinger was professor of marketing at Wharton School of istrators to ferret out discrepancies that might prove con- 


Finance, and a radio research consultant. 


Lowell Mellett, White House secretary, 
and former director of the Office of 
Government Reports, now a part of 
the office of War Infgrmation, is 


charged with the duty of supervising The press conference plays an important part in answering the specialized queries of 

the government's use of theatrical, com- newspaper and business paper correspondents, and in helping department heads 

mercial, advertising and educational provide the press with additional “background.” Elmer Davis drives home a point 
films. at a typical Wednesday morning session. 


fusing to the public. 


to Washington with the Army public relations staff. Mr. Dyke was sales promo- 
tion manager of NBC. 
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OWl's role of traffic cop has been most evident on the airlanes. Here William B. 
Lewis, chief of the radio bureau, discusses the allocation of radio time for a government 
campaign with Seymour Morris, agency contact, and Douglas Meservey, deputy chief. 
Requests for radio time and announcements for government and quasi-official agencies 
like the American Red Cross and the USO are channelized through the radio bureau. 
Network, spot, and local advertisers, as well as the networks and radio stations 
throughout the country, have donated several million dollars’ worth of time on the 
airlanes to spread various wartime appeals for the government. 


Even the timing and content of news releases is coordinated with the over-all cam 
paigns. Veteran newspaper, press association, and financial “desk men" edit news 
copy. More than 50 correspondents are assigned to OWI. Others cover such 
sources as State, War and Navy departments, the White House, and the Capitol. 
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Training Station, Great Lakes 2300. Lt. Com. C. G. Duffy, District Pub- 


. . / . Lt. G. E Reuter, radio. Chicago | lic Relations Officer, Room 248 Fed- Government Campaigns 
vertisin an S ul ] branch, Lt. R. C. McKee, 333 N. Mich-| eral Office Bldg ° 
a Ragas Andover 5130. Lt. P. H Office of Public Relations, United 
| Faust, radio 


,; : ) > s Jashington, itial inquiries on all advertisin 
Eleventh Naval District, San Diego, | States Marine Corps, Washingt Initial ing &g 


- Cal. D.C. matters relating to government 
to as Ing on ources Lt. Com. E. R. Anderson, District Phone—Brig. Gen. R. L. Deniz, 


campaigns should in general be ad- 


Public Relations Officer District | REpublic 7400, ext, 7386, CRoom 1006 aera i _ .. mistean 

Atlanta Publi Relation oft Lt.) Headquarters, San Diezo. Main 3871) Navy Annex, Arlington, Va.) ———— < = rlssane e . "This bu- 

é é é slic reli ons ce. 4 _ 20° a Me ; w . , ) _— . a n for nation. ris bu- 

Where to Go, Whom ©. A. Duncan, 504-10 Forsyth St. Eat. © ; — naan ~ ¥ ——7 l.t.| Office of Public Relations, United Office of War sap thor sctieaenel 

S Matt Seventh Naval District, Miami. mae i Ie tuee He ere States Coast Guard, Washington, eau publishes “copy platforms 

to See on atrers Lt. W. M. Pepper, District Public | radio. iia della ‘1D. Cc. outlining basic themes and time 

at. ° at. , . s ‘ A 1ré oo. . 

. . . . ‘ , i Pal , . 

Relations Officer, 1127 du Pont Bldg...) Pwelfth Naval District, San Fran-| Phone—Capt. Ellis Reed Hill, RE- | schedules on all government infor- 

Affecting Promotion Miami 9-3711—Ext. 206 Lt. M. By] ops; : : public 7400, ext $110, (Room 4407 mation campaigns affecting the war 
syro otographic. Ensig 3 “ti a aren : Southern Railway building, 1300 E * ' 

By HAL BURNETT pe ro aaas ee eee Seema te gh 2d stre et "XW Y on effort. For convenience of those 

saan taie be gm lic Relations Officer, Federal Office t* . 2 pee icc sigur haggis fc te 

—— ” | Bighth Naval District, New Orleans. | », ae TTT . O'Del Director of Public Relations, Working directly with the various 

This is a “where to go” and “how Bldg., Market 3828. Lt. J. D. O'Dell) te - - nie a oe eee 

to d “S499 dir to help advertis Com. James G. Stahlman, District | press and photographic. Lt. Com. L.: United States Maritime Commis- sgovernme nt agencies the appropri- 

o do it’ directory to help adverUs- | piniice Relations Officer, Federal) L. Lovette, radio and special events. | sion, Washington, D. C, ate campaigns and_ information 

rs and agencies make necessary pidg.. New Orleans, Raymond 426. Thirteenth Naval District, Seattle 


: chiefs are listed. 
ontacts with official Washington, Lt. A. G. Miller, radio. 


Lt. Com. Maynard B. Jones, District Mail—Mark (O'Dea, information di . " 
7 4 ; . ; ' : ‘ mpaigns, of 
x with the government’s regional Ninth Naval District, Great Lakes, | public Relations Officer, 1303) Ex- | rector War tale Pt Wa ‘hi one Cc 
i. ae ei Hl. change Bldg., Seneca 4352 Phone—Frank Reil, REpublie 6620 ar information, Washington, b. v. 
offices, with minimum confusion change Bld at . iN : 7 ‘ : a tae 
id delay. Mail inquiries should Lt. Com. Roger Q. White, District Fourteenth Naval District, Hono- | ext. 798, (Room 7424 Commerce build- Phone—Ken R. Dyke, chief, REpub- 
ar ° é is ’ + . - ._ 


Public Relations Officer, | S. Naval’ lulu ing, 14th & E. Street, NW.) lie 7500, ext. T2418, CRoom 5541, So- 
n general, be addressed to bureaus 
or divisions, because of turnover in 
personnel, and changes in addresses 
) and telephone extensions. 


Censorship 


Inquiries on the interpretation of i ef © 2 
the Code of Wartime Practice for a io 
press or for radio should, in gen- a ie, 7 -. ss 
eral, be addressed to the Office of : 
Censorship. Inquiries on disclosure 
of technical information, production | 
rates, etc., on specific contracts or 
on the use of military personnel, 
themes, or insignia should, in gen- 
eral, be addressed to the appropri- 
ate review branch of the Army or 
Navy bureau of public relations. 
Queries addressed to Censorship, | 
Army, or Navy will generally be | 
answered within 24 hours. Queries | 
on clearance of technical informa- | 
tion may take from three to four 
days. Army inquiries should gen- | 


‘ ye 


l URNING its facilities to the 
production of the only type of 


erally be addressed to Washington, | ee ee . 
Navy inquiries to the public rela- | ammunition” for which they _ 
tions, photographic, or radio officer | fitted, Thomson Symon Co. has 
of the nearest naval district. h . 
Office of Censorship, Apex a | syndicated 24-sheet poster designs 
ing, 6th & Pennsylvania, NW, Wash- . . * 
aon & ©. | in cooperation with the U.S. 
Mail—N. R. Howard, assistant al Treasury Department. Constant 
reetor, press division. — . 
Phone—Frank R. Tixhe, advertis. | additions are being made to the 
ing, business papers, EXecutive 3800, ° 
ext. 112 (24 hours). series. 
Mail—John H. Ryan, assistant di- | 
; rector, radio division. | 
Phone—Charter Heslip, radio divi- 


sion EXecutive 3800, ext. 112 (24 
hours). 

Review Branch, Bureau of Public | 
telations, War Department, Wash- | 
ington, D. C. 

Phone—Capt Richard PP. Powell, 

Epublic 6700, ext. 4804, (Room 2-D- 
A, Pentagon building, Arlington, 


R 
Va.) 
Radio Branch, Bureau of Public 
Relations, War Department, Wash- 
ington, D. C. 
Phone—Capt. Jack Harris, REpub- 
lic 6700, ext, 4788, (Room = 2-¢ 


SOS 
Pentagon building, Arlington, Va.) 
B. Review Section, Office of Public 
ad Relations, Navy Department, Wash- 
af ington, D. C., 
les Phone—Lt. Louis G. Shields, RE- 


public 7400, ext. 4134 or 5351, (Room 
1028 Navy building, 17th & Constitu- 
Ons tion, NW.) 

Radio Section, Office of Public 
Relations, Navy Department, Wash- 
ington, D. C. 

- Vhone—Mr. J. Harrison Hartley, | 
Republic 7400, ext. 5155. (Room 0106, | 


” ‘avy building, 17th & Constitution, 
a NW.) 
Naval District Public Relations - ++. and, as long as materials can be secured and 
Officers outdoor advertising continues to do its wartime job, 
ee ee a Thomson Symon Co. will continue to function as 
Relations Officer, 150 Causeway 


x 


reproduction specialists in the “short-run” field as 
well as a supply source for the quantity buyer. 


Capitol 6630—Ext. 169. Lt. Henry 
W. Lundquist (jg), radio. Lt. James 


photographi 


urth Naval District, Philadeiphia IN SINGLE COLOR OR FOUR COLOR PROCESS 

; Pree o aibaee Giudieee te theo 
SYMON CO. 
** INDIANA 

hie Baltimore zone office it. J 

ae SALES OFFICES . NEW YORK . CLEVELAND ° ATLANTA 


th Naval District, Charleston, 


I Roche (jz), photographik 
ird Naval District, New York 
Com, I A. Brown, District Pub- 
, I lations: Officer “0 Casren Lt 
142-747. Lt. 3. A. Dansig, radio. Lt MAPS ¢ MAMMOTH HALFTONES ¢ CHARTS 
l ‘ Jones 
1315 Walnut St., Pennypacker 


Ensign J. A. Adonizio, radio 
fth Naval District, Norfolk, Va 
t. Com. Wilson Starbuck, District 
! ic Relations Officer, Naval Oper- 
Base, Norfolk, Norfolk 28251 
—— 
s 


021. Lt. J. H. Sierer, radio. En- 


P. Paul Saunter Jt photo- T E R E H A U T E 


Com. Peyton T. Anderson Jr., 


pol Suter Basel Wide. Chartesten 25971. SPECIALISTS IN 24 SHEET REPRODUCTION IN QUANTITIES FROM TEN TO ONE THOUSAND 
- such L! F. B. Gilbreth, press and photo- 
spitol. e hic Ensign 8S A Byrd, radio 
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cial Security building, 4th & Inde- 
pendence, SW.) 

H. Andrew Dudley, deputy chief, 
REpublic 7500, ext. 6471. 

Herman 8S. Hettinger, campaign 


manager, REpublic 7500, ext. 75058. 


Kenneth Beirn, campaign manager, 


REpublic 7500, ext. 75058. 

Ruth West, retail consultant, RE- 
public 7500, ext. 75058. 

W. D. Laurie, Jr., REpublic 7500, 
ext. 71654. 


Office of Civilian Defense, Wash- 
ington, D. C. 

E. A. Sheridan, chief, Public Advice 
& Counsel section, REpublic 7500, ext. 


6352, (Room 1032, DuPont Circle 
building.) 
Phone—Truman T. Felt, press sec- 


tion, REpublic 7500, ext. 71164, (Room 
1019, DuPont Circle building.) 

Phone—Marvin Beers, radio section, 
REpublic 7500, ext. 71833, (Room 
1012, DuPont Circle building.) 

Training Section (use of insignia), 
Phone—Col. Augustine Janeway, RE- 
public 7500, ext. 6101, (Room 1118, 
DuPont Circle building.) 

Office of the Coordinator of Inter- 
American Affairs, Washington, D. C. 


Phone—Harold Elterich, REpublic 
7500, ext. 71530, (Room 3605 Com- 
merce building, 14th & E Streets, 
NW.) 


Office of Defense Health and Wel- 
fare Services, Washington, D. C. 
(National Nutrition Program) 

Phone—Mrs. Zilpha Franklin, Act- 
ing Information Director, REpublic 
6530, ext. 2341, (Room 5629, Social 
Security building, 4th & Independence 
streets, SW.) 

Office of Defense Transportation, 
Washington, D. C. 


Phone—Paul H. Bolton, Chief, 
Campaigns Section, REpublie 7500, 
ext. 4316, (Room 1233 Postoffice De- 
partment building, 12th & Pennsyl- 


vania avenues, NW.) 

Office of Petroleum Administra- 
tor for War, Washington, D. C. 

Gordon M. Sessions, 
lic Relations division, 
ext. 2621, (Room 7515, So. Interior 
building, 18th & C streets, NW.) 

Office of Price Administration, 
Washington, D. C. 


director, Pub- 
REpublic 1820, 


Ralph R. Hotchkiss, acting chief, 
news and trade services branch, Press 
and Campaigns division, (Room 3311, 
Census Bldg., REpublic 7500, ext. 
71311. 

Phone—Barton A. Cummings, Di- 
rector, Campaigns Branch, REpublic 
7500, ext. 5988, (Room 3307, Census 
building, 2nd & D streets, SW.) 


U. S. Department of Agriculture, 


New A.C.A. Directory 


READY IN DECEMBER 


A quarterly pub- 
lication showing 
the work of free- 
lance artists, to- 
gether with their 
names and ad- 
dresses. A great 
variety of select 
ed art talent for 
the art buyer 


ORDER NOW! ou, wreoge rm 


four volvable copies 


ASSOCIATED CHICAGO ARTISTS, INC. 


Dept. AA, 640 NORTH MICHIGAN AVE. CHICAGO, ILL 


ADVERTISING'S TALENTS AND TECHNIQUES MARSHALLED FOR TOTAL WAR 
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PREVENT FOREST FIRES! 


The multitude of informational jobs deemed essential by Washington in order to weld the nation's civilian economy into the 
pattern of total war has afforded an unprecedented opportunity for the use of advertising'’s proved powers of persuasion 
and education. With the Advertising Council as a major rallying point for eager volunteers, the wartime contributions of 


advertisers, agencies and media cover the broad expanse of new living and working conditions for all U. S. citizens. 
produced here are but a few of the activities in which advertising has played a major role. 


Re- 
Advertising men have par- 


ticipated actively in the planning and execution of the Treasury's vast bond promotions. When the War Production Board 
spotlighted the urgent need for organized scrap and fat salvage campaigns, the Advertising Council went into action. 
Both drives were underwritten by private industry. A group of West Coast agencies, also lined up under the council 
banner, executed a successful campaign for the Department of Agriculture in the field of forest fire prevention, and the 
project is up for renewed treatment in 1943. Other activities on the council docket include campaigns dealing with auto- 
motive conservation, general rationing, manpower conservation and civilian morale. 


(Office of Food Administrator for 
War) Washington, D. C. 

Morse Salisbury, Director of Infor- 
mation, REpublic 4142, ext. 5247, 
(Room 402, Administration building, 
14th & Independence, SW.) 

War Manpower Commission, 
Washington, D. C. 

Phone—Phillip§ 8. 
rector, Information 
lic 6530, ext. 2413, (Room 
Security building, 4th & 
ence streets, SW.) 

Phone—Frederick W. Wile, 
tant Director, REpublie 
2136, (Room 6644, Social 
building.) 

Phone—Ted Repplier, Campaigns 
Director, REpublic 6530, ext. 3421, 
(Room 5644, Social Security building.) 

War Production Board, Washing- 
ton, D. C., 


Broughton, Di- 
Service, REpub- 
5634, Social 

Independ- 


Assis- 
6530, ext. 
Security 


Phone—Robert R. Ferry, Chief, 
Campaigns & Media Branch, Division 
of Information, REpublic 7500, ext. 
6266, (Room 5640, Social Security 
building, 4th & Independence, SW.) 

Harold R. Stone, deputy chief, RE- 


public 7500, ext. 6266. 
Ned Evans, campaign manager, 
War Production drive, typewriter 


procurement, REpublie 7500, ext. 5834. 
Lorin B. Smith, campaign manager, 
Inventory control, Material redistri- 


bution, REpublie 7500, ext, 5989. 

Joel Hammill, radio, REpublic 7500, 
ext. 74647. 

Monroe Greenthal, films, REpubliec 
7500, ext. 74103. 

Charles P. Tyler, salvage, conserva- 
tion, REpublice 7500, ext. 72385, (Gas 
& Light building, llth & H streets, 
NW.) 


Industry Trends 


Major problems affecting national 
advertising during 1943 include or- 
ders for concentration of production 
of certain products, especially con- 
sumers’ durable goods in “nucleus” 
plants; orders aimed to limit un- 
necessary “cross-hauling” and ex- 
cessive transportation of goods; and 
orders requiring simplification and 
standardization of goods to save 
materials and manpewer. Although 
these major problems may be 
studied primarily by the WPB 
Office of Civilian Supply, the WPB 
/conservation division, the Office of 


Sa a — 


|Defense Transportation, and the 
Office of Price Administration, final 
studies and action will rest with the 
various industry operations 
branches of the War Production 
Board. Information on erders in 
force should be secured from WPB 
field offices, listed under United 
States Government in the telephone 
directories of major cities. Infor- 
mation on forthcoming develop- 
ments can generally be obtained 
from the editors of business papers 
and the secretaries of trade asso- 
ciations serving each technical and 
industrial field. 


Printing and Publishing 
Supplies 


The printing and_ publishing 
branch of the War Productio: 
Board maintains a close check o) 
supplies of printing papers, ink 
metals and other supplies used i: 
the printing and publishing indus- 
tries. Key personnel includes: 

William G. Chandler, chief, Print 
ing & Publishing Branch, War Pro 
duction Board, Washington, D. C. 

Phone—William G. Chandler, RE 
public 7500, ext. 5785, (Room H-3 
Temporary E, 4th & Adams driv« 
Sw.) 

Phone—E., W. 
REpublic 7500, 

Phone—W. J. 
REpublie 7500, 


Palmer, deputy chief 
ext. 5785. 
Risley Jr., asst. chief 
ext. 2500. 


Postwar Planning 


Research on postwar markets and 
distribution is centered in three 
agencies of government — Com- 
merce, Labor, and the National Re- 
sources Planning Board, the latte: 
a part of the Executive Office of 
the President. The bureau of labo: 
statistics of the Department of La- 
bor is concerned primarily with 
planning and training for full em- 
ployment and for rapid re-employ- 
ment of service men and war work- 
ers. The Department of Commerce's 
Bureau of Foreign and Domestic 
Commerce, and the quasi-official 
Committee on Economic Develop- 
ment it has sponsored, are con- 
cerned primarily with gathering in- 
formation that will help individual 
business concerns, industries and 
communities plan for full employ- 
ment. The National Resources Plan- 
ning Board is engaged in long-range 
studies to guide the President in his 
legislative program for postwar 
reconstruction. The Twentieth Cen- 
tury Fund, endowed by the late 
Edward Filene, is recording public 
and private activities in this field, 
as well as publishing studies of its 
own. 

National Resources Planning 
Board, Washington, D. C. 

Phone—Charles W. Eliot, 
Executive 3300, ext. 316, 


director 
(Room 220, 


éé 


POWER: 
PROGRAMS: 


POPULATION: 


WO C) ) Grand Rapids 


Unsurpassed by any station in out-state Michigan! 


No other station in America can top the WOOD 
schedule from RED, BLUE and Michigan Radio Network! 


Home county has more than 2! 2 times the popu- 


lation, buying power and radio homes of 
any other county in all of western Michigan! 
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State Department 
Pennsylvania, NW.) 
Committee on Economic Develop- 
ment, c/o Department of Commerce, | 
Washington, D. C. 


building, 17th & | 


Paul Hoffman, chairman, Stude- | 
baker Corporation South Bend, a 
William B. Benton, vice-chairman, 


University of Chicago, Chicago, Ill. 

Phone—Carroll L. Wilson, executive | 
director, District 2200, ext. 2100, 
(Room 3858, Commerce building, 14th 
& E Sts., NW., Washington, D. C.) 

Bureau of Labor Statistics, De- 
partment of Labor, Washington, 
D. C. 


Phone—John H. G. Pierson, acting 
chief, Postwar Planning division, 
Bureau of Labor Statistics, EXecutive 
2420, ext. 415, (814 14th St., NW.) 

Twentieth Century Fund, 330 W. 


42nd St., New York City. Mr. 
George Galloway. 

Advertising News 
ADVERTISING AGE has for two 


years maintained the only full-time 
news bureau serving any general 
advertising and marketing paper in 
Washington. Advertisers and agency 
men visiting Washington, and wish- 
ing guidance in making contacts | 
not listed in this directory, may 
contact this office. 

Washington Bureau, ADVERTISING 
Acre, Room 1226, National Press 
building, 14th & F Sts., NW, Wash- 
ington, D. C. REpublic 7659. 


Canada Dailies 
Active on Every 
Front of the War 


The Canadian Daily Newspapers | 
Association and its members are) 
playing a leading role in Canada’s 
war effort. 

This has not been confined to edi- | 
torial and news support of war| 
services. Daily newspapers are di- 
recting, or acting in an advisory 
capacity, on various phases of war 
effort. 

The Canadian Publishers’ War | 
Finance Committee is of outstanding | 
importance in this regard. When 
invited by the government to form 
this committee, the CDNA took the 
initiative and obtained cooperation | 
of other press associations. It is 
headed by F. I. Ker, publisher of 
the Hamilton Spectator, and a di- 
rector of the CDNA, who has given 
largely of his time to this purpose 
in the past two years. Other pub- 
lishers similarly have spent much 
of their time on this work. | 

This committee has planned and 
executed the publicity campaigns 
and advertising programs which, in | 
the case of the three Victory Loans 
to date, have raised nearly three | 
billion dollars. Daily newspapers 
alone have contributed approxi- 
mately 30,000 columns of space in 
support of these war loans. 


Much Local Effort 


The CDNA is represented by 
P. S. Fisher of the Southam News- 
papers and chairman of the public 
relations committee and I. H. Mac- 
donald, general manager, CDNA, on 
the advisory board of the Metals 
Controller and the Printing and} 
Publishing division of the Wartime 
Prices & Trade Board. The associ- 
ation has been invited also to have 
representation on the advisory 
board of National Selective Service. 

No details are available of the 
support by publishers to the war 
effort in their own communities. 
Many of them have directed war- 
time activities; all have given freely 
of their time and their newspaper 
space. They have encouraged and 
developed advertising campaigns in | 
support of war effort. One Ontario 
newspaper ran a series of 20 full- 
page advertisements in color in sup- 
port of the last Victory Loan. 

Other publishers have acted in 
full or part time capacity in gov- 
ernment activities. Victor Sifton, 
past president of the CDNA and 
publisher, Winnipeg Free Press, was 
director general of ordnance for 
Canada: Harold Garner, publisher 
f the Peterborough Examiner, and 
hairman of the circulation com- 
mittee of the CDNA, is vice-chair- 
man of the Wartime Information 


Board. 


Canada Publishers 
Supporting War 
Effort in 3 Ways 


The Canadian National News- 
papers and Periodicals Association, 
comprising in its membership all 
types of magazines, also 
financial, trade, technical, industrial 
and professional newspapers and 
periodicals, is supporting Canadian 
war activities in three major direc- 
tions according to E. R. Milling, 
president: through advertising; edi- 
torials, news and feature articles as 


farm, | 


well as through the unpaid personal 
services of many of its members 
who act as technical and other ad- 
visers to various wartime admin- 
istrations and departments. 

“Our publications are serving the 
Department of Finance in support- | 
ing all war finance measures con- 
cerned with the sale of bonds, sav- 
ings certificates and stamps and 
other contributory programs; De- 
partment of National Revenue, con- 
ditioning the public to an apprecia- 
tion of heavily increased income 
and profits taxes; Department of | 
Munitions and Supply in the con-} 
trol of critical materials and the de- 
velopment of plant morale; War- 
time Prices and Trade Board on, 
rationing, simplified practices,| 
prices, wage and salary controls; 


| concerned 


Departments of Labor and National 
War Services on manpower and 
selective service problems; Depart- 
ments of Agriculture and Fisheries 
on food production; Department of 
Pensions and National Health on 
nutrition, and many other activities 
with salvage, conserv- 
ation, domestic and export trade 
and affairs of state. 


Works Hard on All Fronts 


“Association representatives are 
constantly engaged in the major ac- 


tivities of the Canadian Publishers | 


War Finance Publicity Committee, 
representative of all sections of the 
Press of Canada, both English and 
French,” says Mr. Milling. 
“Through the advertising com- 
mittee we work closely with a con- 


tact group at Ottawa on all war 
finance measures. Through the news 
and features committee we prepare 
editorial suggestions, news stories, 
cartoons, graphs and the like which 
we distribute continuously to some 
500 magazines, periodicals and im- 
portant house organs connected with 


war production plants and major 
industries. 
“Since this publicity work was 


organized, we have mailed out in 
excess of 100,000 pieces of news and 
feature material, paralleling sim- 
ilar mailings by other groups to 
newspapers of all kinds. 


All Doing Their Share 


“Magazines have been heavy con- 
tributors editorially of special cov- 


/ers in full color and of color spreads 


BUY WGbI 


You can’t escape the sound... 
or the sound logic of WGBI 
in the NATION’S I9™ MARKET! 


KNOW why most national spot advertisers rely on WGBI to 


cover the rich Scranton—W ilkes-Barre area? There’s a sound reason! 


WGBL is heard by 629,000 customers in the Nation’s 19th Market. 


It’s the biggest, most powerful station in a big, profitable industrial 


valley that is separated from outside stations by miles and miles of 


mountains. 


Ask your John Blair man about Scranton and the job WGBI 


is doing for other advertisers. He can show you in results just how 


it pays to sell this major market inside out with WGBLI. 


SCRANTON 


CBS AFFILIATE 


910 KC 
1000 WATTS DAY 
500 WATTS NIGHT 


WGDI 


FRANK MEGARGEE, President 


PENNSYLVANIA 


@ BLAIR 


on 


—Y & COMPANY 


National Representatives 
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and specially illustrated articles 
dealing with all phases of the war 
effort. This material began to ap- 
pear even before September, 1939, 
and has been most resultful in con- 
ditioning the public mind to an ap- 
preciation of the war effort and the 
individual’s part in it. 
All Media Help 

“Farm papers have done a mag- 
nificent job explaining the war to 
rural Canada; financial, business, 
industrial and professional papers 
have devoted the major portion of 
their editorial contents to explain- 
ing government policies and regu- 
lations. 

“All our publications have rend- 
ered admirable service in informing, 
instructing, inspiring and unifying 
the Canadian people to produce, 
save and lend their money as well 
as their time and effort in unbeliev- 
able measure until victory is won.” 

War effort for Canadian publica- 
tions, of course, has covered more 
than three years of war, rather than 
one, as is the case in the United 
States. 


Canadian Admen 
Push Various 
Dominion Efforts 


“In reviewing the past year’s ac- 
tivities of the Association of Cana- 
dian Advertisers in relation to the 
war effort, the highlight of achieve- 
ment is in 100% support of the 
membership on Victory Loan cam- 
paigns through the use of publica- 
tion media, posters, radio and street 
cars,” Athol McQuarrie, secretary- 
manager, reports. “Two govern- 
ment loans were launched during 
the past year and about a billion 
dollars was subscribed for each. 

“Other undertakings of the as- 
sociation on behalf of the govern- 
ment’s war effort were supporting 
campaigns for war savings certifi- 
cate drives, the sponsoring of an 
Army Week campaign last June to 
popularize the men in khaki, wide- 
spread support of the government 
salvage campaign and participation 
by many members in employe 


morale-building and war munition 
campaigns. The most recent coop- 
eration offered the government is in 
leadership providing for the launch- 
ing of a national nutrition campaign 
which breaks in January. 

“That the association’s efforts in 


this direction have been effective 
and appreciated received definite 
recognition a few days ago when 


the information branch of the War- 
time Prices and Trade Board sought 
the association’s help in publicizing 
almost overnight the recent reduc- 
tions in prices of several foods. 
“The place which an advertising 
manager is naturally equipped to fill 
in industry which is devoted almost 
exclusively to war production has 
led to an intensive study of the as- 
sistance which advertising managers 
can give personnel managers in em- 
ploye morale work. In plans now 
being made for 1943, definite recog- 


nition is being made of these im- 
portant activities, while a topic of 
equal importance to advertising 


men is being handled by a special 
committee on postwar trends.” 


| 


Farm Publishers’ 
Activities Center 
on Salvage Drive 


Since the Agricultural Publishers 
Association functions principally as 
a coordinating unit, 
to any great war activities con- 
ducted as an association § effort, 
Charles E. Sweet, president, points 
out. Its two principal contributions 
have been on war bonds and farm 
scrap salvage. 

“Our Defense Committee, headed 
by H. C. Klein, got its members be- 
hind the Treasury’s drive for war 
bonds early in the year, and farm 
papers have contributed liberally of 
both display and editorial space to 
further the sale of bonds and 
stamps,” he said. “Practically all 
member publications have received 
a ‘distinguished service’ certificate 
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Some of our subscribers 


Victory Drives 
Salvage and Conservation Programs 

Car Sharing—Safety—War Bond Sales 
win the war on the industrial front. 


Always Successful 


The one thoroughly proven way to tie all these activities 
together, to merchandise them to the men and women of the 
industrial army, is through Employees’ Publications—Internal 


House Organs. 


V2 the Work... 


money, time and effort. 


interesting, morale-boosting publication 
organization. 
The American Colortype Company presents the Teamwork 


Plan 


and their war-time activities, a potent 


tion headaches, and at minimum cost. 


Editorially Right... Individualized 


The Teamwork program is semi-syndicated, which means that 
production costs are spread over long runs. 


required for its preparation within 
will be negligible. Yet 
as much your own, 
tion, as if it were printed in your plant. 
You and 
magazine produced under the 
it’s not 


program an experiment. 


Write or call us about this program — it's important. 


| nahin so Magaginer 


Labor-Management Committees 
Anti-Absenteeism Plans 


V2 the cost... Double the Value 

It's no longer necessary for such magazines to be costly in 
No longer does it take an expert staff 
and time-consuming preparatory work to produce a colorful, 


a program by which war production plants anywhere 
can produce magazines by, for and about their own employees. 
full of news about the men and women of their organizations 
means 
“sell” their own morale-building programs 


your own 
your company magazine 
just as tailor-made for your own organiza- 


all your employees will be proud of a 
Teamwork plan. 
ally-known war production plants have already 


Industrial 


all are helping to 


within) your own 


by which to 
without produe- 


The “man-hours” 
organization 


will be just 


company 
Many nation- 
adopted the 


AMERICAN COLORTYPE COMPANY °1151 Roscoe St., Chicago 


it cannot point} 


from the Secretary of the Treasury. 

“Early in December, the APA and 
the American Association of Agri- 
cultural Editors held a joint meet- 
ing in Chicago, to which were in- 
vited members of the WPB salvage 
division and a nationwide farm 
scrap drive was organized. Farm 
papers individually had been aiding 
in scrap drives for many months, 
but it was recognized that the larg- 
est scrap pile was still on farms 
and that an organized effort di- 
rected entirely to farms was needed. 
The drive will continue until late 
spring, under the direction of a 
committee headed by James Watson. 

“Individually, members of the as- 
sociation have aided in Red Cross 
campaigns, USO campaigns, Salva- 
tion Army drives, and many other 
war activities. Editors and pub- 
lishers have been very active in 
various state organization war ef- 
forts. But perhaps their greatest 
/contribution has been the manner 
|in which all farm papers have 
|changed editorially to meet the 
needs of the ‘Food For Victory’ 
'movement. Farm papers recognize 
| the tremendous job ahead of Amer- 
_ica in food production, and the lack 
of manpower and machinery to get 
|the job done. Hence, every ounce 
|of editorial effort has been placed 
squarely behind this effort, and full 
cooperation given to the Depart- 
ment of Agriculture, state colleges, 
etc., in the dissemination of infor- 
mation as to goals and needs. Then 
the farm press has given the farm- 
ers all kinds of help in the matter 
of how to get the job done. 

“In the meantime, the Agricul- 
tural Publishers Association, while 
acting as a clearing house for some 
|of this information, has been busy 
with many publishing problems 
confronting its members as a result 
|of war conditions.” 


Small Newspapers 
Do Their Part in 
War Effort, Too 


“The National Editorial Associa- 
tion, composed of 4,500 weekly and 
;}small daily newspaper publisher- 
|members, under the direction of 
Edwin F. Abels, president, has suc- 
cessfully served the War Production 
freeeg in the country in the scrap 
drive, the rubber conservation pro- 
gram, and urged its members to 
| follow suggestions of OWI on cen- 
| sorship,” reports Don Eck, manager. 
| 
| 


“The advisory council meeting, 
attended by 38 state association 
presidents and better than 100 key 
| publishers, was addressed by Elmer 
| Davis on censorship and Dr. Miller 
McClintock on prospects of govern- 
ment advertising. NEA has publi- 
| cized the campaign of Northwestern 
University in training apprentices to 
| relieve current labor shortages. 

“From our Washington office a 
bulletin is issued each week to the 
|officers and directors of each state 
|association on current war activi- 
ties. 

“Our present campaign suggests 
that the splendid war effort mani- 
‘fested by the grass roots of the 
country bé.continued through the 
activities of the home town news- 
papers.” 


Provides ‘World 
Series’ Christmas 
for Men Overseas 


American boys serving overseas 
may, if they wish, spend part of 
their Christmas Day cheering the 
1942 World Series back home. 

Gillette Safety Razor Company, 
Boston, which sponsored the annual 


series again this fall on Mutual, 
made that possible by sending 
14,500 records of the dramatic 


games to American bases through- 
out the world. The electrical tran- 
scriptions carry the full account of 
the St. Louis Cardinals’ triumph 
over the defending New York Yan- 
kees. The records comprise 500 


complete sets of the games. 

The actual series was shortwaved 
but 
figured the records might 
servicemen 
listen at the time. 


to the men abroad at the time, 
Gillette 
be welcomed by 
couldnt 


who 
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War Year Reveals 
Advertising as an 
Output Expediter 


Management-Labor 
Production Drives 
Notable During 1942 


Labor and management men hav 
learned to use the tools of adver 
tising and selling as cornerstones of | Navy “E” 


| campaigns on the themes that have 
worked in the plant. 

RCA-Victor Mfg. Company has 
offered the posters that sparked the 
|“Beat the Promise” drive of its 
employes to other manufacturers. 

Packard Motor Car Company has 
told the story of its labor-manage- 
| ment committee’s success in national 
| media. 


Others Exchange Ideas 


Goodyear Aircraft has used its 
slogan of “A plane every 8 minutes 
will chase the Jap off the map,” 
with its “eight ball’ insignia, in its 
| business paper advertising. 

And a large number of Army- 
award winners have told 


e 


Car Card Medium 
Does Big Job in 
War Advertising 


The latest in a long list of war 
campaigns sponsored by the trans- 
portation advertising industry is the 
U. S. Treasury “Let’s Top It” war 


| bond campaign, according to James 


B. Lackey, president, National 
Association of Transportation Ad- 
vertising. The association, working 
with Jacques DunLany of the U. S. 
Treasury, arranged for the place- 
ment of over 35,000 car cards in 
cars and buses carrying in excess of 
20 million passengers daily. 


tributed by transportation advertis- 
ing for all war campaigns will 
approximate $2,000,000 for the cur- 
rent year. 

Much Space to Armed Forces 


The armed forces have made wide 
use of this medium since this coun- 
try entered the war. Every impor- 
tant city in the country has been 
carrying campaigns for the Army, 


Army air forces, Navy and Coast 
Guard. Some of America’s most 


famous artists have been commis- 
sioned to design these cards for the 
government. McClelland Barclay 
and John Falter, now officers in the 
United States Naval Reserve, have 
produced outstanding car card de- 


ernment Printing Office, but private 
lithographers and printers have also 
participated. 

In addition to government-spon- 
sored campaigns, the transportation 


|advertising industry has cooperated 


fully with sectional and local efforts 
for Civilian Defense, air raid pre- 
cautions, Red Cross, Army-Navy 
Relief, scrap salvage, “loose talk,” 
China relief, etc. 

In addition to industry-wide cam- 
paigns, advertisers themselves have 
included “war copy” in their own 
advertising. The Wm. Wrigley Jr. 
Company, by devoting the Wrigley 
gum advertising exclusively to war 
production for the entire month of 


December, is an outstanding exam- 
ple of a private advertiser using his 
own space to forward the war effort. 


the 
con- 


their war production job since Pearl ‘the story of their worker-manage- 
Harbor. /ment teamwork in newspapers. 

In more than 1,900 plants, from | 
the smallest shops to the greatest | 
factories of Detroit, union members, 
‘ production executives, and white- | 

collared advertising and sales man- | 
agers have worked _ shoulder to | 
shoulder in planning a vast, local- | 


ized information and education pro- | 
gram to bring maximum efficiency | ff 
and minimum waste to the war pro- 
duction drive. | 
Use Promotion Techniques 
All of the techniques and media 
of advertising have been employed, | 
with initiative and skill, in a variety 


Have Had A Good Year 


stickers, sound and silent movies, 
slide films, broadcasts, speeches and 
Chilton Automotive Publications for 1942 have done exceedingly 
well. 


The NATA reports that by 


signs for the Navy. Many of these 
end of 1942 the total space 


cards have been printed in the Gov- 


newspaper and magazine advertis- 
ing. 

But in every plant, as in Wash- 
ington, the activities of the plan 
have succeeded fundamentally be- 
cause they are based on the genuine 
teamwork of organized labor and 
management committees. 


Admen Provide “Know How” 


The job of the advertising man | 
has largely been one of providing | 
the “know how” in art work, in 
copy, in layout and in education. 

The job of giving direction, plan- 
ning and ideas has come largely | 
from the rank and file of machin- 
ists, assemblers, electricians and 
others who have—for the first time | 
in American industrial history—had 
] an important voice in shaping poli- 
cies and creating ideas for produc- 
tion. 

High spot of the drive came last 
week when ten workers visited the 
White House to receive medals for 
their war production ideas. 


Themes Used Nationally 


The success of the war production 
drives within industry has led sev- 
eral national advertisers to base a’ 
large part of their 1942 advertising | 


AUTOMOTIVE and Aviation INDUSTRIES—the industrial authority 
in these two great fields—increased its advertising folio by more 
than 31%. 


COMMERCIAL CAR JOURNAL—the leading truck fleet maga- 


zine—added more than 1|5°/, to its annual billing. 


MOTOR AGE—the magazine for independent automotive service 
outlets and car dealers who operate their own service stations— 
kept its relative advertising vain ahead of competition, and its 
$2-a-year paid subscriptions up to 48,000, while its latest A. B. C. 
report shows a record renewal rate of over 73°. 


Editorially, all three have developed their efforts to the publication 
of material designed to assist to the utmost in the advancement of 
the war effort. 


Many new readers have been added to their listt—many new ad- 
vertisers to their pages. And, as always, their old friends and pa- 
trons have remained with them, for the same reasons that they have 
remained with them for the past 40 years. 


CHILTON Automotive Publications do by far the largest volume 
of any automotive publisher or group of automotive magazines. 


© 


CHILTON COMPANY “ai20r 


Chestnut and 56th streets, Philadelphia, Pennsylvania 


| 
' It's a bright day for advertisers who 
wake up to the fact that there's still 
a big stay-at-home market of men. 


Legionnaires, for example. True, one 
hundred thousand are in uniform and 
away on active duty . . . but more 
than a million are doing their bit of 


home. They're fine prospects for ad- 
vertisers who have goods, services 
or ideas to sell to patriotic people. 


THE AMERICAN LEGION MAGAZINE 


333 NO. MICHIGAN AVENUE + CHICAGO 
PRESTON K. BABCOCK, MANAGER 


Other Offices in 
New York, Detroit, Atlanta, Pasadena 
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Industry-Labor-U. S. Team 


Plans Peacetime Economy 


Full Production and 
Employment Are Aims 
of Study Groups 


By HAL BURNETT 


Washington, D. C., Dec. 17.—The 
same government - labor - industry 
teamwork that is fighting to win the 
war is arming to win the peace. 

And the men who are doing the 
planning are on the right track. For 
they’re not thinking solely of spirit- 
ual values, social gains, national 
plans, and the “Four Freedoms.” 
They’re talking the language that 
will make sense to the Marine who 
comes back from Guadalcanal and 
the machinist who knows that the 
post-war market for Bofors cannon 
will be mighty small. They are 


ithe same 


talking about a steady job in pri-| 


vate industry, a home that’s livable, 
an opportunity for individual inde- 
pendence and advancement. 
But most important is the 
that the AF of L, the CIO, the 
American Legion, the Department 
of Labor, the Commerce depart- 


‘ment of planning that corporation’s | 
fact | 


ment, the National Association of 
Manufacturers, the United States 
Chamber of Commerce, Congress, 


and the White House are all talking 
language. The common 
goal is “full employment,” with the 
freedom and flexibility that comes 
from healthy private enterprise and 
competition. 

The goal of full employment and 
its corollary, full consumption, wil! 
give marketing, selling, advertising, 
and research both their greatest 
challenge and their greatest oppor- 
tunity. 

The goals are high, but in the 
opinion of hard-headed business- 
men who have seen America con- 
vert to total war production, they 
are not unattainable. 


The goals have been set by engi- | 


neers, men like David C. Prince, 
General Electric’s vice-president in 
charge of commercial engineering, 
who, when he tackled the assign- 


policies for re-employment and re- 
conversion to peacetime products, 
predicted that our 1940 production 
of some 82 billion dollars could be 


expanded to 110 billion dollars with- 
in two years after victory. And the 
sights are rising. Engineers and 
economists, in private industry and 
in the government, are now talking 
in terms of a national production of 
120 billions, or even 135 billions. 

“There need be no great depres- 
sion ahead if we use the tools of 
advertising and selling,” was the 
confident prediction of Walter D. 
Fuller, president of Curtis Publish- 
ing Company. 

“We know now that we have 
never produced to capacity, con- 
sumed to capacity or sold to capac- 
ity in peacetime America. . . New 
methods and production techniques 
that stagger the imagination have 
been developed under the pressure 
of war needs. But what good will 
all this potentiality be unless there 
are markets for the products? 


Greatest Opportunity 
“What good would it do to use 


;}our plants and machinery and our 


skilled workers to turn out the 
finest automobiles, refrigerators, 
houses and thousands of other prod- 
ucts only to have them pile up in| 
warehouses? 

“When this war is over,” Mr. Ful- | 
ler pointed out, “there will be 130 | 
million people in this country who | 
will need and want things that they | 
could not buy during 10 years of 


depression or the years of shortages | 


accomplish 
job. 


During the first nine months of 1942 
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PLACED CLIENT ADVERTISING 


1803 MANUFACTURERS 
BOUGHT ADVERTISING SPACE 


TO MAINTAIN THEIR TRADE 

POSITION AND BUYER 

GOOD-WILL DURING THESE 
CRITICAL TIMES. 


.... And that is why they are 
using the HAIRE PAPERS to 


Ask us to show you our portfolios of war- 
time advertising from each of the Haire 
Papers demonstrating copy aimed to help 
and inform the retailers during these un- 
usual times. 


Z 


and 


this important 


HAIRE MERCHANDISING PUBLIC 


published by THE HAIRE PUBLISHING COMPANY 


DIRECTORIES «+ 


YEAR BOOKS «+ 


New Y 
° Bewee ° 


SALES MANUALS «+ 


FOR EVERY 


INDUSTRY WE COVER 


|less we use the selling way to make 


Typical of changes forced upon manu- 
facturers—and their solution of packag- 
ing problems in wartime—is this Mennen 
copy in national magazines introducing 
glass containers to consumers to replace 

the more familiar tin tubes. | 


occasioned by war. .. We are pro- | 
But it will be only half a victory | 
unless we also win the peace—un- 


sure that free enterprise and free- 
|dom of opportunity are truly free in| 
|the days to come. That will be the 
| greatest opportunity for advertising 
‘and selling imaginable.” 

| Mr. Fuller and Mr. Prince are not 
|setting Washington’s policies. But 
the men who are planning for the 


sponsibility of private enterprise. 
How to shift from the war expendi- 
ture of some 70 billion dollars to a 
peace economy without upsetting 
the national recovery is a job that 
will require the joint cooperative 
efforts of industry and government, 
of labor and of agriculture. 

“It cannot be too strongly stated, 
or too often, that government alone 
can no more win the peace than it 
can win the war alone. 

“We may look forward to broad 
zones of industrial development in 
the postwar period, once our atten- 
tion and energies are fully applied 
to our overlooked opportunities for 
broader productivity. The present 
war crisis is releasing unexpected 
possibilities in the form of new uses 
of natural resources and in new 
types of inventiveness and skills. No 
such impressive demonstration of 
the American industrial potential 
has ever been made—a revelation in 
which human skills and natural re- 
sources are happily blended. 

“Wisely utilized in the postwar 
period, these new developments, 
typical of American industrial gen- 
ius, will be of incalculable and last- 


|ducing the goods of victory today. | ing value.” 


Important steps are being made 
on three fronts. Least publicized is 
the program of the Committee for 
Economic Development, which was 
incorporated in September with the 
backing of Jesse Jones, Secretary, 
and Wayne Taylor, Under Secretary, 
of the Department of Commerce. 

Chairman of this group is Paul G. 
Hoffman, president of the Stude- 
baker Corporation. Vice-chairman 


future here, both in Congress and 
in the executive branches 
government, are shooting for 
same goals. 


Board Gives Its View 


_ Here is what President Roose- 
| velt’s own postwar planning agency, 
|\the National Resources Planning 


|Board, a branch of the Executive 
| Office of the President, has to say: 

| “Postwar planning is by no means 
the task of government alone, but 
opportunity 


lalso the and the re- 


of the 
the 


is William B. Benton, former ad- 
vertising agency president who re- 
tired several years ago to become 
vice-president of the University of 
Chicago. 

On the board are such men as 
James Franklin Bell of Genera! 
Mills; Chester C. Davis, president of 
the Federal Reserve Bank of St 
Louis; M. B. Folsom, treasurer, 
Eastman Kodak Company; Clarence 
Francis, president, General Food 
Corporation; Charles R. Hook 
president, American Rolling Mill 


WA | 


a 


ffl 


Should Bombers Be Converted 
To Cargo Carriers? 


Although several types of warplanes have done an incom- 
parable job of cargo carrying in this war, new types must 
be designed for the economy and efficiency of post-war Air 


Cargo Transportation. 


That is the impression the speakers left with their audience 
at the Air Cargo Engineering Meeting of the SAE, at 


Chicago, on December 8th 


One of them summed up 
could be done with the fit- 
the war, including: 


1. Their sale to gypsy 
suicidal to established 


2. Their junking for scra 
be foolish. 


3. Their conversion to c 


and 9th. 


by saying that several things 
for-service warplanes following 


transporters, which would be 
operators. 


p metal and parts, which would 


argo carriers, which would not 


be smart because they were not originally designed 


for that service and m 
unloaded quickly and 


ay not, therefore, be loaded and 
economically, or 


4. They may be converted to passenger carriers because 
their design more nearly fits the requirements of that 


service. 


We add to his suggestions, after listening to another 
speaker and studying his slides and maps, the potentialities 
for the sale of these planes in South America, where the 
handling costs and loading speeds are not such vital factors. 


The meeting will be completely reported in our Annual 


Shippers’ Directory, a few 
gone to press, and in which 
by wire for complete plate 


PUBLICATIONS, INC., 


forms of which have not yet 
page reservations may be made 
deliveries. 


A Chilto: 


100 East 42nd Street, New York 
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Company; Eric A. Johnson, presi- 


dent of the United States Chamber 
of Commerce; Harrison Jones, chair- 
man of the Coca-Cola Company; 
Charles F. Kettering, vice-president, 
General Motors Corporation; and 
John Stuart, president, Quaker Oats 
Company. 

Goal of this group is the same 
“full employment” set by the Na- 
tional Resources Planning Board 
and the Department of Labor. 


The method is not one of national | 


planning. It is the opposite, “grass- 
roots” planning. 


Carroll L. Wilson, former Boston | 


engineer and investment counselor 
who was plucked from his post of 


chief of the bureau of foreign and | 
domestic commerce of the Depart- | 


ment of Commerce to serve as ex- 
ecutive secretary of the committee, 
sums up the group’s job in one word, 
“catalyst.” 

What the committee is doing right 
now is to stimulate the growth of 
planning activities vertically by in- 
dustries, and horizontally by regions 
and local communities. 


“Our job is to provide the facts | 
and the ‘know how,’” Mr. Wilson | 


puts it. “The planning must come 
from the grass roots.” 


Provides Essential Facts 


The committee’s present work, 
outside of stimulating local planning 
and planning by industries and indi- 
vidual firms, consists of working 
with the Bureau of the Census and 
other branches of the Department of 
Commerce, and the bureau of la- 
bor statistics of the Department of 
Labor, in making available to pri- 
vate business and government the 
facts on which they can project 
their future plans. 

Industry by industry, the com- 
mittee, in collaboration with the 
Bureau of the Census and the Bu- 
reau of Foreign and Domestic Com- 
merce, are estimating future mar- 
kets—the demand for household 
furniture under a $110 billion econ- 
omy; the sale of clothing and acces- 
sories under a national income of 
$135 billion, the amount of private 
construction needed to provide the 
productive capacity. 

But should the production of au- 
tomobiles approach 3.5 billion dol- 
lars during the second year after 
victory (up 27% from 1941) it is not 
not the idea of the committee that 


Chrysler, Ford, and General Mo- 
tors should split up the pool. 
Cartels and high prices won't 


bring full production, full consump- 
tion, and full employment, in the 
thinking of these men. The forces 
of competition, between units of an 
industry, and between 
must be brought into full play. 


“Sell, Sell, Sell!” 


In the words of Walter D. Fuller, 
who heads up the committee’s 
Philadelphia regional organization, 


it will be an economy of “sell, sell, | 


sell!” 

Both the American Federation of 
Labor and the Congress of Indus- 
trial Organizations have passed reso- 
lutions endorsing the postwar proj- 
ect of the Department of Labor, 


headed up by Isador Lubin, chief of | 


the bureau of labor statistics, and 
labor adviser to the president. 


Mr. Lubin’s objectives are to gain | 
full employment, within the free- | 


dom and flexibility of private en- 
terprise and the competitive system, 
nd still to make advances in old- 
ge security, educational opportu- 
ty, and public health. 

It’s a big order, but it’s being 
tackled from the viewpoint of ob- 
ective research. 


These Questions Asked 


“What are the economic 
ons for full employment? 
“What governmental policies on 
mopoly and competition, what 
cal policies are needed? 
“What form of a demobilization 
ogram, what form of a long-term 
ogram is necessary for stability?” 
Those are a few of the questions 
ng asked. Some of the answers 
iy be found in studies of the in- 
relationship of different indus- 
es, in the questions, “‘Who buys 
automobiles?” “Who benefits 
mm the sale of refrigerators?” 
Some of the language does sound 
ce the “pump-priming” of the 
early thirties, but some of it is the 


condi- 


industries, | 


jargon of scientific market research 
and analysis. 


Plan Public Works 


Maj. Gen. Philip B. Fleming, Fed- 
eral Works Administrator, is talking 
in terms of public works, “planned 
in advance to the last engineering 
detail so that construction work can 
start immediately when needed.” 

But he has a pertinent observa- 
tion to offer: 

“Success in handling postwar 
problems will depend very largely 
upon the kind of planning for them 
that we do now,” he told the Wash- 
ington Building Congress last week. 
Pointing out that PWA and CWA in 
1933 had no plans, General Fleming 
said, “If some of the earlier CWA 
works seemed as futile as leaf-rak- 


ing, the critics themselves had noth- 
ing better to offer. They hadn't 
made any plans either.” 

Federal Housing Commissioner 
Abner H. Ferguson has predicted 
that the end of the war will see a 
backlog of demand for new houses 
variously estimated at from 900,000 
to 2,000,000 a year for 10 years. 

“If full advantage is taken of 
technical advances in materials, 
construction, and marketing prac- 
tices, the American housing indus- 
try can look forward to an almost 
unlimited need and demand for new 
housing in post war America,” he 
recently told the United States 
Building and Loan League. 

Mr. Ferguson warned, however, 
that the housing industry must 
modernize its operating methods if 


it is to reap the full benefit of these 
opportunities. 

“We cannot continue to build 
houses piece by piece, as shoes were 
made a hundred or more years ago, 
if we expect to get the price of 
houses down to a point where they 
will appeal to the mass market,” he 
pointed out. 

Charles C. Carr, director of ad- 
vertising and public relations for 
the Aluminum Company of Amer- 
ica, and public relations chairman 
for the Association of National Ad- 
vertisers, has based his firm’s war- 
time advertising on the slogan, “Buy 
Tomorrow Today,” coining the word 
“Imagineering” for looking ahead. 

“Put patriotism into copy by all 
means and put in a little something 
about your present war effort that 


makes it impossible for you to give 
them the things they now want and 
cannot have,” he has suggested to 
advertising copy writers. “But 
above all, as your major theme, 
paint a picture of what they can en- 
joy in a better and fuller life, along 
with jobs, if they will save now the 
wherewithal with which to buy and 
thus preserve their jobs after the 
war.” 

There is plenty of Mr. Carr’s “Im- 
agineering” going on in advertising 
today. Revere Copper and Brass, 
Minneapolis-Honeywell, Pan Amer- 
ican Airways, Bohn Aluminum, 
Durez Plastics, Hoover vacuum 
cleaners, General Electric appli- 
ances, and dozens of other consumer 
goods and industrial advertisers are 
already “Selling tomorrow today.” 


812 HURON ROAD 


NDUSTRIAL HEALTH — keeping the thousands of men 
and women who produce the sinews of war free from 


sickness and accident — is a primary concern of Labor 
and Management. Every man-hour lost due to preventable 
disease or injury aids the enemy. 


To reach this vast potential and growing market in 1943, use the 
publication that blankets the field — OCCUPATIONAL HAZARDS. 


OCCUPATIONAL HAZARDS 


The only magazine in the employee welfare field 


CLEVELAND, OHIO 


Westinghouse Labor 
Management Group 


Pe ee | a 
ssl sai 1 
ee 
ee a 
E as e 
Sse Ae 
' SA , a 4 o 
4 / SF Bs Pe ‘, * 
! iY / — hi i Ay a 
A, ZA eS 
—_ EE we, ee ANAGEMENI ar 
~~ = 4 pei, 
ee | TC UNU Hil y ——Y\ . ‘ a 
ee - 
al ge J | —— | 
| ome ie 
=e 
| 4a ° 
f 
a a " 4 
r ah it Tow oe t ' a ie 7 te 
7 a . ee 
* ‘ ‘ a ~ +). ee . - é , ty i a 
g j 
a + > at 1M" P sy 
‘ Py = 7 \ er ge oe 
4 ‘ . : x y F ¥ ‘ i a 
S = ’ a! _—— a é : ey 
ne i TS a YT) PS yes or > oe 
' « ., . ee j | s , 4 § . ‘eg ao 
— ql a : Sr aie SOA! Se ei cs oa 
A en o> eae . 2 ae ee oe an 
, ‘ “i ie ’ ‘lg Yaa a t ek ? Dé 
ie i 5 a % me - PR ad Pee ; rd am 
Se a eis o | 
a ~ Te me; °Ccup, ia. f. 
| | TIONAL fae 
| Warner & Swasey Brings Together Management and Labor HA A i po bas 
SEPTEMBER RS heh og 
~ 1942 oe 
pe . - : 
| ict 
; . Pe 
ae 
ee lies: 
ie @ 
| 
| / 
t 
r ‘te 
5 ae 
ss a ’ 
1 
ee | 
e 
_| : 
) : a 
— 
a oe ee eS RR ep ae s et = RNS ae (Sei eae be a taal yet een” IE oe PAR aut ie Sg a> ite e seed ae 
ie. ee ae Te ae Sk FRO ae ag Fa ie ee ine lite epee Fe. ere ee te a eee nd va ee ey aa ' 
- ee, “anya Via $y & is et Meee aoe so bie ce ee ek ees ee a Ae A fg ae os i Sie ae. ao ek ‘ ‘ Bel Sey a4 Nm 2 Mi 4.7 By. Re cg \) te a a sy 
. eet 7 : F, i a ae gas Fn ae ste) i y Ro  ,eni e Pe eee Cos al the Je iF 


phn See “i Paice SN Oe eae. 


54 


ADVERTISING AGE 


December 21, 1942 


Advertising Agency Executives Make Selection 


THE MEN AND WOMEN EXPLAIN 
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Once you've figured out that the moin ideo of this giving # away freely to other Americans. We're 


wor is to give your Mary, ond our Horry, the right, plugging of our end of it, hammer and tongs, three 
for olways ond always, to go to sleep unafraid shifts @ doy, eight doys a week We've been 
why then, you just naturally do better thon your doing that for over two solid yeors. This outfit really 
best. Thot's how sixty thousand of us here ot Alcoa got going early That's why you're reading so soon 
Aluminum hove the thing sized up. This outfit of about thousands of planes a month Get ready 
ours has built ond is stil building the greatest plants folks, to read about your ten thousands. Becouse 


you ever sow Weve got the know how ond we're tomorrow we're breaking the record we set todoy 


Sermndivrns KLCOA ALUMINUM Q 


Aluminum Co. of America workers sign this compelling advertisement, 
one of a series which expresses their attitude toward the war. The 
series, along with Alcoa's Imagineering" copy in general magazines, 
ranked high among leading wartime advertisers. Bond purchases are 
spurred in a third series, appearing in Collier's. The above adver- 
tisement, run in Life and The Saturday Evening Post, is used in poster 
form in all 41 Alcoa-owned and operated plants. Other manufac- 
turers in all categories have requested 25 x 38-inch posters of the 
series for use as morale posters, with requests for as many as 22,000 
copies of a single poster. Fuller & Smith & Ross, Cleveland, handles 
the account. 


"WHAT OLDER MEN 


ARE FOR' 


a. 


the empty room... 


This ie my boy's room. 

This i# where he slept 

This is where he dreamed « child's dreams 

This is where he saw @ man's visions 

Here, in this empty room, are faded pictures of 
team mates and heroes... books scribbled over with 
notes and exclamations... the gloves and spiked shoes 
we hung up for good before he went to war...the silver 
cup he won at Sea Bright... bright pennants... and 

all the careless memoranda, the echoes of his days 


If fathers could only pour their hate through the 
hot barrels of smoking guns, and write the 
records of their grief with bayonet steel! 


They said I was too old to fight, though I'm only fifty 


But, if I'm too old to sight and drop a stick of bombs, 
I'm not too old to lay my money on the line 
for war savings stamps and bonds! 


Maybe | am too stiff and slow to fy, but I've got 
control enough to keep my car speed under 40 
so they can keep their fighting planes above 400! 


And if | can't march thirty miles a day with a full 
pack, I can walk two miles to work and 
to help save gas and rubber! 


No, I'm not bitter any more because | won't win 
this war behind « gun or on a ship or im the sky 


I've come around to thinking that here at home 
we've got the job of passing the ammunition along, 
of sacriferng httle things, of giving up and going 
without, of looking ahead to less" instead of “more.” 
Somebody's got to do the necessary, undramatic 
things...and | guess that's what older men are for 


UNITED STATES RUBBER COMPANY 


ROCKEFELLER CENTER 


NEW YORE CITY 


Outstanding among the year's institutional messages is this adver- 
tisement of United States Rubber Co., which ranked high among the 


voting admen. 


It is one of a series, which also includes spreads in 


both black-and-white and color, in magazines, farm papers and dailies. 
Campbell-Ewald Co., New York, handles the account. 


ApVERTISING AGE presents on these two pages typical advertisements of the 12 
companies whose campaigns during the first year of World War II were selected in 
a nationwide poll of agency men as exemplifying the best type of wartime adver- 
tising by companies whose normal merchandising tactics had to be discarded. 

The balloting marked the first time such a group had been invited to name 
the outstanding leaders, for All-American honors in the country, and no strings 
were attached to the voting. Each agency man polled was asked to write down 
the names of the campaigns which he believed deserved special citations for copy 
approach, for writing and for general all-around excellence. 

The field jumped at the chance, and more than 200 ballots were cast. The 


THE CONTRIBUTIONS OF CHEMISTRY 
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Dow Chemical Co., Midland, Mich., whose advertising ranked among 

the best campaigns of 1942, goes far from the beaten path with its 

story of developments in research chemistry. This is a typical adver- 

tisement in the series which appeared in magazines, relating the 

creation of synthetic aromatic chemicals. Surrealist illustrations readily 

establish the series as Dow advertising. MacManus, John and Adams 
is the Dow agency. 


THE TASK OF AMERICANS AT HOME 


: Never Beyond This Shore 


GENERAL ELECTRIC 


Institutional advertising of General Electric Co. was voted among the 

best of 1942 in the Advertising Age poll, and this example is out- 

standing. Plans for the future loom large in the copy, which advises 

consumers to remember that the postwar world will bring “wonderful 

new developments" in television, fluorescent lighting, plastics and the 

new science of electronics. Leighton & Nelson, Schenectady, N. Y., 
handles the account. 


tended to all winners. 


_ANTI-COMPLACENCY MEDICINE 


IS THIS WHAT THEY'RE SAYING 
IN JAPANESE PRISON CAMPS? 


Those are thousands of Americans in foul Japanese prisons — 
farmers, business men, workmen, as well as professional soldiers. 
Beaten, starved, scorned by their captors, is this what they're thinking ?~ 


“I'm here, and these Japs have won the war so far, because 
their people were willing to make more sacrifices than we were at 
home. I used to think pleasure, time off, my rights were all that 
mattered. They don’t seem very important now. 


“Ten more planes might have saved us in that last fighr. | 
wonder, if I had worked harder and longer back in the shop—|] 
wonder if those planes might have been there. I used to think ir 
was only my business if I quit early and took things easy. It isn’t 


very easy now. 


“used to squawk about paying taxes. I wish I had the chance 
to do it right now. 


“IT used to hate everybody who didn't agree with me, who 
didn't do things the way I wanted. I'd trade the worst ‘enemy’ | 
ever had for that yellow devil there with a bayonet. I can see now 
they weren't my enemies at all—we just didn’t understand each 
other and that's as much my fault as theirs. 


“I wonder how the folks back home are doing. If they think 
rationing is bad, they ought to try living on rice and fish heads. 


“Wonder if the boys left in the shop are turning it out faster 
than I did? If they're not, I'll be here till I die. 


“I used to think the war was a long way away and we were 
bound to win it before it could hurt me. Look at me now. 


“I used to think more of myself than of my country. That Jap 
there thought more of his country than himself; that's why he beat 
me and I'm his prisoner, Will the folks back home wake up to that 
difference, in time to keep them out of this Jap and German horror?” 


American industry has done the unequalled job of building in 2 years 
machines to make 1000 times the war material we could make before 
the war. Will you pledge yourself to use this equipment to turn out 
enough planes, ships, tanks and guns in time to rescue Americans from 
Jap-German prisons, and to keep yourself and all Americans out of them A. 


Many favorable comments flooded in on Warner & Swasey Co., Cleve- 
land, following this message, one in a series voted as outstanding 
among the year's advertising campaigns. The company early in 1942 
launched its “Ideas for Victory’ drive, rewarding shop men who 
devised ways of speeding production. Disturbed over the com- 
placent attitude of some Americans, Warner & Swasey later changed 
to the series of hard-hitting messages such as the one shown above 
Griswold-Eshleman Co. is the agency. 


_MAKING IT ABUNDANTLY CLEAR 


-~numenann SPORES 


Ses SMEES OF THE FLTiMe FORTEESS tee STATOR 


The airplane is invisible to the on-looker as well as the enemy, bu! 
Boeing Aircraft Co., Seattle, makes its part in the war effort cles’ 
to everyone in this advertisement, voted one of the outstanding © 
the year. The series for the designer of the famed Flying Fortress 
Stratoliner and Pan American Clippers has been appearing in nationé 
magazines. N. W. Ayer & Son, San Francisco, handles the accour’ 


companies whose wartime advertising is illustrated here won out in the final ally. 
although a number of others came close to nudging out the leading 12. Ne & 
tempt is made to differentiate between the leading 12, and equal acclaim is ¢ 


Vany companies understandably found it a difficult task to single out a por 
ticular advertisement to represent their advertising efforts during wartime, but 
every case the copy is easily linked with its sponsor as an outstanding message. 

Aluminum Company of America, for example, is represented by a maga=iM 
page signed by its men and women, which expresses both their sentiment mé 
that of the manufacturer: but Alcoa also has won acclaim for two other series ke ved 
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NASH MELE. KELVINATOR 


Much favorable comment went to Nash-Kelvinator Corp., Detroit, for 
his full-color advertisement, one of the series appearing regularly in 
5 leading magazines. It is typical of the copy which won the 
company a place among the ‘best wartime advertisers’ of 1942. This 
yarticular copy emphasizes Kelvinator, while the Nash "approach" 
istinguishes others. The current campaign is the first to use the 
sint Nash-Kelvinator signature—and neither one now is making con- 
umer merchandise. Copy also is used in newspapers of major cities, 
s well as those where the divisions operate branch offices and have 
distributors. Geyer, Cornell & Newell, New York, is the agency. 


THE STORY OF WARTIME STEEL 


FACTS THAT WHA NOT Give aD 
AND COMFORT TO THE tntmy 


merica’s backbone of steel is described in this copy, acclaimed by 


dmen as part of one of the best campaigns of 1942. BBDO pre- 
ared the copy for U.S. Steel Corp., and it appears in national maga- 
nes and farm papers. The institutional program reports to the 


ublic on the wartime activities of the company, and is to be con- 


tinued in 1943. 


the war effort, the editorial-type “Imagineering” 


e way for much similar copy. 


imong the industrial advertisers who clinched a place among the top 12, 
setting a new 
his year it launched its celebrated “Ideas for Victory” 


— & Swasey likewise took the lead in 
ariy 


ld | ictory pins to shop men all over the country for their initiative and resource- 
hlness in speeding production. 
pu hlie. 


advertisements, and the cam- 
ugn in Collier's which is promoting the sale of war bonds. 
tty put self-interest of the buyer ahead of a purely patriotic appeal 


Later, alarmed over the complacency of part of 
Warner & Swasey switched its institutional series in magazines to hard- 


A TOUGH ONE FOR THE Axe 


55 
h War Effort 
G-M REPORTS ON PRODUCTION 


“Look Out, 7 Tr They're Loaded!” 


ine. one 


Dy THIS total war, more than ever before 
American industry 1s the partoer of our 
valiant fighting forces on land, in the air 


Philco’s soldiers of industry are proud we 
of the honor and recognition which has | 
been bestowed upon them by America’s 
fighting forces. They are proud, too, of 
the share they are giving to the navioo’s | 
total effort ia the war for freedom and the 
Ameruan way of life 


and on the seas. 


As a symbol of that partnership, the mea 
aod women of Phiko have been awarded 
the new Army-Navy Producnoe Award 
for high achievement in the production of 


Free Limited Offer While available 
a full size reproduction of the original 
drawing by Bill Ssndeson will be fur 


In this work and in their personal secre 
commuakations equipment, radios for — fices, total Victory is their faith and sospira 


tanks, airplanes and ships, arullery fuzes, von! Victory for our cause aod freedom to oushed gladly upoo request Sumply address 
Philco Corporanoo, Philadelphia, Penns 


aod ask for Cartoon Number 224 


shells and storage batteries for the army, enjoy the wotold blessings that will flow 


navy and war production plants. from the deadly miracles created for war 


PHILCO CORPORATION 


_ og us 


BUY prod ed r ervires 
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STORAGE BATTERIES FOR MOTIVE POWER. SIOMAL SYSTEMS. CONTROL AND AULILIARY POWER 


High on the list of best wartime campaigns of 1942 is the Philco 
series of advertisements featuring cartoons drawn by leading car- 
toonists of the country, of which this is an excellent example. The 
series is appearing regularly in magazines and has been supplemented 
from time to time by nationwide insertions in daily and Sunday news- 
papers. The same war production theme is featured on the CBS net- 
work program, "Our Secret Weapon.'' Sayre M. Ramsdell Associates, 
Philadelphia, handles the Philco Corp. account. 


‘RIGHT USE FOR COPPER NOW' 


He's firing telephone wire ; te anon a _ 


at a Zero! * ¥ beptece rene meni 


Bell Telephone System 
or 
‘a 
& 


Fighter planes, instead of extra ‘phone facilities, need copper these 

days, American Telephone & Telegraph Co. explains in this black- 

and-white full page, voted among the best advertisements of the year 

in the Advertising Age poll. General magazines, women's and farm 

publications carry the utility's informative copy, which is prepared 
and placed by N. W. Ayer & Son. 


The latter was the 
and blazed 


tant themes. 
wartime copy pattern, 


campaign, awarding 


THE FIRST BILLION | 
OF WAR PRODUCTS IN 42 


ih Ae Reg 


‘TWE RISING TIDE OF GENERAL MOTORS WAR PRODUCTION WW 1547 | 
om euiios | 


* - ai . —Y _ | 
0 ete ge — 

— ‘. 203.809, eae, see = tow 

: 000 Wt | 


Gm @uitos 


PLOT MENT 41 4.) Tne Ptan 
Sy 


GENERAL MOTORS 
Vlilory & Our Ceeum0ess!” 
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Among the most effective campaigns of the first war year, according 

to the Advertising Age nationwide poll, is the General Motors Corp. 

series in newspapers of major cities telling of the massive wartime 

production job. Advertising is concentrated in plant cities, although 

many other metropolitan dailies carry the same G-M story. Campbell- 
Ewald Co. is the agency. 


LOOKING AHEAD TO 194— 
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Will Koroseal bring the ~stainproof home”? 


teen f you have a Koreseal® rarmcoat, shower curtain, won casted wath K te (ramen transparent bags ‘ina 
ing pad and other things you Auven't seen anything yet 7 a 
. 4 wallpope wed © mene ore wre “* oo | Karu ne . ° Kormeal © o hawme tre 
" * ~ = . . oon ” ’ . foeve 
: : on r 
ec te * te . - - / 
. wel ails . . et Y 
a sa Kousee 
Strom tomes evhaps, toe nthe large oe 
y 2° BE Goodrich 


The Koroseal advertisements of B. F. Goodrich Co., Akron, won the 
unstinted praise of many admen who voted for the best wartime 
campaigns of 1942. This color advertisement in The Saturday Evening 


Post, like others in the series, talks about the postwar products 
Goodrich will offer. Griswold-Eshleman Co., Cleveland, prepared 
the copy. 


hitting appeals to sacrifice at home and rush work on the planes, ships, tanks and 
guns that will spell eventual victory. 

Other companies represented in this select list, too, have hammered hard at the 
need for speeding production and have hit steadily at a number of other impor- 
In all, a forward-looking attitude points to the new postwar products 
which consumers may anticipate after the war: to the research now going on, 
which may lead to many products still incomplete and yet unnamed: to the lauda- 
ble efforts of the workmen 
production front; to consumer sacrifices which save vital material and supplies for 
war jobs, and who are being asked to share the goods still available. 


the “soldiers of industry”’——-and their work along the 
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ADVERTISING AGE 


December 21, 1942 


OW 1 Admen Plan Timing 
of Vital War Messages 


Coordinated Program 
Follows Early Barrage 
of Unrelated Appeals 


Donald M. Nelson chose the state- 
ment, “We are substituting the rifle 


for the shotgun,” to describe the 
effect of the United Nations’ as- 
sumption of the offensive on the 
planning of war production a 


change from orders for impossible 
amounts of everything to scheduling 
the right weapons in the right quan- 
tities for the right jobs. The same 
figure of speech is applicable to the 
government’s use of advertising 
during the closing months of 1942. 
Rapidly disappearing is the bar- 
rage of government war messages 
that swamped the airlanes and the 
pages of publications during the first 


few months of the year, a barrage | 


in con- 
of all- 


that many believe resulted 
fusion and inaction instead 
out war effort by the public. 

In its place is appearing a domes- 
tic war information program which 


will soon be educating the public 


on its wartime responsibilities with 
the precision and timing of a day- 
light flying fortress raid. 


Credit for substitution of scien- 
tific planning and timing of war 
messages on the domestic front 


belongs jointly to the present lead- 
ership of the Office of War Infor- 
mation and to the advertising men 
in and out of government who have 
worked to convert to the war effort 


the same resources of mass com- 
munication and salesmanship that 
helped build the mass-production 


capacity of American industry. 
Foundations for the present gov- 
ernment-industry teamwork were 
laid both in the government and in 
the advertising business before 
Pearl Harbor. Advertising media 
and advertising techniques had been 
employed with outstanding success 
| by the Army and the Navy in their 
recruiting drives, and by the Treas- 


lury in its sale of U. S. savings 
bonds 
Parallel British, Russian 
The War Department and the 


Office of Production Management, 


f Puuity mde to tk wl of 
— as well as at ! 


ASK THE MAN WHO ... IN PEACE AND WARTIME 


man who HLLES one! 


144? PACKARD CLIPPER 


| Ask the 


soon ngg nee aes 


PACKARD oe 
i] a 


Selling copy, typified by the color magazine page reproduced at the left, only a year ago convinced buyers with the 


famous Packard slogan, ‘Ask the man who owns one." 
current black-and-white page at the right. 
cision manufacturing lessons learned in the 


The same appeal is adapted 
Packard's wartime assignments are i 


resumed. 


to a wartime production theme in the 
nterpreted in terms that show how pre- 


“duration days’ will benefit the buyer when Packard car production is aga'n 


T am a toster mother 
of 33 children! 


.. » ONE OF 400,000 TEACHERS GUIDING 
THE LIVES OF 14 MILLION YOUNGLINGS 


America’s school teachers are doing a big job and doing it well! 


Our 


children will be better, healthier and more responsible citizens. 


Our schools are the radiating centers for most civilian emergency measures 


first aid, sugar and gas rationing, sharing the meat, scrap collecting. 


Our teachers have become advisers in thousands of communities every- 


where. 


increased responsibility for their children. 


As mothers and fathers take on war jobs, teachers must assume 


And that is why they are so 


important to every forward-looking advertiser. 


With each of its 400,000 teacher readers having an average of 35 girls and 


boys. The INSTRUCTOR Magazine 


exerts a powerful influence over 


approximately 14 million young Americans! 


544,500 Pieces of Advertisers’ Nutrition 
Material Requested by Teachers! 


In co-operation with the Office of Defense Health and Welfare 


nutrition-minded 
INSTRUCTOR Magazine 


Services, 33 
agencies, The 


all-informative grade-school program for 


in better eating habits. 
enrolled to teach nutrition, 
matter have been sent in the 
38 advertisers listed in the 


We are in this nutrition campaign to stay! 


of the Home Economics 
versity, and president of the New 
nomics Association, heads our 
editorial features include: 


rington, 


Box lunch recipes 
school cafeteria menus 
Stand-up food models 
Suggestions for well 
balanced meals 


Nutrition-minded advertisers can benetit by our program in the 
nutrition advertising to 
put it to 


National Nutrition Drive 
our nutrition teachers. 


Direct 
They 


your 
will 


Aviation—Elementary Pre-Flight Study 


The INSTRUCTOR Magazine again takes the lead with a com 
fundamentals of 
will get their fledgling wings at the impression 
this 
today’s classroom, 


plete series of articles on the 
Future flyers 
ible ages 6 to 15 
course Tomorrow's 


them in mass, 


vears through 
pilots are in 
sell them in the class 


The Instructor Sells a Youth Market 
of Millions 


Take advantage of the mass sales possibilities offered through 
The INSTRUCTOR Magazine You will) benefit) directly by 
teachers recommending your product 14 million girls and 
boys are offered to you through this leading grade-school 
magazine. Over 400.000 teachers and school executives use 
each issue. 
Write er phone for copy of 

“Education Then and Now” and sample of The INSTRUCTOR 


Robert C. Gilboy, Advertising Manager, 75 E. Wacker Drive, Chicago 
Advertising Rep 
Russ Bidg 


Stanley Copeland, Eastern 
New York: Simpson-Reilly 
Bidg., Los Angeles 


Ltd 


advertisers, 


Department, 
York State 
Nutrition 


Nutrition posters 
school lunch menus 
War 


and 5 government 
has now projected an 
widespread education 


Phousands of instructors have already 
544,500 pieces of nutrition printed 
past few weeks to teachers bu the 
neart column. 


Miss Evelyn Her 
Syracuse Uni 
Home Eeo 
Department. Regular 


Bond 
Contest 


Nutrition 


work for you 


aviation 


study 
lo sell 


comprehensive 


9 Rockefeller Plaza 
San Francisco: Garfield 


its 


Hoo 


Alumni 


Foundation 
Kraft Cheese 
aporated 
Rorden C 


Research 


Company 
Milk 


ompany 


lnited Fruit ¢ 


Oo 


Assor 


Vational Dairy Products 
California Fruit Growers 

Lixchange 
Vinnesota Valley 


Cann 


Heinz Con pany 


a 


Co-operating with 
The INSTRUCTOR'S 
National Nutrition Drive 


Bowey’'s, Inc. 
Carnation Company 


tation 


Cé 


imerican Institute of Baki 
seneral Mills, Inc. 

Wheat Flour’ Institute 
"“llshbury Flour Mills Co 
Kellogg Company 

Quaker Oats Company 
Cream of Wheat Corporati 
National Biscuit Company 
Armour and Compa 

Swift & Company 
American Meat Institut 
Libby, McNeill & Libh 
The Best Foods, In¢ 
Westinghouse Llectric & Mi 
nox Gelatine ( ly 
Standard Brands 

Corn Products Ren | 


) 


then headed by William Knudsen, 
now a lieutenant general, and Sid- 
ney Hillman, labor leader, suggested 
after the fall of France that this 
nation begin a war production drive 
paralleling the psychological cam- 
paigns that had proved so impor- 
tant in the British and Russian pro- 
duction efforts. 

Planning for the drive was cen- 
tered in the division of information 
of the Office of Emergency Manage- 
ment, which served as a_ publicity 
agency for all of the temporary war 
agencies within the OEM frame- 
work. An advertising man, H. An- 
drew Dudley, former consumer sales 
manager of the Wm. Wrigley Jr. 
Company, Chicago, was transferred 
from his post as advertising liaison 
man for the Army bureau of public 
relations to OEM to plan the drive. 

Before the War Production Drive 
was under way Robert Horton, in- 
formation chief of OEM, recognized | 
that the same technique of planned 
campaigns might be applied to such 
other war problems rationing, 
price control, salvage and conserva- 
tion. After Pearl Harbor Mr. Hor- 
ton set up the campaigns bureau 
within the OEM division of infor- 
mation. Mr. Dudley, as chief of this 
bureau, also served as chairman of 
the information division’s media 
committee, coordinating the plan- 
ning of newspaper, radio, periodi- 
cals, films, and graphics releases for 
these drives. 


as 


Set Up in February 


The framework for the advertis- 
ing industry’s contribution to the 
government information program 
was set up in early February as the 
result of plans initiated by the Asso- 
ciation of National Advertisers and 
the American Association of Adver- 
tising Agencies at a joint meeting 


of Compton Advertising; Sila 
Spitzer of Weber & Heilborne 
George Gribben and Robert Ferry 
of Young & Rubicam; and Paul H 
Bolton, president of Bolton Adverti: 
ing Company, Youngstown, O. S 


impressive was the work turned out 


by these men in various “tas 
forces” that four of them have bee: 
called from their positions in privat 
life to devote full time to plannin 
campaigns for various 
agencies. 

Government organization wa 
getting under way on still anoth: 
front. 


The log-jam of 


government 


government re- 


BALTIMORE'S BLUE 
NETWORK 


at Hot Springs, Va. The full story 
of conception, organization and 
work of the resulting Advertising 
Council is reported elsewhere in this 
issue. 

Even before the Advertising 
Council was beginning to fulfill its 
important role of making the forces 
of advertising available to the war 
effort, OEM invited a number of 
younger advertising men to serve as 
consultants in developing infor- 
mation campaigns for the War Pro- 
duction Board, the Office of Price 
Administration, the Office of De- 
fense Transportation, the Office of 
Petroleum Coordinator for War, and 
other agencies. 


These consultants included Ted 
Patrick, copy chief of Young & 
Rubicam; Ralph Champlin, adver- 
tising manager of Ethyl Corpora- 
tion, who mapped a campaign for 
rubber conservation and _ gasoline 


rationing in May; Barton Cummings 
of Benton & Bowles: William D. 
Laurie Jr., of Maxon, Inc.; Edward 
Graham of McCann - Erickson: 
Harold McNulty of Batten, Barton 
Durstine & Osborn; 


Edward Dexter 


George H. Roeder, Gen. Manager 
- SPOT SALES, INC. 
New York - Chicago - San Francisco 
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quests for free war bond, recruiting, 
and other announcements on com- 
mercial and sustaining radio pro- 
grams became so great shortly after 
this country entered the war that 
networks, stations, advertisers and 
agencies were faced with filling an 
impossible number of requests. In- 
dividual advertisers did not feel 
justified in granting “priorities” to 
various government departments, 
and research agencies demonstrated 
that radio listenership was begin- 
ning to decline as the result of the 
barrage. 

President Roosevelt assigned to 
the Office of Facts and Figures, 
headed by Archibald MacLeish, Li- 
brarian of Congress, poet, and for- 
mer Fortune editor, the job of 
bringing order out of chaos on the 
airlanes. In January Mr. MacLeish 
delegated this task to William B. 
Lewis, assistant director of OFF, 
and former CBS vice-president in 
charge of programs. 

In collaboration with a committee 
of information chiefs of all govern- 
ment agencies and a radio commit- 
tee of the Advertising Council, OFF 
drafted a network allocation plan 
which provided for reducing the 
number of government plugs on the 
air. By scientific allocation of mes- 
sages in turn to spots on major pro- 
grams, each government campaign 
received a larger, and somewhat 
more selective audience. National 
advertisers agreed to cooperate 
unanimously. 


Other Plans Developed 


The network allocation plan was 
followed shortly with a scheme for 
establishing priorities for local radio 
stations and network = sustaining 
programs. Still other allocation 
plans were developed which placed 
the audiences of all commercial 
sports broadcasts and of virtually 
all “spot” radio programs behind 
the war effort. 

Foreseeing the possibility of de- 
veloping similar plans for placing 
government messages in media 
other than radio, Mr. MacLeish in 
June summoned Ken R. Dyke, NBC 
sales promotion manager, to the 
OFF staff. 
launched a survey of the use of ad- 
vertising by the government. 

This work was being completed 
when President Roosevelt merged 
the activities of the Office of Facts 
and Figures, the OEM information 
division, the Office of Government 
Reports, and the overseas division of 
the Office of the Coordinator of In- 
formation, under a new agency, the 
Office of War Information, headed 
by Elmer Davis, CBS news analyst 
and former New York Times re- 
porter. 


Cowles Is Named 


In early July the entire war in- 
formation setup was consolidated, 
with all domestic information being 
placed under Gardner Cowles Jr. 
Experience with three major media 


made Mr. Cowles an_ unusually 
sound choice for the key job of 
keeping the American public in- 


formed on the war. He was pub- 


lisher of the Des Moines Register- | 


Tribune, president and publisher of 
Look, and president of the Cowles 
group of radio stations. He was also 
acquainted with British and Russian 
experience through his trip abroad 
with Wendell Willkie in 1941, and 
his globe-girdling trip with the for- 
mer Republican candidate, made 
ortly after he set up the OWI do- 
nestic organization this summer. 
Mr. Cowles divided the OWI do- 
nestic personnel into major media 
ups, news, radio, publications 
nd graphics, motion pictures, and 
pecial services. 
To insure coordination of policy, 
terpretation and timing of all war 
nformation campaigns, he consoli- 
ted the OEM campaigns division 
th the OFF advertising division. 
Ken R. Dyke of OFF became chief 
the new bureau of campaigns, 
d H. Andrew Dudley of OEM, 
eputy chief. 


To ~ 


r 


s 


Given Broad Powers 


This bureau was given broad 
wers to “act as central planning 
control of all war-connected major 
information campaigns directed to 
the public and conducted by any 
government department, bureau or 
agency.” Each government depart- 
ment was requested to delegate one 


Mr. Dyke immediately | 


individual to act as a campaign 
manager and liaison with OWI. 

Comprehensive, written plans 
were ordered prepared for each in- 
| formation program, following the 
same general lines of a detailed plan 
\for a full advertising campaign. 
These plans cover: (A) Analysis of 
the problem; (B) Objectives of the 
campaign; (C) Details of the pro- 
posed operation; (D) Copy theme 
| for each medium; (E) Recommenda- 
tions for use of each medium; (F) 
Time schedule of operations. 

In developing these campaign 
| plans, the bureau of campaigns was 
ordered to discuss use of each type 
of medium with the vertical media 
bureaus (news, radio, publication 
and graphics, and motion pictures.) 
| Results of the various campaigns 


are checked periodically by OWI’s 
bureau of intelligence, staffed 
largely with public opinion and ad- 
vertising research men. 
Also to Advise 

In addition to responsibility for 
central planning of information 
campaigns, the bureau of campaigns 
was charged with acting in an ad- 
visory capacity in establishing, in- 
terpreting and carrying out the 
necessary operating policies cover- 
ing: (1) the use of advertising as 
an information medium by govern- 
ment departments and agencies; (2) 
the use of war subjects, illustra- 
tions, etc., by manufacturers in their 
own advertising. 

Still another important function 
was the responsibility for acting as 
liaison control with the Advertising 


Council, advertisers, agencies and 
media cooperating with the govern- 
ment on plans, distribution or crea- 
tive work in connection with major 
information campaigns concerning 
the war effort. yovernment agen- 
cies requiring advertising services 
were ordered to consult this bureau. 

Establishment of this focal point 
for government's contact with ad- 
vertising, and advertising’s contact 
with government was a major step 
in the full utilization of voluntary 
contributions of advertising space 
and time, and in preparing for ef- 
ficient use of paid advertising should 
it ever be required 

Campaign branches were estab- 
lished during the summer months in 
the information divisions of the 
principal war agencies. 


Robert R. Ferry, former account 
executive for Geyer, Cornell & 
Newell and Young & Rubicam, was 
named chief of campaigns and 
media for the War Production 
Board. Harold R. Stone, vice-presi- 
dent and manager of Pacific Na- 
tional Advertising Agency, Portland, 
Ore., was named deputy chief. 
Charles P. Tyler of McCann-Erick- 
son, Chicago, was assigned to WPB’s 
conservation, salvage, and simpli- 
fication drives. Ned Evans, adver- 
tising manager of the Fisk Tire Di- 
vision, U. S. Rubber Company, 
Chicopee Falls, Mass., was assigned 
the war production and typewriter 
procurement drives. Lorin W. 
Smith, former public relations con- 
sultant for the Brunswick - Balke - 
Collender Company, Chicago, was 
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America. 
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assigned industrial campaigns to put 
across WPB’s controlled materials 
plan and materials redistribution 
program. Monroe W. Greenthal, 
former director of advertising and 
publicity for United Artists, joined 
the bureau to coordinate WPB’s use 
of films. 

Barton Cummings of Benton & 
Bowles, who had served as an OWI 
consultant, took over the planning 
of campaigns under the information 
division of OPA. 

Paul H. Bolton, who had directed 
the war activities of the Interna- 
tional Affiliation of Sales and Ad- 
vertising Clubs, resigned from his 
own advertising agency in Youngs- 
town, O., to become campaigns chief 
for the Office of Defense Transpor- 
tation. 


Other Managers Added 


Frederick W. Wile Jr., son of the 
pioneer radio commentator, who 
had served as chairman of the Ad- 
vertising Council committee work- 
ing with OWI on the radio alloca- 
tion plan, resigned from Young & 
Rubicam to become assistant chief 


of the information division of the 
War Manpower Commission, and 
Ted Repplier, account executive 
from the same agency, became cam- 
paigns manager of WMC. 
Campaign managers added to the 
OWI staff include Dr. Herman S. 
Hettinger, professor of marketing 
and advertising at the Wharton 
School of Finance, University of 
Pennsylvania; Kenneth Beirn, ac- 
count executive for Pedlar & Ryan; 
and Ruth West, former advertising 
manager of Saks Fifth Avenue, who 
is developing a series of campaigns 
through retail trade associations. 
The story of building an organ- 
ization to use the resources of 
American advertising is undramatic 
certainly dull alongside the fabu- 
lous tales of expansion in the armed 
forces, in shipbuilding, in war pro- 
duction. But it has shown the will- 
ingness of government to marshal 
to the fullest on both domestic and 
world fronts the vital psychological 
factors. 
Although American advertisers 
and media have contributed space 
and time estimated at many mil- 


ind words from Quebec 


New Orleans 


GEORGIA 


WWL Daytime Coverage 


PRIMARY and SECONDARY h 
a 


You get both with: 


‘NEW ORLEANS 


50,000 watts - - clear channel 


Listeners in the far North hear WWL clearly. 


And they prove 


our power by writing in to say: “Program's coming in fine. 


Listeners in the deep South go to their retailers 


WWL's selling-POWER 


vertise. 


and prove 


by buying the products we help ad- 
WWL gives you complete dominance over the New 


Orleans area—growing. prospering. and profiting smart WWE 


advertisers. 


The greatest selling 


POWER 


in the South’s greatest city 


CBS Affiliate—Nat'l. Representatives, The Katz Agency, Inc. 


#. 
pas 


SP Se gg 


ADVERTISING AGE 


lions of dollars, their effort has not 
yet been completely integrated with 
government requirements. The year 
1942 has seen the completion of or- 
ganization and plans for the fullest 
use of the resources of American 
advertising. The year 1943 may 
see a major share of all advertising 
expenditures by American business 
devoted directly to the war effort. 
And some part of virtually every 
printed advertisement and_ radio 
program, if only a slogan, a logo- 
type, a box, or a spot illustration, 
will carry a message from Uncle 
Sam. 


Pacific Adclubs 
Highly Organized 


| 
| 


for War Activities 
| Coast Association 

| Active in Multitude 
_ of Projects 


On Dec. 8, the day after Pearl 
Harbor, the Pacific Advertising 
Association, representing organized 
advertising in 11 Western states, 
| British Columbia, Hawaii and 
Alaska, adopted the following three- 
point program, reports Charles W. 
Collier, managing director of the 
| association: 

“1. To stir America to all-out 
effort for Victory through every 
medium of printed or spoken word 
and with full resources of our col- 
lective talent. 

“2. To urge sound buying and 
conservation of the necessities of 
war by showing our people how to 
effectively use the alternates. 

“3. To safeguard our Bill of 
Rights by alertly watching our ene- 
mies from within who would use 
\this opportunity to undermine our 
liberties. 

“Immediately thereafter, all of 
our 26 member clubs adopted simi- 
lar platforms and became advisers 
and workers in their communities 
in all matters in which advertising 
could directly help war agencies, 
the military, and all official and 
semi-official groups in the war 
effort. 


Has Special Study Made 


“The Pacific Advertising Associa- 
tion had a study made by Mr. Ford 
Sammis, entitled ‘Advertising’s Job 
in This War,’ from which we quote: 
‘Facing all business today is the 
task of protecting values acquired 
by years of promotional effort. The 
advertiser must decide how much 
shall be spent, what its objectives 
shall be, and what appeals and tech- 
niques shall be used. This basic 
problem is interwoven with a multi- 
tude of secondary problems.’ This 
book was widely distributed and 
was described by a representative 
of the Department of Commerce as 
the most constructive book on the 
subject which had reached his at- 
tention. 

“A national campaign was pre- 
pared for the Advertising Coun- 
cil under the chairmanship of 
Don Belding, then the president of 
our association, on forest fire pre- 
vention and through our advertising 
clubs this program was distributed 
and put in operation in the western 
states. 

“Cooperation was also given by 
our association through its member 
clubs to the promotion of a ‘Zip 
Your Lip on Military Information’ 
campaign 

“At the 39th annual convention of 
our association, held at Rainier Na- 
tional Park in June, 1942, a pro- 
gram designated as ‘Advertisers for 
Victory’ was formulated, which 
briefly is as follows: 

“Objectives: To make our clubs 
more effective in prosecution of the 
war, in national, coastwide and local 
projects; to eliminate waste and air- 
fanning on projects which, while 


worthy, slow down the operation of 
the approved patriotic projects: to 
be the ‘advertising commandos’ of 
this war, ready to strike suddenly 
and effectively where it will do the 
most good. 
“Plan: The 


PAA ‘Advertisers 


SELLING COPY IN REVERSE 


Working in collaboration with the War Production Board, the four leading 


typewriter manufacturers threw their full 


weight behind the typewriter repurchase 


plan, designed to gather in from users 600,000 machines urgently needed by the 


armed services. 


Shown here are representatives of agencies that prepared the 


campaign material, conferring with the Advertising Council's project coordinator 


and staff member in charge. 


Left to right: S. H. Giellerup, Marschalk & Pratt 


(Underwood Elliott Fisher); Robert Newell and R. L. Strobridge, Newell-Emmett 


Company (L. C. Smith & Corona); H. 


W. Roden, Harold H. Clapp, Inc., co- 


ordinator for the Council; lvan Combe, Young & Rubicam (Royal); and D. Porter 


Bibb Jr., staff member of the Council. 


Missing from the picture is the repre- 


sentative of Leeford Advertising Agency, which handles the Remington Rand 
account. 


for Victory’ executive committee, 
composed of the president of each 
advertising club in our area, the 
president and the managing director 
of the PAA and the western repre- 
sentative of the Advertising Coun- 
cil, is to weigh the merits of each 
project on which help is requested. 
If ‘cepted, the project will be 
tui.ed over to a plans committee, 
and passed on to the individual 
clubs to be put in operation through 
their local ‘Advertisers for Victory’ 
committees, which are standing 
committees for the duration of the 


war and ready to function at any 
| time needed. 
Specific Jobs Done 


“On request of the Office of Price 
Administration, through its regional 
office, our Advertisers for Victory 
committee has prepared a campaign 
to popularize and humanize OPA 
and its work and to create a greater 
public understanding of price ceil- 
ings and their importance in keep- 
ing down the cost of living. This 
campaign has been approved by the 
OPA through Robert W. Horton, 
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deputy administrator, 
conducted as a ‘guinea pig’ test pro- 
gram in this region commencing 
Jan. 25, 1943. 

“We have also acted upon a re- 
quest from the war savings staff of 
the Treasury Department for a pro- 
gram in this region popularizing the 
commodity check deduction plan 
among the farmers. 

“Other requests for cooperation 
with governmental and war agen- 
cies are now being studied. 

“Another feature of our work has 
been to prepare a series of four 
advertisements which have received 


the approval of the Army, Navy 
and USO authorities, urging the 


public to write to boys in service, to 
entertain service men at meals in 
their homes, to give rides to service 
men and to drop into USO and 
other service clubs and talk with 
service men about the problems, 
which are close to their hearts.” 


Southern Dailies 
Pitch in Mightily 
on War Campaigns 


“In performing its function as a 
clearing house for its members the 
Southern Newspaper Publishers As- 
sociation has served as a liaison be- | 
tween government agencies and the 
268 daily newspapers in the 14 
southern states from West Virginia 
to Texas, including Oklahoma and 
Arkansas,” according to Charles P. 
Manship, president. “There has 
never been a time in the 40-year 
history of the assdciation that it has 
been as valuable to its members as 
during this World War II. 

“Our job has been largely that of 
keeping newspaper executives 
formed on government regulations 
affecting the newspaper industry 
and giving interpretations on what 
can and cannot be done. Under a 
system of classifying the bulletin 
service according to subjects, adver- 
tising has been the subject of more 
than 100 bulletins during the cur- 
rent year. Many of these have 
dealt with the war effort and urged 
the members to cooperate to the 
limit of their ability and give freely 

f their time and facilities in the im- 
portant job of winning the war. No 
attempt has been made to clock the 
time, space and talent contributed 
by the newspaper men of the South. 
The SNPA along with other organ- 
izations has cooperated with the 
Advertising Council in its program 
of harmonizing and _ consolidating 
the total war advertising plan. 

Solidly Behind Government 


“The important services recom- 
mended by Advertising Federation 
of America, which advertising can 
perform in helping the country’s 
war effort, were endorsed by the 
SNPA and a survey, if made, would 
show that publishers and advertis- 
ng executives have used the recom- 
mendations as their guide for war- 
time advertising policies. 

“The record in promoting salvage, 
war bonds, enlistment and other 
campaigns are stories in themselves. 
Southern newspaper publishers 

ive been solidly behind the govr- 

nment and they will continue to 

e their columns in carrying on the 
fight for freedom.” 


in- 


‘ 


Government Drives 
Given Much Space 
by Inland Dailies 


[he Inland Daily Press Associa- 
n’s wartime services have in- 
ided cooperation with such agen- 

as the Advertising Council, the 
fice of Censorship, the Office of 
ir Information, the Army, Navy 
1 Marine Corps, War Production 


I ard, Newspapers’ Scrap Metal | 
Salvage Drive Committee, Office of 
Price Administration, Office of De- 


nse Transportation and the office 
Rubber Director William M. 


and will be 


Jeffers, 
president and publisher of 
Argus, Rock Island, IIl., reports. 

“In the advertising field—though 
almost all of the 315 member daily 
newspapers are also served by ad- 
vertising sales organizations in their 
own states and many by the Bureau 
of Advertising of the ANPA—the 
Inland has encouraged the coopera- 


the 


tion of its members in the many 
special programs aiding the war 
effort in which advertising has 
played so important a part,” Mr. 


Potter says. 
Much Scrap Work 


“The inland was an early leader 
in bringing to members’ attention 
the importance of the salvage pro- 


grams, particularly in the scrap 


John W. Potter, Inland 


metal field. In May we gave place 
on our program to the Illinois state 
director of salvage and in frequent 
bulletins and our convention discus- 
sions during the year we have 
encouraged, and suggested ways and 
means for Inlanders’ effective par- 
ticipation in the salvage programs 

“In September and October these 
appeals and suggestions were inten- 
sified as a result of the special re- 
quest to newspapers made by Don- 
ald Nelson of the War Production 
Board. 

“At our 58th fall convention an 
exhibit which covered the walls of 
our meeting room testified to the 
generous response of our members 
to these appeals. Supplementing 
this exhibit of advertising and news 
space donated to the scrap metal 


drive, Louis A. Weil Jr. of the 
Grand Rapids Herald, who repre- 
sented us on the Newspapers’ Scrap 
Metal Drive Committee, presented 
a preliminary report of results 
which confirmed the success of the 
special efforts made by Inland mem- 
bers in the promotion of the drive. 


17 Pages Per Paper 


“In September our members were 
asked to report how many column 
inches of advertising they had do- 
nated to “winning the war” causes 
(Army, Navy and Marine recruit- 
ing, war bond sales, salvage, USO, 
Red Cross, etc.) since Pearl Harbor. 
Though the questionnaire was sent 


out before the scrap metal drive 
and most of the replies came in 
before publicity for the drive was 


started, 68 papers reported con- 
tributing a total of approximately 
190.000 column inches of advertis- 
ing, or an average of 17 full pages 
per paper. The value of this space 
was estimated to total more than 
$116,000. This was in addition to 
news space contributed, which most 
of the papers said they were unable 
to estimate with any accuracy. 
Promote War Bond Sales 


“In addition, our bulletins and 
convention round tables throughout 
the year have encouraged our mem- 
bers to use many effective methods 
Inlanders and others have devel- 
oped for the sale to advertisers of 


_space to help sell war bonds and 


to make successful the many other 
programs connected with the war 
effort.” 
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OUTDOOR ADVERTISIN 


OUTDOOR ADVERTISING INCORPORATED 


National Sales Representative of the Outdoor Industry 


60 EAST 42ND STREET, NEW YORK CITY 


ATLANTA + BALTIMORE + BOSTON 


+ CHICAGO + DENVER + DETROIT + HOUSTON » LOS ANGELES - PHILADELPHIA » ST. LOUIS + SAN FRANCISCO 
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literature. The reason for this 
leadership was, no doubt, partly due 
to the fact that American opsonns 
so far as production was concerned 
had been at war for some time prior 
to Dec. 7, 1941, and in many cases 
industrial advertising men had al- 
ready adopted a wartime technique 
in their copy and general activities. 
The fateful Sunday morning in 
American history, however, quick- 
ened the tempo in the industrial 
advertising field and spread the use 
of helpful, how-to-do-it copy gen- 
erally. A number of manufacturers 
of industrial equipment and _ tools 
went all-out in this direction to the 
extent of publishing in the pages of 
business papers production tips and 
conservation suggestions which for- 
merly had been “inside” informa- 
tion and used only by field engi- 


neers. How Crosley 
Manuals Are Aid 


EDITORIALLY 4 


(NEEDS OF WARTIME 
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el 


ascitic ations! 


We Si aed 


Went “ AlL-Out” For War Production Self-Contained Drive Units “o 


Supplementing publication copy, 
industrial advertisers quickly pre-| 
pared handbooks and manuals, mo- | 
tion pictures, charts, and related | 
material for use in instructing both 
new and old workers in getting the | 
utmost production from machines 
they were operating. Back of all 
this factual material, the industrial | 
advertising men spearheaded the | 
production drives throughout indus- 
try which have provided the stimu- | Pl ot - me 
lation and incentive for the produc- | : , 
tion of war goods in unbelievable 
volume. 

To the industrial advertising | 
manager also fell the task of pro-| 
moting the sales of war stamps and | 
bonds to workers and getting these | 
same people to contribute further in | 
providing materials for war through; = 
scrap drives. The results of all this| <u 


ce diversified 
vaskey, ctading ov © 


Pre-Formed, Pre- Finished Plastics 


Simplify The Job 


ee 


extra curricular work have pro-| Sg ==. eM me ee, 

vided some of the most fascinating,!| 4 OS ES ree 

helpful and inspiring stories of the — : 
year. . 


Before this country’s direct par- 
ticipation in the war, industrial 
advertisers had been confronted | 
with the problem of advertising to 
customers and others to whom they | 
could not deliver goods because of | 
sold-out capacities. Much copy then 
was devoted to telling these people 
as diplomatically as possible why | 
the manufacturer could not take! 
care of their requirements and to be | 
patient if deliveries were slow. 


Alibis Soon End Mines 


The word “sorry,” however, soon 
became threadbare from extensive | 
use and many advertisers—realiz- 
ing that something had to be done 
to avoid appearing ridiculous and, 
more important, to help their cus- 
tomers with ever-increasing pro- 
duction problems — released cam- 
paigns of how-to-do-it and useful ext 8 MOND 
data copy. This technique helped | *“— : 
pave the way for the salesmen, 
giving them something to talk about 
besides delayed deliveries. While at 
the start it served as a cushion, the 
acceptance of this type of copy was 
so enthusiastic that its use spread 
rapidly. Then when all-out orders 
for war equipment were given the 
demand for such information be- 
a came so heavy that manufacturers 
ee stepped up advertising in the pages 
of industrial publications. This 
practice has resulted in a 12% in- 
crease in display advertising in the | 
industrial publications for the first 
11 months of 1942 as compared with 
the similar period of 1941. 

° Typical of the manner in which 
industrial advertising donned a 
service uniform was the shelving of 
a conventional 100th anniversary 
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users how to spread the supply of | needed 


through correct 


which is providing a liberal educa- | 


and R. K. 


by observing specific practices in| vocational 


may be put to immediate use with-| by 


tion.” 


information 


their operation and maintenance.|These have 
These are but a few of the many | ‘Milling Machine Practice” by Cin- 
campaigns running in business pa-|cinnati Milling Machine Company; 
pers providing information which|‘“Turret Lathe Operators Manual” 
Warner & Swasey Company; 
out “writing for further informa-|‘“How to Run a Lathe” by South 
|Bend Lathe Works; “Contour Saw- 


to prolong the life of their lathes | through their salesmen, distributors, 


schools and_ colleges. 
included pieces like 


pany, Macwhyte Company and other| While industrial advertisers have ing Hand Book” by Continental Ma- 
wire rope manufacturers, who tel) | been disseminating a great deal of | chines, Inc.; “Riveting Aluminum” 
through the | 
steel by conserving their wire rope | quick service rendered by the ad-|Company of America; “Cutting and 

installation and/vertising pages in business papers,! Grinding Facts” 
maintenance; Norton Company,|the work has not stopped there. In 
addition, an extensive and valuable 
tion in the selection of grinding) library of technical information and 
wheels and how to use them most | training material has been built up 
efficiently; South Bend Lathe Works |in the form of books, booklets and 
LeBlond Machine Tool} pamphlets which have been offered 
Company, which tell workers how|in the manufacturers’ advertising, 


and many others by Aluminum 
by Sun Oil Com- 
pany; “Maintenance Painting Hand- 
book” by American-Marietta Com- 
pany; and hundreds of others. 
Companies like International Nickel 
Company and Koppers 
with extensive lines of products, 


| 
| tion pictures and slide films. Note- | 
| worthy among these have been the 
set of six color-sound movies on 
welding by General Electric Com- 
pany; two color-sound movies on 
the lathe and its operation by South 
Bend Lathe Works; a similar type 
film on “Heat Treating Hints” by 
Lindberg Engineering Company; 


Company, | several reels on machining, riveting 


and welding aluminum by Alumi- 


have used as many as two or more|num Company of America; one on 
pages in various business papers for|turret lathes and their operation by 
the sole purpose of offering books|Gisholt Machine Company; and a 


of technical and product informa- 
tion. 


’Training Gets Help 


In the field of training activity,| distributed by advertisers. 


industrial advertisers have 


number of others. 

Posters and hangers carrying use- 
ful information about products and 
technical data also have been widely 
Most of 


con-| these pieces have little or no spe- 
tributed much in the nature of mo-|cific advertising message. 
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A Crane Co. page featuring its series 
of five bulletins and charts on "Piping 
Pointers’ for the installation and main- 
tenance of pipe lines, valves, and fit- 


tings. Industrial advertisers have cre- 
ated a vast library of instructional 
material of this character. 


ing chart by the Lincoln Electric 
Company, showing right and wrong 
kinds of welds: a chart by Nichol- 
son File Company illustrating in 
full size the principal kinds of files 
and recommendations for their 


ful and timel MANU- Seegeee | proper selection; a poster by the 
oee* today’s pages of ELECTRICAL ae oe Sterling Grinding Wheel Division 
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operations In teristics when designing: Guide to Wartime Care of Electric 
the electrical characte ital problems must be Motors” by Allis-Chalmers Mfg. 
da score of other vi ilitary per- Company; “Maintenance Hints” on 
These an ineers executives and mi : electrical equipment by Westing- 
h dled by the engine . F . of the materials, | house Electric & Mfg. Company; and 
- ontrol the specifications / oth and jan extensive series by Black & 
sonnel who ¢ chanical parts, equipm re Decker Mfg. Company covering its 
lectrical and me icall operated per line of portable electric tools such 
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|tribution to the war effort in the 
preparation of instruction books and 
manuals to accompany industrial 
lequipment and tools supplied the 
j}armed services. These books had to 
| be written and illustrated in a man- 
ner which would enable any novice 
|to operate the device and especially 
|repair and maintain it, even in 
parts of the world. The 


remote 
l'assembly of the equipment had to 


the really - be shown in step-by-step fashion, 
measured. 1943 business paper arg iedine ae eink Eee oe 
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Disston Campaigns 


One of the most extensive cam- 
paigns launched early in the year 
was the Disston Conservation Con- 
trol plan of Henry Disston & Sons, 
Inc. It was designed to speed the 
production effort and conserve 
metals by the proper selection and 
use of cutting tools and the avoid- 
ance of spoilage. The plan includes 
individual instruction cards on the 
use and care of 34 different kinds 
of cutting tools and six kinds of 


ee 
Mien, 


tool steels; posters for the shop; 
buttons and stickers for workers; 
and a certificate of participation for 
the companies which put the plan 
into use. More than 35,000 plants 
throughout the country are utilizing 
this service which is supplied by the 
advertiser free of charge; more than 
700,000 instruction cards have been 
distributed to their workers. 
Another far-reaching conserva- = % 

tion program is the National Power 
Recovery plan of L. H. Gilmer Com- 
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HOW TO DO IT the industrial advertising man in INSPECT WAR 


connection with wartime activity 
|has been the publication of new} 
|house organs and employe papers; 
the first as further service to indus- 
‘try in the dissemination of useful 
| data, the latter as a means of keep- 
ling workers. properly informed | 
about new conditions under which 
|they operate. Many of these pub- 
|lications are issued by labor-man- 
| agement committees with the adver- 
tising department as the production 
center. In style and character they 
'range from simple four-page fold- 
ers to larger tabloid news style 
|sheets and colorful magazines of 
| professional appearance. While the 
| publication of house organs has 


| always been the job of the indus- 
|trial advertising manager in most 
| companies, the current wave of new 
|employe papers is adding just that 


yuart! wn much more to his already expanded 
— » > | 
| 


activities as result of the war. 

The ingenuity of the industrial 
Back page of an insert promoting the advertising man and his ability to 
use of a color-sound motion picture on | dramatize situations has made him 
turret lathes and their operation by |the driving force behind the war 


William Metzig (right), artist named n 

posters for the war bond campaign, looks at one of the 35,000 cards to be dis- | 

played in cars and buses. With him are James B. Lackey (center), president, 

National Association of Transportation Advertising, and Philip Everest, his 
assistant, who arranged for placement of the cards. 


ane Anta eee mee TE OEY CRTROTERTETS (& mETRL TeENie 


BOND CARDS 


flush valves in homes for postwar 


construction. 


by the Treasury to design cards and 


Gisholt Machine Co. The illustrations | production promotion program, war | ag 
ere reproduced in full color. | bond sales, and scrap drives in his | chart based on one of Its advertise- 
company. In these activities a great | ments which was a guide for spark 
a |array of posters and scoreboards has | testing tool steels in their proper 
_— been created, much of which has| segregation to conserve vital alloys 
: ‘eceived attention in the business | in scrapping such material. 
tions supplied by the oes aes it cieeaauiae erally has} Industrial advertising has also 
plant engineers are enabled to esti- | ales ‘been the producer of cere- been used to help manufacturers get 
mate the power losses _ eight PE | nenies incident to presentation of | War subcontracts. One outstanding 
cipal power services found in ggg, (PIR oR” awards |campaign in this category was pro- 
average plant, thus establishing a| : ae . See duced by Lyon Metai Products 
framework around which a syste-| Company in which all elements of 
matic conservation program can be | Many of the steel and metal com-|a product sales and advertising 
built. 
Among the many additional jobs 
which have fallen into the lap of 


pany, manufacturer of belts. 
the use of special forms and instruc- 


Scrap Drive Assisted 


appeal to manufacturers to scrap all|sold its manufacturing facilities to 
EMPLOYEE useless equipment and salvage all | build special war mt i 
IDENTIFICATION BADGES | pag ot cone ae a ag ong prigin aaa, 
|specific plans for conducting scrap | made si a se o i ertis- 
a | collection programs. International | ing, including booklets which illus- 
" Nickel Company and Carpenter|trated and cataloged their produc- 

Write for Catalog \Steel Company, particularly, have} tion equipment and facilities. For 

ST. LOUIS BUTTON COMPANY channeled the thought along these|a number of months Inland Steel 
415 LUCAS -_—. LOUIS, Mo, | lines. The latter has issued a large|Company devoted some of its pub- 


WTAG’s leadership 
is again confirmed! 


C. E. Hooper's latest 
Worcester survey 
shows that our au- 
dience is greater, 8 
a. m. to 10.30 p. m., 
than the combined 
audience of all other 
stations heard in this 
area. 


When You Buy Time—Buy An Audience! 


WTAG 


Worcester, Massachusetts 


NBC BASIC RED NETWORK 


Owned and operated by the Worcester Telegram-Gazette 


| 

lication space to listings of the | 

facilities of its customers available | 

for war work and acted as a clear- 

ing house in bringing together the | 
prime and subcontractor. 

Morale Copy Frequent 

Many campaigns of inspirational | 

character have been used by indus- 

trial advertisers, designed mainly to 

impress upon war workers, and the 


public as well, the importance of | 


panies have devoted considerable of | campaign were utilized—the differ-| full and efficient production and the | 
| their publication space to promoting|ence being that instead of selling | maintenance of high morale. Most 
the scrap drive. From a_ direct|the company’s regular products, it}of these campaigns have appeared 


in general media in addition to busi- 
ness papers. Noteworthy among 
|these have been the series by 
Aluminum Company of America, 
|United States Rubber Company, 
j\Jenkins Bros., American Locomo- 
| tive Company, and one recently re- 
jleased by Carrier Corporation in 
which a worker whose son was 
killed in action exhorts his fellow 
workers: “Let’s Get It Over Quick!” 

General media also have been 
used by industrial advertisers to 
report progress of their wartime 
) activities to the public and in the 
case of Twin Coach Company to 
sell workers on staying on the job 
in their hometown plants rather 
than migrating to jobs which might 
appear more glamorous or of a 
more direct war nature. 

When aluminum and magnesium 
was in the news spotlight and public 
interest was at its height, Alumi- 
num Company of America and Dow 
Chemical Company used liberal 
space to tell of the progress being 
made to increase production facili- 
ties and to take the chaos out of 
conflicting reports in the press. 
Similar copy appeared in the busi- 
ness press. 


Postwar Plans Figure 


Completing the record of indus- 
trial advertising activity during the 
first year of this country’s direct 
participation in the war is the use 
of advertising space for the ad- 
vancement of postwar planning. 
|; Outstanding in this category has 
been the “Imagineering” campaign 


by Alcoa. The term “imagineering” | 


has been defined as the constructive 
process of letting the imagination 
soar and then engineering it down 
to earth into tangible products 
which will make jobs for people 
after the war. 

Koppers Company also focussed 


considerable attention on postwar | 


planning when early in the year it 


broke a campaign directed to “vice- | 


presidents - in - charge - of - to- 
morrow,” to whom it offered its vast 
selection of product’ information 
literature for consideration. Keas- 
bey & Mattison Company has been 
| directing attention to the application 
of asbestos products in construction 
plans for tomorrow. Saco-Lowell 
Shops has been telling the textile 
industry its engineers are develop- 
ing many improvements in equip- 
ment which will be available after 
the war and which should be incor- 
;porated in plans now being made 
for future execution. Taylor Instru- 
ment Companies is offering the 
services of its engineers to those 
planning postwar expansion requir- 
ing instrumentation. And _ Sloan 
Valve Company advises architects 
to start planning now to use its 


Achievements Are Applauded 

Thus, in many ways, industrial 
advertisers have been busy during 
the first year of war and their 
achievements have been recognized 
and applauded time and time again 
by Donald M. Nelson, WPB chief, 
and the heads of other governmental 
agencies charged with the successful 
prosecution of the war. 


Industrial Admen 
Link War Efforts 


with U. 5. Aims 


The National Industrial Adver- 
tisers Association is actively en- 
gaged in a war activities program 
known as the “Victory Promotion: 
Plan” and designed to help NIAA’ 
2,000 members scattered through 25 
district chapters in the United 
States and Canada to align thei: 
daily work more closely with ths 
aims of the government in its wa 
efforts. 

At the direction of the NIAA 
president, Herbert V. Mercready. 
Magnus Chemical Company, Gar- 
wood, N. J., a special portfolio was 
established in July under the lead- 
ership of Wilmer H. Cordes, vice- 
president, American Steel & Wire 
Company, Cleveland. The play 
which has evolved treats the indus- 
trial advertising person’s effort i: 
the war from four major angle 
These are: War production promo 
tion; industrial training; war-win 
ning advertising; and conservatio: 
and scrap salvage. 


Portfolios Distributed 


In addition, bond sales and othe 
jobs in which industrial advertising 
plays a part, are given their place 

A portfolio describing the pla: 
has been issued to those in charge 
of the subjects in each chapter, M: 
Mercready explained. Each mem- 
ber has received a brochure describ- 
ing the plan. Meetings are being 
held in each chapter lead by espe- 
cially qualified leaders, on each of 
the various phases of the plan. 

“Each chapter is collecting scra; 
book exhibits showing examples of 
the efforts of its various members 
in each phase of the war work,” he 
said. “Each member is being en- 
couraged to new and increased en- 
deavors and efforts. Similarly, eac! 
chapter is being encouraged to vic 
with other similar groups in the 
same manner. The net result i 
that greater emphasis is being 
placed on the jobs which industria! 
advertising and industrial advertis 
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VERNON H. VAN DIVER, JR. 


IF “Logistics” means figuring how 
much it takes to win, then adv. mgrs 
and agey. men need some. 


MY ‘41 and °42 Report Books are 
the logistics of business paper ad 
vertising. They show how you stack 
up against any of 25,000 advertisers 

. 1 still have a few of both 


issues, 
GET °EM while they last ($12.50 
each) from: The BRAD-VERN 


Company, 135-21 Union Turnpike, 
|| Flushing, N. Y. 
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ing and sales promotion people can | 
do. 

“As an example, each chapter is 
giving particular emphasis and 
prominence to the various war pro- 
duction promotional materials cre- 
ated in its areas by exhibits and 
special talks in meetings. This is 
being done in cooperation with the 
War Production Board. Stress is 
being laid on the types of appeals 
in current industrial advertising 
which best tie in with the war ef- 
fort. New and additional appeals 
are being sought. 

“Under the supervision of the na- 
tional body, the Detroit chapter is 
fostering a special project, collect- 
ing information concerning the in- 
dustrial training material which is 
available for use in the training-in- 
industry programs. This work is| 
being done in cooperation with the | 
War Manpower Commission. 

“The work of encouraging addi- 
tional promotional efforts in behalf 
of the collection of industrial scrap 
is being furthered in conjunction 
with that branch of the War Pro- 
duction Board. The stimulation of 
bond sales through promotional | 
efforts is being carried on in close | 
cooperation with the aims of the} 
Treasury Department. 

“In addition, the story of what in- | 
dustrial advertising and industrial 
advertising and sales promotion 
people can do in the war effort, is) 
being given to industry and to man- 
agement by means of special mes- 
sages directed to these groups, em- 
phasizing the advantages of this) 
from the standpoint of industry and 
management. 

“All in all, NIAA has ‘gone to 
war.’ And, through it all, is being 
laid the groundwork for the post- 
war period, wherein it is planned 
that industrial advertising and in- 
dustrial advertising people will have 
. real part to play.” 


Business Papers 
Perform Variety 
of Wartime Tasks 


“During the last 


| 


three years,” 


ays S. A. Knisely, executive vice- | 


resident, “the 125 business publi- 
ations comprising the membership 
vf Associated Business Papers have 
oncentrated on three major coop- 
erative activities: 

“1. Increasing the peacetime and 
vartime usefulness of their publi- 
cations to their subscribers. 

“2. Helping advertisers to con- 
vert from peacetime sales copy to 
idvertising of wartime usefulness. 

“3. Placing the facilities of busi- 
ness papers at the service of the 
government in the conduct of the 
lefense, and later, the war pro- 
grams. 

“Long before Pearl Harbor, in 
what was then known as the ‘de- 
fense’ period, ABP, 
National Defense Committee, called 
n President Roosevelt and pledged 
ts unstinted cooperation as it had 
done in the first World War,” Mr. 
Knisely said. 


Aids Sabotage Fight 


“Shortly thereafter, when Edgar 
Hoover, head of the Federal Bureau 
of Investigation, wanted to inform 
ndustry of the dangers of sabotage, 
e asked the business press, because 

its thorough coverage of all key 
ersonnel in business and industry, 

help spread his message of warn- 
ng and helpful counsel. Within a 
‘ew weeks, scores of business papers 

id gone into action. 

‘When Secretary of the Treasury 
lorgenthau sought the help of in- 

istry in promoting the payroll 

lotment plan for the speedy and 
ntinuous sale of war bonds to 
irkers, the business press prepared 

d published free of charge adver- 

ements that produced thousands 

requests for information on how 
nstall the payroll allotment sys- 

m. This advertising and editorial 

iblicity is being continued 

“When Donald Nelson, head of 

e War Production Board, shortly 

ter Pearl Harbor, was faced with 

problem of speedy conversion 


peacetime plants to all-out war 


jnating the know-how 


through its | 


production, he called the National 
Conference of Business Paper Edi- 
tors to Washington and sought its 
help in explaining the need of 
speedy conversion and in dissemi- 


so necessary to its success. 
Now Aiding Scrap Efforts 


“When the conservation division 
of WPB and the American Indus- 
tries Salvage Committee faced the 
problem of possible serious curtail- 
ment of steel production as a result 
of the shortage of high quality scrap 


information 


iron and steel, ABP arranged meet- | 
ings of the business press in Chi- | 


cago and New York, and is now. 


launching a campaign of free adver- 
tising as well as editorial publicity 
explaining the necessity of a steady 
stream of industrial scrap flowing 
out of industry and into the steel 
mills, month after month, for the 
duration of the war. 


“Early in 1940, with many indus- 
'tries already working at capacity 


producing for defense and lend- 
lease, ABP foresaw the necessity, 
not only for more effective adver- 


IDENTICAL STYLE, NEW APPEAL ing the organization to the policy 
|of helping advertisers to get a big- 
}ger return on their investment in 
}business papers, the organization 
launched a campaign with its fa- 
mous ‘Tell All’ book, augmented by 
jits three companion pieces, ‘Inten- 
sive Advertising,” by John E. Ken- 
nedy, ‘Mr. President: Meet Your 
Advertising Manager,’ and ‘How I 
| Hamstrung My Advertising Agency.’ 
| “With the shock of Pearl Harbor, 
many advertisers, still manufactur- 
ing and selling civilian goods, were 
faced with plant conversion, and a 
| consequent change in their advertis- 
ing problems. Unable any 
to supply their customers with a 
j;normal flow of peacetime goods, or 
lrestricted by | rit'-s in the sale 


- ee. jof essential materials, they 
THE BARRET! DtVIStON 4 J @F PARRETY OrvietOn A "7 a 


Your money bough the :af that seved thes lives 


4 i 


longer 


were in many cases at a loss to 
know how to convert their adver- 
|tising. At this juncture, ABP pro- 
|}duced the first ‘Guide to Effective 
War-Time Advertising, and since 
then, three substantial supplements. 
|, As a result, tremendous improve- 
tising in its pages, but also the/of advertising from peacetime to ment in advertising technique and 
increasing need for the conversion wartime usefulness. Publicly pledg- theme has become quite apparent.” 


Readers can't tell from the illustration and copy presentation, at the start, at 

least, that these advertisements present widely-different appeals. At the left is an 

earlier ‘regular’ ad of the Barrett Division magazine series. A war bond appeal 
dominates the new copy at the right, which appeared last month. 


| 
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Russel! Lord, R.F.D. 1, Bel Air, Md. 
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friend and neighbor to Southern farm families for 57 
years. With a large and distinguished editorial staff, 
with editorial offices in Raleigh, Birmingham, Memphis 
and Dallas, and published in five, separate, highly- 
localized editions, The Progressive Farmer keeps in 
close, neighborly touch with its subscribers. 


WHE 


“distill into a few words the es- 
sence of many years’ experience 
and meditation.’’ Given an in- 
teresting, well-edited forum in 
their favorite farm magazine as a 
medium of expression, they will 
cuss and discuss almost any sub- 
ject under the sun with a flood 
of letters and post-cards which 
make mighty fine reading. 


You, too, become a good neighbor to your prosperous 

Southern customers when you ad vertisein The Progressive 
a £ 

Farmer. Remember, the Rural South’s cash farm income 


will exceed FOUR BILLION DOLLARS in 1942! 


Russell Lord, The Progressive Farmer’s new Forum 


Editor, discovered this a long time ago. He acquired a 
national reputation for this type of agricultural journal- 
ism with his ‘“‘Farm Forum” in “‘Farm and Fireside”’ and 


The South Subscribes to 


his ‘For Um and Agin Em” in ““The Country Home”, 
in addition to writing the now famous book ‘“‘ Behold Our 


Land.” Mr. Lord has received as many as 1,000 letters 
and post-cards within a single month. 


Starting off in January with an appeal to 1,000,000 


The Progressive Farmer 


Southern farm families to blurt out and ‘“Tell America” 
in 25 words or less just what is most on their minds, we 
predict that Mr. Lord will find that his is the busiest 


neighborliness. 


R.F.D. box down the big road that leads to Southern 
For, The Progressive Farmer has been 


Advertising Offices: sim mMINGHAM, RALEIGH 
DALLAS, 


MEMPHIS, NEW YORK, CHICAGO 
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ADVERTISING AGE 


December 21, 1942 


Government Officials Value 
Advertising as War Tool © 


Sincere Recognition 
of Promotion's Role 
Granted During Year 


By JOHN CRICHTON 

During America’s first year at 
war, advertising has been both 
blessed and utilized by the govern- 
ment. To the many admen who 
feared war would provide advertis- 
ing enemies with a tailor-made op- 
portunity to throttle it, the first 
year of World War II seems to 
prove two things conclusively. First, 
that advertising, per se, is consid- 
ered a useful tool, and essential to 
the maintenance of civilian living 
at a reasonably adequate level; sec- 
ond, that advertising has important 
morale implications—it provides the 
sinew of the great information 
media, radio, newspapers and maga- 


From the top man in the govern- 
ment, President Franklin D. Roose- 
velt, from the important executives 


who guard and direct the nation’s | 


wartime living, Donald M. Nelson, 
Henry Morgenthau Jr., and Leon 
Henderson, from the hard-working 
“trouble shooters” like John H. 
Morse, who recently returned to the 
Buchen Company from a Depart- 
ment of Commerce post, advertising 
has had sincere assurance of gov- 
ernment recognition of its place in 
a wartime scheme. 

ADVERTISING AGE presents here- 
with some of the significant state- 
ments on advertising’s place and 
functions, which have been made by 
government officials: 


“Has Patriotic Place” 


Franklin D. Roosevelt, President 
of the United States, in a letter to 


zines, it features the products which| the Advertising Federation of Amer- 
are now available; it shows con-|ica’s annual convention in New 


servation practices on those which 


are not; and it amasses public opin- | 


ion behind such drives as war 
bonds, recruiting, salvage, etc. 


| York in June: 

“My congratulations to the Ad- 
| vertising Federation of America for 
the way in which its members 


already have contributed of their 
time and skill to the war effort. 

“It is obvious that there are many 
changes going on in your field. For 
the duration there will be a diminu- 
tion of product advertising, but this 
does not mean an end to adver- 
tising. 

“There are many messages which 
should be given to the public 
through the use of advertising 
space. The desire for liberty and 
freedom can be strengthened by 
reiteration of their benefits. 

“If the members of your organ- 
ization, will, wherever possible, 
assist in the war program and con- 
tinue the splendid spirit of coopera- 
tion which they have shown dur- 
ing the past year, advertising will 
have a worth while and patriotic 
place in the nation’s total war 
effort.” 


“A Legitimate Tool” 


Donald M. Nelson, chairman of 
the War Production Board, speak- 
ing to the Association of National 
Advertisers in New York in No- 
vember: 

“The government recognizes ad- 
vertising as a legitimate tool of 
business and believes it has a useful 
role in the war effort. The various 
restrictions which affect business, 
and hence advertising, arise from 
the necessities of the war situation 


* The war Production Board has put it up 


to you—to us—to the advertising fraternity. * If we want to continue to get 


metals for new plates, those obsolete plates must be turned in! * This is no 


time to cling to cobwebbed halftones or dust covered electros. Get ‘em out 


of the storeroom and scrap ‘em now! As promptly as you know a cut is dead, 


send it to the old-metal man. * It’s for the good of the cause. Your coopera- 


tion is absolutely vital. Overhaul your cut file today—and keep it free from 


slackers, for the duration. * If you want complete information about your duties 


x: 


and responsibilities under General Conservation Order M-99, phone or write. 
ef 


SUPERIOR ENGRAVING CO. 
215 W. SUPERIOR ST., CHICAGO 
TELEPHONE + SUP. 7070 


| 
_and from nothing else. We ask you 


to recognize, in turn, that you can’t 
have business as usual during this 
war, and that until peace comes, the 
field in which you can operate will 
|be rather sharply restricted — but 
the field will continue to be there 


'than is absolutely necessary.” 

Raymond Reeves, regional busi- 
| ness consultant, U. S. Department 
| of Commerce, before the Pacific Ad- 
| vertising Association’s annual con- 
vention in Rainier National Park in 
| June: 


Stresses Economic Value 


“Advertising exists today because | 


lit is the most economical way to 
stimulate the mass sale of goods 
that we have ever devised. Eco- 


/ nomic justification for advertising? 


What is it except the justification | 


| which exists for anyone or anything 
|that can do a better job more effi- 
| ciently and economically? . . . If you 
|agree with the publicly expressed 
view of the Department of Com- 
merce that business itself is the 
greatest single force for social good 
that the world has ever known... 
If you believe, as the Department 
of Commerce does, that the free 
enterprise system is worth fighting 
for, and is the right one for this 
country, then you will agree, I am 
sure, that advertising has a place in 
this world and should prepare to 
|meet the challenge that lies ahead.” 
Wilford L. White, writing in 


and it won’t be restricted any more | 


whether they are ordinary and 
necessary and bear a reasonable re- 
lation to the business activities in 
which the enterprise is engaged. 
This is not intended to exclude in- 
stitutional advertising in reasonable 
amounts of goodwill advertising 
calculated to influence the buying 
habits of the public. If such ex- 
penditures are extravagant and out 
of proportion to the size of the com- 
| pany or to the amount of its adver- 
tising budget in the past, or if they 
are not directed to public patronage 
| which might reasonably be expected 
in the future, such payments will be 
'disallowed as deductions.” 

Jesse H. Jones, Secretary of Com- 
merce, in a letter to the convention 
of the National Industrial Advertis- 
ers Association in Atlantic City, 
N. J., in June: 


Called “Essential Ingredients” 


“I congratulate the members of 
the National Industrial Advertisers 
Association on the job which you 
have done, are doing, and we are 
|sure will continue to do in proving 
the many values of advertising to a 
free nation fighting to maintain its 
freedom. 

“If there were no other reasons 
why the Department of Commerce 
| believes in advertising . . . the’ con- 
| tributions to speeding the war effort, 
which the great commercial infor- 
mation industry is making, would 
|be sufficient explanation for our 
|faith in this essential ingredient of 


Domestic Commerce, Department of |a free society.” 


Commerce publication: 

“For the past 10 years a contro- 
versy has raged over the question, 
\‘Is advertising an economic waste?’ 
|Business men in general believe 
ithat the government is ranged on 
one side and the practitioners and 
advocates of advertising on the 
other. The Department of Com- 
merce has never agreed to the con- 
|cept that advertising is an economic 


ally, advertising is an informative 


ity during past decades to increase 
|our standard of living. 
Advertising Needed Now 

“Never was informative advertis- 
ing needed so much as right now... 
|It is not a cure-all, but it is being 
|used intelligently by some adver- 
tisers and the use will undoubtedly 
increase... 

“Institutional advertising is on 


| the increase, and, if properly done, | 


| Plays a very important part in pre- 
|}paring for the postwar period. 


Brand names fade out of public | 


|consciousness fast if they are not 
kept alive through advertising. 

| “Advertising can be used to make, 
and is making, its contribution to the 
winning of the war. This medium 
is even being used by the govern- 
ment to advantage. Private adver- 
tisers are contributing space and 
|time directly to the advancement of 
| the war effort.” 


Must Advertise U. S. 


_ Donald Montgomery, consumers’ 
/council division, Agricultural Mar- 
keting Administration, in an inter- 
view with the New York Times in 
May: 

“There will still be a great need, 
in my opinion, for a whole lot of 
national advertising. . . 
advertising people start advertising 
the United States and particularly 
the big job it has to do at the mo- 
ment. If the private advertiser 
has vision as some have shown 
they have—he will fulfill this new 
function while the war is on.” 

William M. Jeffers, rubber direc- 
tor, War Production Board, in a 
speech to the Association of Na- 
tional Advertisers’ convention § in 
New York in November: 


“You men in the advertising busi- | 
ness know more about public opin- | 


ion than any other group of men 
in this country. You must know, 


because to be successful in advertis- | 


ing you must be in a position to 
check and know public opinion or 
you are not good salesmen. You 


cen do a great job in this war effort | 


by stopping a great deal of the mis- 
information that is going out.” 


Henry E. Morgenthau Jr., Secre- | 


tary of the Treasury, in a report to 
the joint committee on internal 
revenue taxation, in May: 

“The test of whether expenditures 
ifor advertising are deductible is 


force used with increasing regular- | 


It is time! . 


F. Preston Forbes, commercia! 
agent, Chicago regional office of the 
Department of Commerce, writing 
in Domestic Commerce in April: 


Advertising Men Realists 


“Public doubts concerning adver- 
tising’s legitimate functions are an- 
|swered by the frequent mention ot 
/its role as an indispensable founda- 
tion of a free, non-controlled press 


waste, and it does not now. Basic- |The small proportion of advertising 


‘costs in the price of finished prod- 
ucts is also brought frequently to 
the attention of the buying publ c 

“The reaction of advertising rie: 
to the implications of the long va) 
period ahead of us is optimistic 
flexible and resilient. Above every- 
thing else, it is realistic. It augurs 
well for the general economy that it 
is so.” 

Charles E. Wilson, president 0! 
General Electric Company and now 
/one of WPB’s top administrators: 


Recommends Promotion 


“Advertising is a responsibility o! 
business citizenship. Through ad- 
vertising every business exercise 
| the individual’s right to freedom of 
expression. This right is a duty as 
well as a privilege. The individua! 
enjoys his freedoms as a privilege 
|He upholds them as a duty. In 
|time of war the duties of citizen- 


Just around the 
CORNER 
| le 


~ 4 


lies the promised land of th: 
Plastic Industry—a giant industry tha 
may only be surpassed by metal pr 
duction. 1] ' 


wT —_ | 
NeW markets will seek t 


versatility, adaptability and sale 
ability of plastics with great expec 
ancy. To meet the demands of thi 
market of tomorrow will require 
| careful consolidation of pre-war and 
war experience, and the wholehearté 
enlistment of every research facilit 
and creative ability that this industr 
can muster. Gits pledges its all 


this purpose, and is laying plans { 


new products and developments : 


W exceed its past accomplish 
| creating and producing jf 
product A pioneer compa 
will continue to pioneer. 
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INTERESTING EXAMPLE OF A YEAR'S CHANGE IN INSTITUTIONAL COPY 


mar Firestone on PIONEERS “SHIP BY AIR 


ey 
es e q wo i 
= tee en =P <a e. 


These two magazine spreads for Firestone Tire & Rubber Co. are interesting as examples of the way in which ‘war effort’ 
At the left is a spread which appeared in Fortune in November, 1941, and at the right a spread which appeared in a list of magazines just 


a year later. 
1942 advertisement is tied to the double theme of war and postwar operations. 


ee 
a 


copy itself has evolved over the past year. 
Note how the 


ship are not suspended. During ths levee possible advertising attitudes 
war good citizens will continue to 


been evidenced than when advertis- 
attend their town meetings, will 


ing men view Thurman Arnold, the 
Department of Justice’s relentless 


anti-trust chief. Mr. Arnold’s 
on monopoly and its 


view | tive market. 
place (or lack |market, advertising 


of place) in the American system, 
|are well known. Not so well known 
lis his stand on advertising. In a 
letter to J. B. Long, general man- 
ager of the California Newspaper 
Publishers Association in the fall of 
/1941, Mr. Arnold discussed the 
|charge that he was opposed to ad- 
vertising as waste: 


Asks Free Market 


“This is exactly the opposite of 
my position. I believe that every 
American business man should be 
| free to gamble, win or lose, in a free 
competitive market, except perhaps 


} | where the necessities of war compel 


another policy. In a free market, 
| wasteful advertising takes care of 
| itself. 

| “If I advertise a brand of soup in 
}an uneconomic way, I will lose my 
imoney. Wasteful advertising is 
lessentially no different than any 
other uneconomic sales policy such 
as hiring too many salesmen. You 
can’t pass wasteful business prac- 
tices on to consumers in a competi- 
Therefore, in such a 
is one of the 


continue to vote, and by discussion 
assist in the formulation of public 
opinion. Good business citizens will 
continue to advertise.’ 

Gardner Cowles Jr., director of 
domestic operations of the Office of 
War Information, had this to say 
about the government’s attitude ~4 


ward advertising when he addressed 
the ANA convention in November: 


Free Enterprise Essential 


“But I think all of us interested | 
in advertising should acknowledge | 
frankly that in recent years ele- 
ments have developed in our so- 


ames, 
wae 
cS oo 


RIAL EQUIPMENT 


: ry ; 


system and that advertising—of the 
right sort and properly used—is ab- 


than ever! 
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liquid 
at minus 30 dog. F. to chill castings 


them. ¢ SEPARATING . . Magnetic p REFRIGERATOR . . Holds 
“My own conviction is that a free © retrieves steel! particles from coolant Product Information 

enterprise system is the bone struc- Made by: DINGS MAGNETIC SEPARATOR COMPANY Made by: CARRIER CORPORATION 

ture of a free political and social ee ooo “4 more vital mow 


48-52 Goddes St., Syracuse, M. Y. 
ore 


> solutely essential to a continuance af = What Do You Need 7? peter to seachicing 
of free enterprise in the United 3" tae ‘ 
States.” z ‘ padey operon | Find the answer te your production and operating  cquiraniants one 8 > 
Following Mr. Cowles, Ken R. — ve pm yd habegherenpehomgeberreromcn, Sasa. sibsgns- 
Dyke, chief of OWI’s campaigns ee Bed.over » tenwgh ot |< igent, gute, end casted Oi <b taghaen SAE ik Kieonton ‘with 0 ted 
bureau, pointed out, as evidence * B this recently improved | Sure: complete knowledge of products fer your own and oll fife tank dane bptte 
that the government has turned 4 ache wre of me | ster induatrien of pomitte egpiteation to your gruliaatn sil nat-tevene Vaud 
with increasing regularity to the| “EE ant aad pastittes Gon ae ee “Lat real sa 
persuasive voice of advertising, TF SfGagh to an inclined belt with mtegra! stale eile thet pre- Typical product description im this issue are immersed im the 
that: 7 vent spilling as the belt moves in upwari direction toward BENDING , Pepe $2 | liquid to chill them prior to machining, the chilling 
| “. ag A series of alternating pole magnets located under | + _Morhine corres die, wraps extruted strip to tape taking the place of customary seasoning aed: gynetically = 
; Reports Growing Use | orem 
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“Three months ago there were 34 assisted and (! “ 
© washed clean 
| sovernment’ campaigns. By cam- _ =22:| PRODUCT INFORMATION WAS NEVER AS VITALLY 
} paigns, I mean distinct, major pro- from the belt | od 
grams involving the carrying of a Mage AS G 
government message, either of in- A serge NEEDED RI HT NOW! 
struction or of education or of in- ara betwee 
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, them were regional, most of them | in nah Industrial Equipment News is industry’s original product val 
were national. motor equippe: : . - - . ’ ; he 
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hein af te tnaaiiee, that want rors nformation service being mailed by request to more - 
up to 54, and as we left last night, per than 52,000 active operating men in the larger plants in 2p. 
the total was 65. I think you will | — \P 
agree that would be a sizable num- CUTTING all industries . and used by these men to ot 
ber of campaigns for any agency or for in ‘ . ‘ | 
any advertising department to| Made by: ac find their current >) operating require- = 
handle.” : ; . —— the 
Carroll L. Wilson, director of the | ments. More than 700 industrial advertisers - 
Bureau of Foreign and Domestic | are currently sending information on their products to L 
Commerce, Department of Com- a i 
merce, has gone on record in these this active group through the advertising > 
terms: er. 
“The present situation requires columns of . 
that personal selling effort and ad- te 
‘ertising be continued. 
Asks Brand Maintenance INDUSTRIAL EQUIPMENT NEWS \ 
“Advertising, indeed, faces a great THOMAS PUBLISHING COMPANY 
opportunity. —_MEMBER—NOP 
“It can and should be used to con- 461 8th Avenue CCA—MEMBER—NB New York, N. Y 5 
vey to the public information which » 


vill dispel confusion among mer- 
chants and consumers. . . Nor should 
brand names be eliminated during 
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“The American people have come 
to rely on the brand name as a 
tandard of quality it demands in a 
eiven product. .. The brand name 


THOMAS PUBLISHING COMP, 
461 Sth Ave.. New York. N. Y.—-MEdallion 3-1546 


iS TiewMas ShoteTae DESCRIPTIONS .. 


™ tween 4 and 60 per cent produces compositions su:tapie for 
he replacement of rubber a euch products a= gun covers, raim- 
eurgual tape, wire mele 
impregnated and coated fabrics, washere, two -g water tub- 


rom agtural gas or from fermentation 
ALL, MARKERS OF THIS PROVUGT AND ALL OTHER PRODUCTS sa8 LisTED 
RATINGS ... GRR Pace 50 


om. gloves 


the sign and the symbol of that 


good will. In many instances, the 
brand name represents an invest- 
ment of millions of dollars — not 
nly in advertising, but in research 
and manufacturing and marketing 
methods.” 


But nowhere has more concern 
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most effective devices to secure in- 
creased distribution.” 


Holds Same Stand 


That the Assistant Attorney Gen- 
eral’s stand is still fundamentally 
the same was indicated by an inter- 
view in the New York Times in 
May: 

“It is important to remember that 
advertising to convince the public 
is never in itself a violation of the 
anti-trust laws. As for advertising 
in general, I am in favor of it. I 
have told advertising men so time 
and time again, but they seem hard 
to convince.” 

The other government figure who 
claims to be misunderstood is Leon 
Henderson, director of the Office of 
Price Administration, and one of 
the most outspoken of wartime ad- 
ministrators. 


“Advertising Must Survive” 


Before the now-famous Hot 
Springs meeting of the ANA and 
the American Association of Adver- 
tising Agencies in November, 1941, 
Mr. Henderson had this to say: 

“Advertising must survive as a 
thriving, dynamic force. Not only 
does it deserve to continue because 
of its contributions to our way of 
life, but it has a job to do now... 
I can visualize an even greater use 
of the technique when _ peace 
comes.” 

A year later, speaking to a joint 
session of the Boston Advertising 
Club and the New England Council, 
Mr. Henderson again emphasized 
his view of advertising. Outlining 
the retailer's economy plan, he de- 
clared: 

“Rumors of this move have been 
flying thick and fast throughout the 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing—Mimeographing 
THE LETTER SHOP, Inc. 


431 8S. Dearborn St. Wabash S655 


food, drug and advertising indus- | tioning more smoothly day by 


tries for the past few weeks. I want 
to take this opportunity to say that 
these rumors are true. But at the 
same time I want to take the oppor- 
tunity to quash for once and for all 
a rumor I’ve been attempting to 
track down ever since I entered the 
defense picture more than two 
years ago. 


No Enemy of Advertising 


“That rumor runs to the effect 
that I am sort of a secret agent 
planted by subversive groups whose 
express purpose is to eliminate ad- 
vertising from our economic struc- 
ture. Despite my repeated state- 
ments to the contrary, I am pictured 
as the enemy of advertising who is 
hiding behind the war to achieve 
his full purpose. 

“Frankly I am getting a little 
tired of saying that advertising and 
advertising techniques have made 
tremendous industrial production 
possible, and that the American ad- 
vertiser can play a tremendous role 
in the whole war effort. But for the 
confusion of the rumor mongers, I 
make those statements once more.” 


Defines Relationship 


John H. Morse, who returned to 
the Buchen Company, Chicago in- 
dustrial advertising agency, as an 
economic consultant from his post 
with the Department of Commerce, 
was—during his stay in Washington 

one of the most lucid of all who 
sought to describe the relationship 
between government and advertis- 
ing. As editor-in-chief of Domes- 
tic Commerce, Mr. Morse wrote 
with clarity and thoughtfulness of 
the government’s problems. Speak- 
ing to the National Industrial Ad- 
vertisers Association conference in 
Atlantic City in June, Mr. Morse 
said: 

“Your government is using more 
space and time, paid and donated, 
than ever before. More and larger 
campaigns in cooperation with ad- 
vertisers are in the works. There 
is close cooperation between adver- 
tisers and government that is func- 


“Hey -Buo Gimme A Doitar 
and I'll give you 


Nore! .- because in July the 
San Diego Union and Tribune- 
Sun was delivering up to 37¢ 


worth of EXTRA 


CIRCULATION 


for every advertising dollar in- 
vested. Call our Representatives. 
They have the complete story! 


SAN DIEGO UNION 


and TRIBUNE -SUN 


Union-Tribune Publishing Co., Son Diego, California 
REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., Inc. 


New York @ Chicago e Cleveland @ Denver e Seattle @ Portland e San Francisco @ Los Angeles 


1 
day... i 


“Based on the kind of war jobs 
which advertising is doing, manage- 
ment should have a clearer under- 
standing and better appreciation of 
this tool which too many have 


thought only effective on the sales | 


front. Its usefulness in explaining 
business to people who have never 
had an inkling of the entire de- 
pendence of the nation on business 
has not been scratched. Now is a 
good time to do that... 

“Based on past expenditures for 
stimulating demand in this country, 
ii seems likely that much greater 
expenditures in the postwar period 
will have to be made to make men 
desire, work for and buy the enor- 
mous flood of products which we 
must turn out to keep us going at 
high speed. The advertising you do 
today will keep you tuned up for 
the bigger drive tomorrow.” 


Huge Volume of 
Government Copy 
Run by Dailies 


| 


ee 


ae ire 


A STORY EVERY AMERICAN CAN BE PROUD OF 


“In all problems which include | 


government use of, or interest in, 
newspaper advertising, the Bureau 
ot Advertising, American Newspaper 
Publishers Association, is actively 
|; cooperating as a staff and through 
its member newspapers,” according 
to William A. Thomson, director of 
the bureau. “These activities have 
included work on recruiting cam- 
paigns, bond sales, the scrap drive, 
fat conservation, idle tire mobiliza- 
tion. 

“A page advertisement has just 
been released by the bureau to all 
United States papers, and a book 
is now being distributed widely in 
business circles, summarizing the 
amazing results of the scrap drive 
in which the membership partici- 
pated generally with virtually every 
‘daily. Estimates of space devoted 
to this drive by all newspapers ex- 


a RU RF AU OF ADVERTISING 


AMERICAN 


NEWSPAPERS TELL SCRAP STORY 


4 Statement trom DONALD NELSON 


NEWSPAPER PUBLISHERS ASSOCIATION 


A dramatic story of advertising's assistance to the war effort is told in this full- 

page newspaper advertisement released early this month by the Bureau of Ad- 

vertising, American Newspaper Publishers Association. It tells the story of the 
remarkably successful scrap campaign conducted by American newspapers. 


sociation of America, “in the mer- 


chandising of its war stamp corsage 
and boutonniere, consisting of only 
nine ten-cent war stamps. The mil- 
lions who bought either of these 
received 90 cents worth of stamps 
for a dollar, but they got as a pre- 
mium a boutonniere or corsage.” 


‘ 


“Every indication,’ he says, “i 
that there will be a continuing use 
of premium advertising in the sup- 
port of the war effort, either by the 
use of war savings bonds and 
stamps as the premium or prize, 0: 
in the use of premiums having a 
definite utility value.” 


ceeded 31,000 full pages, according | 


|to Editor & Publisher. Over five 
million tons of scrap were gathered 
under newspaper leadership in three 
weeks. 

“A major war activity of bureau 
members has been obtaining publi- 
cation of war bond sales copy for 
the Treasury Department. Some 
idea of the space devoted is found 
in a check made of 1,600 newspapers 
by the Advertising Council. In 60 
days 2,013 advertisements, mostly 
full pages, furnished by the Adver- 
ltising Council, were published, 
| while 14,000 other war bond adver- 
tisements of varying sizes were 
|observed in a three-month period. 
Of the 14,000 advertisements the 
absence of any outside sponsor's 
name in 50° of the cases indicated 
the number of newspapers that had 
contributed the space. 

“Worthy of note under news- 
paper war activities is the sale of 
half a billion war stamps by Ameri- 
can newsboys, according to a com- 
pilation made last month which did 
not include New York City. 

“The bureau's membership is also 
cooperating with the United Church 
Canvass, which includes locally- 
{sponsored advertisements every- 
where. 

“Among timely and valuable ma- 
terial issued by the bureau should 
be noted ‘Advertising Goes to War,’ 
with its current supplements and 
data on wartime reading of news- 
papers from the Continuing Study 
of Newspaper Reading. 

“Government interest in advertis- 
ing as a war weapon is increasingly 
shown in requests for Bureau of 
Advertising data.” 


Premiums? Many 
of Them Are Now 
War Bonds, Stamps 


Although the premium industry 
has been substantially hit by short- 
ages of materials and supplies, the 


principles upon which the industry | 


works have been used directly by 
the Treasury, says Howard Dunk, 
secretary, Premium Advertising As- 


WMBD 


*WMBD began advertising for a new client the day after 


Pearl Harbor . . . John Freedom. 


He stood knee-deep in 


the rice paddies of Bataan while Jap planes riddled Amer- 
ican boys with bullets. He waited to the last on Corregidor 
. . . wept unashamedly when our flag was ripped down, It 
was he, who faced hell on Wake Island with a handful of 
iron-jawed Marines. He was on the Yorktown in the battle 
of Midway. He rides with youngsters in airplanes . . . over 
the Aleutians, the Solomons .. . over Tokio and Berlin. 


kHe speaks Russian well . . . learned it before Moscow. 
Greek, French, Chinese, Norwegian, Dutch, Polish—Free- 


dom knows them all. 


%&He works around the clock with men and women in 


thousands of factories. 


*& He walks to school each morning with millions of children. 


*&His voice is heard singing in every Church. Wherever 
people speak their minds without fear . . . worship as they 
see fit. . . and respect the rights of others .. . there you 


will find John Freedom. 


. .. to serve Freedom. 


It is a privilege .. . an opportunity 


*Free American Radio with the cooperation of Yankee 
business ingenuity has dedicated itself to the winning of the 


war... and the Freedom for all that will follow. 


Such a 


dedication is the voluntary policy of the American Radio 
industry . . . vibrant testimonial that Free enterprise in a 
working Democracy can meet the challenge to our way 


of life. 


PEORIA BROADCASTING COMPANY 


Alliance Life Building, Peoria, Illinois 


FREE & 
PETERS, Ine. 


Repreewtatrre 


WwWMBD 


1S A MEMBER OF CBS 


1 
1 
I 
( 
1 


on See Oe Oe es Me RS I a i ia sah ie coe Me Ip oye ee sit Maa aig 2 ue e : 
a |_| ee ee 
a a een en nena —————————EEEEE——EE———————————————————E_ 
Wee ag . 
. ay SS | As} 
—* ee - i 
7 a 7 . siti 
+ Br NAY e FM, ; ~ 
. { ™ ay | Re 
va mh N y \\ 
ee a i ne \ 
= , 4 | | \ 3 \\ B < , 
‘a i ae. OR UW S& 
> . . : ig fi | oF, \ “NA 
ad : P = a ’ ; . ) -. ) = es ? 
| preemie BN s : a Bein AY BES, | 
a z qi jh LE i A oe | 
8 : e ae - 4 nee : 1 OF a ae ncaenne— ome— a 7 . -- ale : 
i = The story of a Peoples crusade 
“e, > : | ca ‘ 2 BR! - , ~ * ne - ar ~~ “Sa 7 wie 
s&s es | —_ 
ota ae | 
_ ee 3 
* 
ns | Po l 
— a ; q : hdenn } 
a fa LP 3 
a 
? et a t 
. : 
= Po : 
ioe t! 
fey ee 
™ —., | SELL ED Seite ninninsnimncnainanciti tay Lee : : 2 
Brn - ) d 
oo ae vA a  : it 
= ‘ ey 4 ere 
4 /\"\\ A ~ gv eel s—SsSSSCS 
we oe Ay \\\ pe: a 
sie = NEG ware YOU vib . : 
a —~ LAIN 5 ARE nts? Be) : 
ik i C44 \ /) Y, nut ( Be Mp b 
rary - ’ mi \ ~ oe mel 
he gee : res 4 ey eV, al 
' oe / GE Bre 4 os C f, yy, ° 
— Wp 604 S-\AKRe 2 
ioc LASS 0 es ‘ 
-_ .. i a ye 
o” | Sum to 
_, ir 4 =e 
-— : b, ; > be 
) SS eee iL. 
, 
: >i. 
a es is ites i Be fae ae. rae c he ee ee ear aaa ead ys Rae oes. > apm le tee . Bi tet aa gee aS 
: 25 ig ec ct 5 — aad o ea : a ai ae: & Se ES % cage . sie Tat ee PRM a Fs ies is wt Ps sith te we s as ; es = ee 8 . ee. ; * ae: : Nie de na 


vali 


December 21, 1942 


@ 


ADVERTISING AGE 


Advertising Pulls 
Through War Year 
in Excellent Shape 


(Continued from Page 11) 


losses comparatively larger 
those of metropolitan papers, where 
much selling linage has been re- 
placed by war copy of one kind or 
another. For example, a survey of 
40 Pennsylvania newspapers made 


than 


by the Pennsylvania Newspaper 
Publishers Association in October 
showed linage for the first eight 


months of the year 11% behind 1941 | 
for papers with less than 25,000 cir- 
culation. 

National advertising was largely 
responsible for this loss, according 
to the Pennsylvania association. The 


reporting newspapers indicated na- | 


tional losses of more than 50% in 
some months, with local display also 
failing to hold up quite as well as 
it had in bigger cities. On the other 
hand, the smaller dailies reported 
classified holding up well, in con- 
trast to the average bigger city. 
Similar figures were reported at 
the October meeting of the Inland 
Daily Press Association, when fig- 
ures gleaned from a survey of the 


membership showed local linage 
losses ranging from 7 to 11%, na- 
tional losses running from 25 to 


29%, and a mixed trend in classi- 
fied, although papers with losses in 
this department outnumbered those 


with increases. 
Inland Figures Given 
Latest figures available from 


Inland newspapers, based on reports 
submitted to the association by 
about 130 newspapers, and covering 
the ten-month period from January 
through October of this year, show 
a loss in total advertising of 8.28% 


compared with last year. During 
the 1941 period, reporting news- 
papers carried 23,443,160 lines of 
advertising, including legal, while 
this year the total dropped to 21,- 
444.647 lines. 

In May, Inland members’ linage 


took the worst beating of the year, 
showing a decline of 17.2%, whereas 


1 July, the best month so far this 
year on a relative basis, the loss 
was only 1.06%. 


The picture for national advertis- 
ng among Inland members is con- 


derably blacker than it is for total 
advertising a condition which 
applies generally to smaller news- 


which have been hit badly 
by cancellation of automotive linage, 
and have picked up relatively little 
nstitutional and war-effort copy to 
eplace it. For the  ten-month 
period, national linage in the report- 
ng papers totaled 2,236,277 this 
year, a drop of 23% from last year’s 
total of 2,943,051 lines. The worst 
onth, too, was October, in which 
national linage was down 32%; the 
best month, relatively, was August, 
n which the loss was 6.94% 


papers, 


Magazine Linage Holding 


In the magazine field something 
ke an opposite trend has been in 
vidence. Generally speaking, the 
early months of the year showed 
oderate to bad losses in linage for 
agazines, but the trend in later 
onths has been decidedly on the 
ipgrade, with gains occurring fre- 
iently during the last half of the 
ear, and giving indications that the 
ear as a whole will show volume 


t or near 1941 levels. Even a small 
in in total volume for the year 
ould not be surprising. 

An indication of this trend is 


own in Publishers’ Information 
ireau figures covering general 
men’s magazines for the first 11 
onths of the year. On the basis 
dollar volume, the magazines in 
is group show a decrease of 1% 
r the 11-month period, when com- 
red with last year. But their 
venue during the month of No- 
mber showed an increase of 3% 
er the 1941 level, and it is obvious 
it even a small increase in De- 
nber revenue would place them 
the right side of the ledger for 
e year as a whole. 
Among general 
‘ture is not 


magazines, the 
optimistic, 


quite so 


| 


although the same upward trend is 
noticeable. In this group, linage is 
off 9% from 1941 levels for the 
ll-month period, but November 
linage showed an increase of 11% 

The “specials,” which include 
travel, sports, home-owners’ and 
other publications which have been 
hit particularly hard by wartime 
restrictions on materials, labor and 
services, are off 19% for the 11- 
month period, and were also down 
19% during November. 

Weeklies and _ semi-monthlies, 
which have shown strength through- 
cut the year, give the best picture 
of all, with an over-all increase for 
the ten-month January - October 
period of 3%. They showed a gain 
of 6% in October, and indications 
are that they will wind up the year 
‘with an over-all increase of about 
5% from 1941 levels. 


The Over-All Picture 


The over-all picture for the 
monthlies shows 1l-month income 
this year of about $64,500,000, com- 


|pared with 1941 income of $68,600,- 


000, a decline of 6%. For the week- 
lies, 10-month figures show 1942 
revenue of $148,000,000, against 
1941 revenue of $153,000,000, a de- 
crease of 3%. Combining the weekly 
and monthly revenue figures for the 
periods covered gives total 1942 
revenue of slightly less than $213,- 
000,000, compared with 1941 reve- 
nue of $222,000,000—a decrease of a 
little more than 4% for the field as 
a whole. 

An analysis by classifications of 
magazine advertising thus far this 
year presents some interesting, even 
though not unexpected pictures. 
For example, automotive advertis- 
ing has dropped from more than 
$11,000,000 in 1941 to less than 
$4,000,000 in 1942, showing a decline 
of 66% Other classifications stack 
up as follows, with tetals in each 
case being approximate, rather than 
actual: 


Survey of Classifications 


Automobile accessories declined 
about 18% from the 1941 figure of 
$8,500,000 to $6,900,000 this year 


Gasoline and oil, which accounted 
for $4,250,000 in 1941, have dropped 
to $3,400,000, a decline of 19% 

Tires and tubes copy, responsible 
for slightly less than $2,000,000 in 
1941, has dropped to a little less 
than $1,200,000 this year, a decrease 
of 39% 

Aviation advertising, although 
still a relatively small part of the 
total, has skyrocketed upward from 
its 1941 level of slightly more than 
$1,000,000 to nearly $2,800,000, a 
gain percentagewise of 159% 


Clothing—both men’s and _ wo- 
men’s—is off about $400,000 from 
last year’s $9,400,000 total—a de- 


cline of about 4% 

Electrical household equipment is 
another’ classification which has 
tumbled severely, dropping off about 
49% from the 1941 total of $4,700,- 
000, to this year’s $2,400,000. 


Food Copy Up 
Structural electrical equipment, 
on the other hand, has moved ahead 
handsomely, registering an increase 
of 72% from last year’s $1,500,000 


level to this year’s $2,500,000. 

Copy placed by banks, investment 
houses and insurance companies 
the bulk of it being insurance—fell 
moderately from a 1941 total of just 
under $4,000,000 to about $3,700,000, 
a decrease of approximately 8% 

Foods, beverages and confections 
(not including liquor, wine or beer), 
which is the largest single classifi- 
cation shown by Publishers’ Infor- 
mation Bureau, was up about $500,- 
000, or 2%, from its 1941 level of 
$24,300,000. 

Wine and liquor’ advertising, 
which aggregated about $5,800,000 
for the 1941 period, moved up about 
18% to $6,800,000 in 1942. 

Beer advertising also advanced. 
although more moderately, increas- 
ing its 1941 total of $1,300,000 by 
about 7% 

House furnishings declined about 
20%, dropping from last year's 
$6,000,000 to $4,800,000. 


Soaps, Radios Move Up 


Soaps and cleansers were in the 
“up” column with an increase of 


AMERICA’S WAR EFFORT 


ON 16 MM. SOUND FILM! 


WEW MOTION PYCTUKES 


PRODUCED BY THE 


OFFICE OF WAR INFORMATION 


Commentary by Famous Personalities 


Visual report on the war effort! Are we turning out 
planes, tanks, ships—and fighting men? These pictures 
give the answer! Here are motion pictures—at exception- 
ally low cost—that tell today’s dramatic story! Show these 
films! They're an inspiration for Americans everywhere 


—in homes, war plants, schools, defense councils—among 


all groups interested in furtherin 
ing of the war effort. Write now 
ing all films in detail! 
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building 
| 


technical detail 


$15.47 


Tennessee Valley. 


power 
munitions 


$8.20 


arine Hepburn 


. Ring of Steel (No. G-7) 
American tighting men 
ready for action, Scenes 
of American battlefields 


have 


Lake Carrier (No. G-8) 
Lakes ore 


Mesabi 
steel mills! Commen 
tary by Fredric March. 9 minutes. 


Women 
» (No. G-9) Account of 
women in war ettort 
Commentary written by 
Mrs. Franklin D. Roose- 
velt. Narrated by Kath 


1] minutes 


. part U.S. soldiers 
played, Commen- 


icy. Y minutes, $6.70 


Thrilling story of Great 
boats. Iron 
»re followed from the 
Mines to the 


$6.70 


in Defense 


$8.20 


CASTLE FILMS 


Distributor of 16 mm. Sound Film for U. S. 


WAR 


RCA BLDG. 
NEW YORK 


CASTLE FILMS, INC. 


RUSS BLDG. { 
SAN FRANCISCO 


Please send free folder describing films produced by U. S. Orricr 
OF WAR INFORMATION. 


FIELD BLDG. 
CHICAGO 


OFFICE OF _ 
INFORMATION : «.. 
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ADVERTISING AGE 


13%, last year’s total being $4,400,- 
000 and this year’s a shade under 
$5,000,000. 

Radios likewise moved upward, 
showing a gain of 19% from last 
year’s figure of $950,000. This year 
the total is more than $1,100,000. 

Smoking materials, with the bulk 
ot the expenditures representing 
cigarets, were somewhat disappoint- 
ing during the year, their volume 
declining from $8,000,000 for the 
period covered to about $7,500,000, 
a loss of 6%. 

Sporting goods, entertainment and 
games moved up 14% from $2,200,- 
000 to $2,500,000. 


Toilet Goods Well Up 


Toilet goods, another very large 
classification, showed a _ substantial 
gain, advancing from last year’s 
$18,600,000 to $21,600,000, an in- 
crease of $3,000,000 or about 16%. 

Medical and drugs also moved 
upward, last year’s $5,600,000 level 
being exceeded by 10%, to bring the 
1942 figure to $6,200,000. 

The travel and 
classification took a serious lacing, 
its 1941 total of $4,700,000 declining 
to slightly more than $3,000,000 in 
1942, a decrease of 35%. 

In reading the foregoing figures, 
it should be understood that they 
represent the first 11 months of the 
year for monthlies and the first 10 
months for weeklies in each case, 


and do not include full-year totals | 


recent months, and inclusion of De- | 
cember figures for monthlies and 
November and December figures for 
weeklies may raise the 1942 figures 
in certain classifications rather sub- 
stantially. 


Farm Papers Off Slightly 


In the national farm paper field, 
a situation very similar to that in 
the magazine field applies, accord- 
ing to Publishers’ Information Bu- 
reau figures. For the first 11 months 
of this year revenue totaled ap- 
proximately $9,300,000, a decrease 
of 4% from 1941, but during No- 
vember revenue was up 6% and the 
over-all decline for the year may be 
even smaller when the full year’s 
figures are in. 

Radio broadcasting has continued 
to occupy the “most favored spot” 
as far as income is concerned, 1942 
10-month figures showing an 8% 
increase for the four national net- 
works over last year. Ten-month 
revenue for the four last years was 


/approximately $86,000,000, and for 
accommodations | 


this year it is in the neighborhood 
of $93,400,000. Much of this in- 
crease, however, has been chalked 
up by the two smaller networks— 
Blue and Mutual—which had in- 
creases during the period of 25 and 
46% respectively, while National 
Broadcasting Company showed a 
gain of 5%, and Columbia’s gain 
was 2%. 

Up-to-date statistics on individual 


for either 1941 or 1942. As indicated | stations are not available, but re- 


How Government Uses 
Voluntary Advertising 


With President Roosevelt’s programs are now devoted to the 


cancellation of recruiting by the 
Army and Navy, only one im- 
portant government-financed ad- 
vertising campaign remains, that 
of the Women’s Auxiliary Army 
Corps, appearing in national wo- 
men’s magazines and newspapers. 

But millions of dollars’ worth 
of both space and time, con- 
tributed by national and local 
advertisers and by media, will 
continue to carry the govern- 
ment’s official war messages to 
the people. This vast effort is 
being planned, coordinated, and 
timed by the Office of War Infor- 
mation, through its central plan- 
ning office, the bureau of cam- 
paigns. 

Advertising support to over-all 
| government campaigns is of five 
basic types: 

1. Industry - financed cam- 
paigns. The iron and steel in- 
dustry, for example, raised a 
fund of more than $2,000,000 to 
pay for the general scrap salvage 
drive in newspapers, magazines 
and radio. The soap and glyc- 
erine interests contributed $500,- 
000 to the fats salvage campaign. 
Both were sponsored by the War 
Production Board and planned 


| 
| 


Navy, the Army air forces, and 
OWI. Its entire transit advertis- 
ing schedule, planned by OWI, is 
now devoted to the War Man- 
power Commission and _ the 
United States Employment Serv- 
ice. International Business Ma- 
chines is devoting its newspaper 
and business paper schedule to 
war bond sales. Numerous ad- 
vertisers give a large share of 
their space and time to war pro- 
duction and war bond campaigns. 


4. Integrated campaigns. A 
large share of wartime advertis- 
ing in 1942 has included single 
advertisements, illustrations, 
boxes, slogans, or logotypes 
geared to government messages 
—especially war bond sales, re- 
cruiting, price control, rationing, 
conservation, production and 
morale. This type of support, in 
which an advertiser combines in- 
formation of value to the public 
and the government with gov- 
ernment-directed themes and his 
own sales or institutional story, 
will increase greatly during 1943, 
and will be geared closely to the 
government’s plans through OWI. 


5. Media - contributed cam- 
paigns. All advertising media 


OW! Campaigns 
Give Impetus to 
Wartime Programs 


(Continued from Page 11) 


relieve mounting congestion and 
wear and tear on America’s bus and 
rail facilities by discouraging all 
needless travel. The public is now 
enjoying the highest national in- 
come in history. A good share had 
gone into 25 billion passenger miles 
of intercity railway travel and 15 
billion passenger miles of intercity 
bus travel during 1941. Travel of 
both types has been rising steadily. 
Travel by men in the armed forces 
is adding to the burden. Unless the 
public can be persuaded to give up 
needless “pleasure” trips volun- 
tarily, stern steps may have to be 
taken to conserve equipment and 
to guarantee accommodations for 
essential travel. (Sponsored by 
ODT.) 


Share the Meat, 
Prelude to Rationing 


This campaign promotes the vol- 
untary rationing of certain meats 


| ee | . 1s DO ee *f ee OO 


a - - me. 


throughout the country under the 


earlier, the general trend of maga-| ports indicate that the situation is 
zine linage has been upward in|approximately the same here, with 
| business “good” generally, and espe- | 
|cially in cities and areas operating | 
j}at wartime boomtown levels. 


Other Media 


Outdoor advertising, direct mail, 
| premiums and displays and country | 
| weeklies have all been relatively | 
vhard hit. Outdoor is suffering from | 
restrictions which have forced the 
|blackout of many spectaculars on | 
‘both coasts, and likewise from | 
| steady declines in private vehicular | 
traffic, toward which a substantial | 
'proportion of outdoor panels have 
‘been pointed. Volume in the na- 


“That reminds alway 


me—my wife 


tuned WFDF, Flint, Michigan, for the 
Cooking School.” 


tional field is reported down some 
20%, but the industry asserts that | 
a considerable portion of this de- 


by the Advertising Council. 

2. Industry - wide campaigns. 
Members of the petroleum in- 
dustry, through the Petroleum 
Industry War Council, have de- 
voted a major share of their ad- 
vertising budgets during 1942 to 
government-industry planned 
campaigns on fuel conservation, 


gasoline conservation, mileage 
rationing, and other timely 
themes. The toilet goods and 


cosmetics industry has launched 
a program through which indi- 
vidual companies will devote 5% 
of their advertising expenditures 
to the sale of war bonds. The 
meat packing industry is combin- 
ing the industry-financed adver- 
tising of the American Meat In- 
stitute with advertisements and 
merchandising efforts of indi- 
vidual packers in the “Share the 


have contributed generously to 
government information pro- 
grams in 1942. Large donations 
of time on networks and local 
stations, in magazines, news- 
papers, transportation, advertis- 
ing, outdoor advertising, motion 
pictures, packages, and novelties 
have been made to the govern- 
ment without compensation. 

Advertising of all types has, in 
1942, been allocated according to 
the ideas and interests of indi- 
vidual groups, or to the vigorous 
salesmanship of individual gov- 
ernment agencies. In 1943 this 
effort will be coordinated in a 
master program by OWI. 


The 22 principal campaigns 
now being conducted by OWI are 
listed on Page 11 of this issue. 


OWI has prepared “Copy Plat- 


sponsorship of the food require- 
ments committee of the War Pro- 
duction Board. The present avail- 
able supply of meat, although the 
greatest in history, is insufficient to 
meet the needs of both our armed 
forces and our fighting allies, as 
well as our own civilian demands. 
To guarantee a fair share for all 
civilians, the government is asking 
the people to hold their weekly 
purchases of beef, pork, lamb, veal 
and mutton to 2% pounds for each 
person over 12 years of age. Cor- 
related in the campaign are the 
informational efforts of approxi- 
mately 30 government agencies as 


Meat” drive. 

3. Single company campaigns. 
With confectionery displays 
ae empty, the Wm. Wrigley Jr. 

Company continues to advertise, 
si but has turned the bulk of its 
(is - radio and transportation adver- 
“a tising campaign over to the gov- 
‘ ernment. Its three network radio 


forms” to guide advertisers and 
media in integrating their war 
efforts with government plans. 
Copies of these manuals and of 
OWI’s projected “Guide to War- 
time Advertising” may be 
secured by writing the Bureau of 
Campaigns, Office of War Infor- 
mation, Washington, D. C. 


scope and influence of advertising 
and business itself. 
Two of the most serious problems 
sponsored by local interests. facing the advertising field at pres- 
Direct Mail Suffers ,ent are those involved in the prob- 
lem of materials and supplies, and 
Direct mail has suffered severely,| manpower. At the present writing 
although figures on this field are | the publication field faces the cer- 
almost impossible to ascertain be- ‘tainty of a cut in paper supplies, 


cause of its tremendous scope and along with cuts in the amount of 
widespread ramifications. Premiums, | copper, zinc and other materials 
15.8% ti 
82% ih Worcester 


novelties and display have also needed by advertising. How severe 
suffered substantial reductions in these cuts will be is unknown, but 
volume during the year, but injunless they take a form completely 
these fields the producers of mate- | unexpected by the industry, it may 
rial for advertising uses have in | be assumed that during the predict- 
many cases turned to war produc- able future they will not be serious 
tion, or to production of material or enough to cause exceptional con- 
According to Sales Management's preliminary estimates 
‘| for the calendar year 1942 as compared with the year 
previous, Worcester’s retail sales will show a gain of 15.8 
per cent — $19,750,000 — over the city’s own high figures The car card industry, which was 
for prosperous 1941. Worcester’s percentage gain is the beset by internal and organizational 
highest of any Massachusetts city listed, and tops the | difficulties when the war broke, has 
average U. S. gain by 4.8 per cent. not yet been able to take full ad- 


cline has been offset by increases in 
local business, particularly by insti- 
tutional or war-theme showings 


supplies for some phases of the war | C€rn. 
effort, so that, while their adver- 
| tising business has declined sharply, 
|many are currently as busy as, or 
busier than, they have ever been. 


Face Future Stoutly 


The 
power 


same applies to the man- 
situation. Personnel of all 
kinds is becoming increasingly 
harder to get, but the field sees no 
|present reason why it cannot over- 
come this difficulty as well as the 
economy as a whole. 

Most prognosticators view 1943 
as a period of gradually shrinking 
advertising volume, although there 
are plenty of people who refuse to 
concede any substantial reduction. 
On the whole, the field is prepared 
to tighten its belt still further dur- 
ing the coming year, but the evi- 
dences of near-panic which were 
visible earlier this year have almost 
completely disappeared. 

Advertising has proved its value 
as a tool in war as in peace, and 
its use during the war—and in the 
terrifically important period follow- 
ing the war—seems now assured. | 


vantage of the great increases in 
iia | the use of public transportation, but 
ae Buying power climbs steadily in this solidly prosperous ‘looks forward optimistically to next 
market — the heart of industrial New England. The Worcester year. 
Market — city and suburban — is effectively covered by The 
Telegram-Gazette ALONE. Circulation more than 138,000 eee iagpecydibapmmycg 
What does 1943 hold for the ad- 


vertising field? Your guess is as 
good as anyone’s. Only one thing 
seems certain: the vicissitudes of 
advertising during 1943 will be dic- 
tated by events on the battlefields 
of the world, by governmental 
actions in Washington, by the de- 
gree of shrinkage to which the 
civilian economy is put, by a multi- 
tude of factors entirely outside the 
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ADVERTISING AGE 
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well as producers’ and retailers’ 
associations. Advertisers cooperating 
in the program include packers, 
food processors, grocery and meat 
chain stores and independents, res- 
taurants and railroads. (Sponsored 
by WPB, United States Department 
of Agriculture and all other govern- 
ment agencies concerned with food 
supply and nutrition. (ADVERTISING 
AGE, Oct. 26.) 


Manpower—the Right 
Worker in the Right Job! 


The manpower campaign, spon- 
sored by the War Manpower Com- 
mission, will be stepped up consid- 
erably during the next few months 
as the result of the Presidential 
order, fixing manpower authority on 
Dec. 5. It is really two campaigns 
—(1) A broad, national campaign 
designed to create an understanding 
of manpower needs; (2) Intensive, 
specialized local effort in areas 
where serious manpower shortages 
exist. Basic theme of the former is, 
“The Right Workers in the Right 
War Jobs.” Millions of workers in 
non-essential industries are being 
urged to plan ahead for war work, 
to take such action as is called for 
in their localities, and to consult 
their nearest United States Employ- 
ment Service office before taking 
definite steps. Other manpower 
objectives are prevention of ab- 
senteeism, racial discrimination and 
“pirating” of workers from other 
war plants; and training and “up- 
grading” of workers as fast as their 
skills develop. This complex and 
important program offers oppor- 
tunities for cooperation by both 
national and local advertisers and 
media. (Sponsored by WMC.) 


Conservation of All 
Civilian Necessities 


Several conservation campaigns 
are now under way to convince peo- 
ple that with manpower, raw mate- 
rials and transportation all diverted 
to the war effort, it is essenial to 
use less, waste less, save more. 
These campaigns are concerned spe- 
fically with: (1) Prolonging the 
life of household equipment such as 
refrigerators, ranges, vacuum clean- 
ers, ete.; (2) Promoting careful 
menu planning, greater use of left- 
overs to save food; (3) Proper care 
and conservation of clothes; (4) 
Home maintenance — protection of 
homes against the ravages of time 
and wear. (Various campaigns 
sponsored by WPB, OPA, USDA, 
Office of Defense Health and Wel- 
fare Services.) 


Fuel Conservation, 
Fuel Oil Rationing 


Strain on already heavily over- 
taxed transportation facilities, 
enemy torpedoing of tankers, and 
the offensive in Africa plus in- 
creased war production demands 
have resulted in a critical fuel oil 
shortage in the East, along with a 
lesser shortage of oil and other types 
of fuel in other areas. The present 
campaign is designed to explain: (1) 
Reasons for the fuel oil shortage in 
the rationed areas; (2) Necessity of 
conversion of oil heating units to 
coal in the rationed area; (3) How 
householders and apartment dwell- 
ers can conserve heat; (4) The re- 
lation of reduced heat to health; 


(5) The fuel oil rationing plan. As 
fuel conservation is essentially a 
local and regional problem, this 


campaign has the support of heating 
equipment and insulation manufac- 
turers, department stores, hardware 
tores, plumbing concerns and other 
llied industries. (Sponsored by 
OPCW, OPA and OWI.) 


U. S. Truck 
Conservation Program 


Developed by the Office of De- 
tense Transportation, this campaign 
designed to translate the slogan, 
America’s Trucks . . . Keep ’em 
Rolling,” into action. Primary aim 
to eliminate every unnecessary 
mile of truck and bus travel. Then, 
‘il motor vehicle equipment must 


be carefully conserved and scien- | 
tifically maintained so that neces- 
sary transportation services may be | 
actively continued over the longest | 
possible period. The truck industry | 
and all related manufacturers are 
actively assisting to bring home this 
plan’s details to every truck owner, 
driver and service man in America. | 


(Sponsored by ODT.) | 


Prevent Needless 
Industrial Accidents 


As a result of industrial accidents 
alone, apart from those which were 
fatal, the time lost last year reached 
the almost incredible total of 42 


million man days. This campaign | 
is designed to prevent needless acci- 
dents through the exercise of 
greater care. On the factory front, 
on the streets and in the homes, 


| workers and their families will be 
|urged to watch out for a specific 


list of hazards which, through care- 
lessness alone, are robbing us of 


million of man hours of work. 
(Sponsored by WPB, ODH&WS, 
WMC, OCD.) 


Security of War 
Information 


Backed by the Army, Navy, FBI 
and Office of War Information, this 


campaign seeks constantly to safe- | 


guard military information and save 
lives by discouraging careless talk 
in connection with military, naval 
and war production subjects. Bits 
and pieces of careless conversation 
—seemingly innocent in themselves 
—can be put together to make a 
complete story of real value to the 
enemy. Basic idea is to “STOP and 
THINK before you talk,”—espe- 
cially about such subjects as troop 
movements, ship sailings, produc- 
tion schedules, design changes, loca- 
tion of harbor defenses and gun 
emplacements. (Sponsored by bu- 


reau of campaigns, OW], Navy De-| 


partment, War Department, Justice 
Department, WPB, OCD, War Ship- 
ping Administration.) 


| Civilian Defense 
Activities 


The Office of Civilian Defense is 
conducting two major campaigns: 
(1) Recruiting for the Civilian 
Service Corps—qualified volunteers 
who push such community war jobs 
as salvage, sale of war bonds, wel- 
fare work—plus recruiting for the 
|Civilian Defense Corps, a volunteer 
organization in charge of civilian 
protection in air raids; (2) Victory 
Homes, a campaign for welding 
homes into effective fighting units 
by giving them special recognition 
in the form of a V-Home award of 
merit for contributing to the war 


IT’S THESE LITTLE THINGS 
that make or ruin a job! 


Maybe you've never toiled over a ship model. No matter. Most of us who've lived more than 
twenty-one years have acquired a respect for the importance of little things—particularly if 


they affect our own comfort, pleasure, welfare or business. 
times, too. At other times, 


. . We can be very meticulous at 
though, some of us who pride ourselves on being pretty smart look at 


the price tag first and forget—or neglect—to search for the finer points, the little things, which, 
though many times unseen, give the real value to the articles we're buying. . . Rogers customers 
tell us that they take for granted the “little” things, the finer things such as craftsman-like in- 
sistence on true reproduction of detail and color; business-like regard for time requirements; 
common-sense respect for budget limitations and a sincere determination to make every trans- 
action a satisfactory one. It's the finer “little” things you'll like about your relations with Rogers. 


OGERS ENGRAVING COMPANY 
Master craftsmen of Photo-engraving + ADOLPH F. BUECHELE, President 
Phone 


2001 CALUMET AVENUE 


CAL 4137 


CHICAGO, ILLINOIS 
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effort in five important ways— 
observing air raid precautions, tak- 
ing conservation and salvage meas- 
ures, reducing careless talk and 
buying war bonds. (Sponsored by 
OCD.) 


Car Sharing 
for Workers, Shoppers 


The “Share-the-Ride” campaign is 
being sponsored jointly by the Office 
of Defense Transportation, Office of 
Price Administration, Office of 
Civilian Defense, and WPB Rubber 
Director as a means of conserving 
the rubber on civilian tires Its 
purpose is to explain exactly what 
is expected of the American people 
in establishing: (1) Car sharing 
clubs in certain types of plants and 
establishments employing 100 per- 
sons or more, in which organized 
transportation plans exist; (2) Car 
sharing clubs organized on a neigh- 
borhood or block basis. Advertisers 
can help materially by explaining 


Buffalo's 


Transmitter 
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WGR 


BUFFALO’S LARGEST 
REGIONAL COVERAGE 
5000 WATTS BY DAY 


1000 WATTS DIRECTIONALLY 
INTENSIFIED BY NIGHT 
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- MUTUAL 
— ~=5S50K.C. | 
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SS 


New $350,000 Transmitter Plant 
BUFFALO 
BROADCASTING CORPORATION 


the exact details of how Car Shar- 
ing fits into national mileage ration- 
ing; why Car Sharing fits into na- 
tional mileage rationing; and why 
Car Sharing is necessary, and by 
interpreting carefully the true state 
of the wartime transportation situa- 
tion. (Sponsored by ODT.) 


Salvage of Needed 
Waste Materials 


The national salvage program- 
collecting scrap metal, rubber, rags, 


fats and greases and tin cans (in 
specified areas)—is a_ continuing 


campaign of great importance con- 
ducted by the conservation division 
ot the War Production’ Board. 
Roughly 50% of the metal and 90% 
of the rubber for arms production 
must come from America’s scrap 
piles. Existing facilities provide for 
collection of this scrap through 
charities, junk yards or local salv- 
age committees. As armament pro- 
duction increases, the need for scrap 
becomes greater. Therefore, while 
encouraging amounts of scrap have 
already been collected, there is 
need for continued effort to get in 
maximum amounts of scrap from 
homes, farms, factories, automobile 
graveyards and other sources. There 
is a very real need for advertising 
support to keep this program. roll- 
ing. (Sponsored by conservation 
division, WPB.) 


Treasury Victory Fund, 
War Bond Drives 


To help cover the enormous cost 
of total war, the U. S. Treasury is 
|conducting two distinct drives: (1) 
The War Savings Drive, urging 
everyone to. invest at least 10% of 
his earnings in United States war 
|bonds and stamps; (2) The Victory 
'Fund campaign to sell nine billion 
dollars in larger denomination obli- 
| Bations to investors, corporations, 
|institutions, ete. Reaching these 
| goals will help: (1) Give every citi- 
|zen a bigger interest in his govern- 
|ment by giving him a stake in that 
|government; (2) Provide a ready 
| means for systematic savings to 
meet future needs; (3) Serve as a 
safeguard to the entire country in 
the period of postwar readjustment; 
| (4) Help prevent spiraling prices by 
curtailing buying. Although  tre- 
mendous support has already been 
given this campaign, the urgency 
increases as the war production 
drive expands. Sustained pressure 
is needed right now more than ever. 
(Sponsored by United States Treas- 
ury.) 


Recruiting for 
the Armed Forces 


Although recruiting of men from 
18 to 38 was suspended by the War 
Manpower Commission order of 
Dec. 5, recruiting of specialists over 
38 and men under 17 will continue, 
las will the recruiting of seamen for 
ithe merchant marine, women for 
ithe Waaes, the Waves, and Spars, 
land for the various nurse corps. 

policies governing these cam- 


New 
peigns will be developed shortly in 


cooperation with the War Man- 
power Commission Important at 
present is the campaign to secure 


approximately 3,000 trained regis- 


tered nurses, and the campaign to 
enlist nurses’ aides. (Sponsored by 
Army, Army air forces, Navy, 
Marines, Coast Guard, Maritime 


Commission, OCD.) 


Advertising’s War Job 


The Office of War Information 
recognizes the fundamental prin- 
ciple that Americans are willing 
and eager to put their shoulders 
to the wheel to speed victory. 
Outlined in adjoining columns 
are 22 continuing, key campaigns 
undertaken by the OWI, which 
must be dramatized and made 
real and vital to the people. 

This important job of inspiring, 
of leading, of encouraging them 
to do the concrete things in their 
daily living that will help win 
the war quickly and absolutely is 
a task for which advertising, 
advertising men, and advertising 
media are particularly fitted. 

By continuing to pour their 
energy, their technical and crea- 
tive skills, and their facilities of 
communication into expanding 
and making more effective these 
campaigns, advertising men and 
media are performing an increas- 
ingly important role in the con- 
duct of the war. 

Above and beyond those meas- 
ures that are involved in our 
daily living collecting scrap, 
buying bonds, sharing the meat— 
there are certain basic facts 
which must be kept in mind. 
These are: 

1. THE ISSUES—What we 
are fighting for... actu- 
ally, the existence of this 
country as a_ politically 
independent state. 
THE NATURE OF 
ENEMY—What the Axis 
powers want out of this 
war and how it affects 
every American. 


NS 


THE 


| Typewriter Procurement 
Program 


“Make three do the work of four” 
is the slogan for this campaign to 
secure 600,000 typewriters urgently 
needed by the 
record vital orders, requisitions, and 
commands. Aircraft carriers, cruis- 


fighting forces to 


ers and destroyers are now operat- 


3. THE UNITED NATIONS 
—Not only victory, but 
all hope for a decent fu- 
ture lies in understanding 
and working with our 
allies for a firm peace. 

4. WORK AND PRODUC- 

TION — What each and 

every one of us must and 

can do to work harder at 
our jobs. 

SACRIFICE The need 

for all to understand fully 


u 


that “going without” is 
essential to winning the 
war. 


6. THE FIGHTING FORCES 
-Developing a real ap- 
preciation of the fighting 
qualities and = achieve- 
ments of the men in the 
armed services. 

These aims and ideals have 
been reflected in the addresses of 
the President and other officials 
of the government, and underlie 


the entire war information pro- 
gram. 
Background material on each 


of these fundamental themes, as 
well as source material and copy 
suggestions for each of the 22 
principal OWI campaigns, will be 
helpful to additional advertisers, 
agencies, and media executives 
who wish .to gear their efforts 
directly to’ the government pro- 
gram. Requests for specific cam- 
paign material should be ad- 
dressed to Bureau of Campaigns, 
Office of War Information, Social 
Security Building, Washington, 
- <. 


with the help of state and municipal 
authorities, schools, private owners. 
Typewriters will be purchased 
through authorized dealers at estab- 
lished prices, and requisitioned if 
necessary. Manufacturers, dealers 
and department stores are already 
supporting a sustained government 
campaign, but more and more ad- 
vertising and selling is essential to 
the success of this program. (Spon- 
sored by WPB and Treasury.) 


Victory Foods 
Promotion 


To release for export more foods 
than can be canned or dehydrated, 
the United States Department of 
Agriculture is sponsoring increased 


consumption of “Victory Foods.” 
These are foods of more perish- 
able variety, often bumper crops. 


Victory Food specials are featured 
in merchandising drives scheduled 
for specific periods when supplies 
on retail markets are at their peak. 
Advertisers who wish to tie in may 
secure a schedule of these drives 
from the OWI bureau of campaigns. 
Cooperation may be carried out in 
such helpful, simple ways as featur- 
ing recipes that show an advertiser's 
product in combination with a Vic- 
tory Food “special.” (Sponsored 
by USDA.) 


dousehold Gas 
Conservation 


To supplement 
fuel oil 
Production 
In certain 
household 


the campaign on 
conservation, the War 
Board is urging people 
local areas to conserve 
Many housewives, 
conscious of the need to 
oil and coal, have begun to heat 
their kitchens by using gas ovens. 
Increased gas consumption is seri- 
ous in a number of cities, particu- 
larly because the gas companies 
have no direct control over the 
amount burned by individual con- 
sumers. Gas must be saved be- 
cause: (1) More than 25% of all 
natural gas and 15% of all 
factured gas is going 


gas. 


save 


into war in- 


manu- 


War Production 
Drive 


Developed by WPB and reported 
more fully in a special story else- 
where in this issue, the War Pro- 
duction Drive is a simple, straight- 
forward plan to increase produc- 
tion by making every individual en- 
gaged in war work more conscious 
of his real stake in this war. Pro- 
Viding this incentive through the 
joint, voluntary participation of 
both labor and management, it has 
definitely improved industrial ef- 
ficiency and working conditions in 
thousands of war plants and raw 
material production centers. War 
Production Drive labor-management 
committees have received thousands 
of practical ideas on how to improve 
quality and quantity of production, 


reduce man-hours lost through ac- | 


cidents, help conserve tools and ma- 
chines, break bottlenecks, promote 


car sharing, bond sales and salvage | 


collection. Plant advertising men 
have played an important role in 
helping these committees, advertis- 
ing techniques have been used 
freely to communicate ideas, and 
the advertising of war contractors 


has added general impact to the 
program. (Sponsored by WPB 


labor-management committees. ) 


British Publishers 
Told of Another 


Paper Cut in ‘43 


The newspapers and periodicals 
of Great Britain are due for another 
paper reduction. 

Since March 1, 1942, the publica- 
tions have been limited to the use 
of 19'2% of the weight of paper 
used in 1939. As a result, many 
publishers have reduced the weight 
of the paper used, and the bulking 
of the present four-page daily news- 
paper is considerably lighter than 
that of a prewar four-page. 

It is felt, however, than an even 
lighter paper will be acceptable to 
the public, and the government has 
announced another 2!2% reduction 
of paper which will become effec- 
tive Feb. 15, 1943. 

The size or circulation of the pub- 
lications will not be affected, but 
publishers are warned that a reduc- 
tion in weight must not be con- 
strued as an opportunity for in- 
creasing sales. 

The ships formerly used for im- 
porting paper have been turned over 
to the government, at least until 
June 30, 1943, and observers expect 
the supply of newsprint to have 
been reduced 50% by that date. 


“HOW CAN | POSSIBLY 
PLAN MEALS WHEN 
JOHN AND | WORK 

ON DIFFERENT 


1943 Victory 
Book Campaign 


A joint activity of the American 
American 
1943 
Victory Book campaign is a nation- 
millions of 
books for men in the armed forces. 


Library Association, the 


Red Cross and the USO, the 


wide effort to collect 


Plans call for enlisting the inten- 
sive support of agricultural, labor, 
governmental, religious, educa- 


tional, commercial, social 
and professional 
well as 
stores, 


utilities, 


express 


milk 


companies, 
companies, 


service, 
organizations as 
the efforts of department 
public 
bread 
companies and other agencies com- 
ing into direct contact with the pub- 


“THAT'S EASY! 
READ CLICK 
FOR NEW WAYS 
...NEW IDEAS!” 


Click Goes to Work 
for the War Workers 


Thousands of women are going all out 

for victory! Thousands have the same 

_ household problems. So CLICK meets 
their demands with timely ideas . . . 
workable plans. War workers read 
CLICK! It’s their way of life! 


| 


Today wage-earners have more 
money than ever before. True . 
their cost of living has gone up... 
BUT there’s many a dollar waiting 
to be spent. Those dollars are going 
for things they never had . . . things 
they want .. . things you sell! 


The wage-earner depends on 

_ CLICK. Consequently he and his fam- 

ily have sent CLICK’s circulation con- 

sistently upward. There’s your market 
—present and future! 


CLICK FOLLOWS THE PAYROLLS... 
FOLLOW THE PAYROLLS WITH CLICK! 


CLICK 


ling on half of their normal com- dustries for the manufacture of rub- lic. These groups will take leader- 
plement of machines. The Army ber and the processing of metals; ship in communities throughout the z REACHING THE 
has cut its typewriter allowances and (2) The supply of gas cannot country in organizing local activi- WAGE EARNER FAMILIES 
40%. Since the typewriter industry be increased because metal is not ties under a national campaign HARRY HAYDEN, General 
is fully converted to war produc- available to enlarge natural gas board. The quality of books will Manager 
tion, government and industry must pipelines or gas plants. (Sponsored be measured by condition and sub- $51 FIFTH AVENUE ¢ NEW YORK CITY 
supply thousands of these machines by WPB and OPCW.) ject matter. (Sponsored by OWI.) | 731 Plymouth Court, Chicago 
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‘En Gardia’ Makes 
Hit, Chapman Tells 
ChicagoExecutives 


Chicago, Dec. 15.—En Gardia, the 
magazine which the Rockefeller 
committee is putting out for the 
purpose of offsetting Axis propa- 
ganda in Latin America, is making 
a fine impression on South Ameri- 
cans, John Chapman, foreign editor 
of Business Week, reported to a 
group of advertising and business 
executives today at a luncheon at 
the Chicago Athletic Club. 

This is the first of a series of | 
luncheons at which the McGraw- 
Hill Publishing Company is present- 
ing two of its ace editors who have 
recently completed notable assign- 
ments and who are telling business 
men of their impressions. Other 
luncheons are being held this week 
in Milwaukee, Detroit, Cleveland 
and Pittsburgh, and next week sev- 
eral New England cities will be 
visited. 

Mr. Chapman spent two months 


in South Ainerica, returning a few | 


weeks ago, and gave his impres- 
sions of the attitude of leading re- 
publics in the southern hemisphere 
toward the war. He believes that 
from a long-range standpoint, the 
work which the United States is 
now doing to help Brazil and other 
countries improve their industrial 
and economic positions will have 
great value, though he pointed out 
that some other nations are taking 
the lead in publicizing to South 
Americans the contributions which 
they are making. The United States 
needs more publicity men connected 
with the diplomatic and consular 
service, he suggested. 


Now 500,000 Copies 


En Gardia, which is published for 
the Coordinator of Inter-American 
Affairs by Business’ Publishers 
International Corporation, in which 
McGraw-Hill and the Chilton Com- 
pany are jointly interested, is dis- 
tributing 500,000 copies a month to 
government, military, professional 
and business leaders in Latin 
America, and Mr. Chapman said 
that it has been enthusiastically 
received. Many American business 
men in Central and South America 
are devoting much of their time to 


assisting in refining the lists to 
which the magazine is sent, with 
the result that coverage of many 


key factors is being obtained. 

H. W. Richardson, Western editor 
of Engineering News-Record and 
Construction Methods, made a 
highly interesting report on the 
Alean highway, which was com- 
pleted in four months in the face 
of tremendous obstacles. Pictures 
which he displayed emphasized the 
great difficulties encountered’ by 
Army engineers and private con- 
tractors on the 1,600-mile job, and 
at the same time demonstrated the 
remarkable ability of American- 
made construction equipment to 
take it. Mr. Richardson was the 
only man who covered the entire 
highway while it was under con- 
struction. 


direction” of any kind. 


December 7. Coming along the street 
with an old time newspaper representative, 
a passing Sandwich Man reminded him of 
a story. In the early days, he said, 
J. Walter Thompson was coming home one 
evening on the Third Avenue El, from his 
office in lower New York. Next to him 
was an old codger who opened a conversa- 
tion, in the course of which he asked Mr. 
Thompson what business he was in. When 
he heard that it was advertising he said, 
with delight: “Why, so am I!” Then he 
added, reflectively: “Ain't it hell when the 


wind blows?” ... A point with which many 


an agent could have agreed during the 
past year. 
* 
December 8. One of the stars on our 


service flag now represents a boy who is 
“missing in action.” And two of my close 
friends have now lost sons in the South 
Pacific. Quite suddenly the machine guns 
are chattering where I can hear them. 


- 
December 9. The late E. T. Gundlach 
broke many a lance against the general 
advertiser's indifference to the lessons of 
mail order advertising. It is true that the 
problems are not identical, and that the 
limitations and rigidities of mail order sell- 
ing would sometimes defeat the larger pur- 
poses of another type of business. But in 
one respect, at least, it would seem that 
every type of advertiser has the same 
problem; namely, to be believed. The 
mail order man knows nothing so potent 
for this purpose as the testimonial, yet the 
general advertiser seldom uses it. 


The Diary of an Ad Man 


This diary embraces the observations and reflections of one of America’s 

most prominent and widely known advertising men. 

ADVERTISING AGE weekly, exactly as written, without benefit of “editorial 

The author is glad to receive comment, but can- 

not answer letters, except as he may find it appropriate to do so through 
the column. 


| 
| 
| 


It is presented in 


but this one laid it on the line. Afterward 
another member of the committee spoke 
of the agent’s courage, but it seemed to me 
to be his honesty—the relation of which to 
courage is closer than is sometimes recog- 
nized. 


December 11. Talked with the head of a 
great corporation, whose business volume 
is in the hundreds of millions. He told me 
that advertising costs were now the largest 


single item in their business—exceeding 
the costs of labor, materials, plant de- 
preciation or other selling. To such a man 
advertising has ceased to be something 


which somebody sells him, and has become 
a major business facility. He is as con- 
cerned with maintaining the freedom to 
use it as any medium owner or advertis- 
ing agent could be. 


December 12. A growing pleasure which 
comes to me from these jottings is the cor- 
respondence, critical or otherwise, from 
readers. Today comes an entertaining let- 
ter from Garrick Taylor of Chicago, throw- 
ing up his hands in mock horror at my 
reference to Carthage and Rome. He fears 
that Thurman Arnold may some day use 
against us the fact that Hannibal's selling 
copy eventually brought him to disaster, 
while Cato’s slogan became a reality. What 
I was trying to illustrate, of course, is the 
difference in speed of two different per- 
suasive techniques. From the technician’s 
standpoint, in advertising as in medicine, 
many an operation has points of interest 
even though the patient dies from causes 
beyond the operator’s control 


December 10. Today I 
Diogenes and show him ar 
came about in a 


of a 
would 


difficult 
have 


question. 
straddled or 


meeting of a 
committee, where an agent and one of his 
clients found themselves on opposite sides 


wanted to page 
1 honest man. It 
war work 


December 13. 


logical warfare. 
his job he said 
Many an nuts.” A 


held his 


agent 
peace, 


ad man in Washington, engaged in psycho- 


job definition 
the Civil Service Commission as a model. 


- 
Heard indirectly from an 
When asked to describe 


it was “to drive the Nazis 
recommended to 


Samuel Joins Rustless 


J. Clark Samuel has resigned as 
director of publicity for Anderson, 


Davis & Platte, New York, to join 
Rustless Iron & Steel Corporation, 


Baltimore, as editor of “Employee 
Information.” 


‘Legion’ Moves 

The Chicago office of the Ameri- 
jean Legion Magazine has’ been 
moved to 333 N. Michigan Ave. 


Four A’s Adds Two 

| American Association of Adver- 
| tising Agencies has elected James J. 
i\McMahon, Inc., New York, and 
i\Keeling & Co., Indianapolis, to 
membership in the organization. 


HANDISINE 


PatTEenteieo) 


.. is “tops” in attention value .. . gives 


Savings Booklet, 
in Sixth Edition, 
Scores 350,000 


New York, Dec. 16.—A blow by 
blow account of unwise spending 
from World War I to the present 


fiasco, vividly expounded by Ralph 
deCastro of the creative department 
of Ruthrauff & Ryan, Inc., in a 
booklet, “Spend, Sucker, Spend,” is 
now in its sixth edition and rapidly 
soaring beyond the 350,000-copies 
mark. The “spending summary” 
was prepared last summer for dis- 
tribution by the Savings Banks of 
New York as a supplement to their 
current newspaper, radio and 
promotion campaign. 

Mr. deCastro traces the “pink and 
green silk shirt” era through the 
minor crash of 1918. Then he re- 
|lates how we ignored the lessons of 
this upheaval and started back on 
the same circular track, toward 
unheard-of prosperity, with stocks 
going up 50 points in a week, peo- 
ple speculating and buying billions 
lof dollars worth of merchandise 
lon the instalment plan. 

The final drying up of supposed 
rivers of wealth and the ruin which 
eventually cascaded about the 
shoulders of almost everyone, is also 
depicted. Finally, Mr. deCastro 
gives advice to “easy spenders” 
ending up with the advice to save 


sales 


|by buying war bonds and building /laboration with the Princeton Film | 


@ new touch of novelty to your advertising . . . 
The hand holds a picture of your package or product 

right out in front of shoppers at point-of-purchase. Printed 
same on both sides — easily and quickly attached to wood. 
work or any smooth surface — visible from various directions 
Small and compact, but carries a lot of selling power! 


ASK TO SEE ONE—CALL, TELEPHONE O8 WEHITE—~NO OBLIGATION 


MAGILL-WEINSHEIMER COMPANY 


cers of Sales-Making Advertising for over 34 years 


1320-1334 Se. Wabash Avenue + Phone CALumet 7200 «. Chicago, Illinois 


up an account in a savings bank 
Proves a Winner 


“Spend, Sucker, 


small 


Spend,” is 

vest-pocket booklet, and 
|started with a first printing of 
10,000. The pamphlet has been dis- 
| tributed by the banks and supplied 
to industrial and other organizations 
at cost. Associated Industries, Inc., 
and other trade groups sent out 


copies to all members, while more 
than 150 manufacturers from Gal- 
veston to Ottawa and San Francisco 
to New York have sent in requests 
for from 12 to 3,000 copies each. 

Copies have been sent, as a test 
mailing, to a group of ministers in 
one section of the state, who along 
With many business leaders, govern- 
ment officials and personnel man- 
agers have alluded favorably to the 
booklet. 


Bailey Joins Pearson 

W. K. Bailey, formerly manager 
of the Chicago territory for Spot 
Sales Inc., has joined the Chicago 
office of John E. Pearson Company, 
where he will be directly associated 
with Mr. Pearson in the representa- 
tion of midwestern stations. 


— Moves Office 

George F. Alger Company, motor 
carrier company with main offices 
in Detroit, moved its 
offices and terminal from 2256 S 
Lumber St., to 320 W. 32nd St 


has 


Gale Joins Rau 


G. Ellsworth Gale, formerly 
search manager for Bostitch, Inc., 
East Greenwich, R. I., has joined 
Rau Mfg. Company, Providence, as 


assistant to the general manager 


| Boeing Makes Movie 


"Boeing Aircraft Company, in col- 


Center, will produce a_ three-reel 
color film documenting the “Flying 
Fortress.” N. W. Ayer & Son is 
agency for Boeing. 


‘Hydeman to ‘Liberty’ | 

Sidney L. Hydeman, formerly art | 
director of Redbook, Harper’s Ba- | 
zaar and Cosmopolitan, has joined 
the staff of Liberty, New York, in 
the same capacity 


To House Television 

Station WCAU, Philadelphia, has 
purchased the Perry building, cor- 
ner of 16th and Chestnut Sts., to 
house television facilities after the 
war. Until then, present tenants of 
the building will not be disturbed. 
The station does not now offer a 
television broadcast. 


Dumore Names McDonald 


R. E. McDonald 
pointed advertising 
Dumore Company, Racine, Wis., 
replacing R. B. Voelker, who is 
joining the armed forces. Mr. Mc- 
Donald formerly was assistant to 
the advertising manager and editor 
of the house organ of Fairbanks, 
Morse & Co., Chicago. 


has been ap- 
manager of 


Rejoins Spot Sales 

Peterson Kurtzer, who had been 
granted a leave of absence to join 
the Navy, has returned to assume 


managership of the Chicago office 
of Spot Sales. Mr. Kurtzer has 


received an honorable’ discharge 
from the Navy because of minor eye 
trouble. 


Buffalo's 
Most — 
Powerful 
Transmitter 


MAKES 


KBW 


Buffalo’s only 


Chicago | 


re- | 


50,000 


_ WATT STATION 


| Blanketing 11 Eastern 
Seaboard States 
227,000 Square Miles 
Over 12,000,000 people 


BASIC — 
COLUMBIA 
 1520K.C. — 


BUFFALO 
Ml BROADCASTING CORPORATION 
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ADVERTISING AGE 


December 21, 1942 


Autos in Storage; 
One-Horse Shay 
Business Booms 


New York, Dec. 16.—While elimi- 
nation of automobile production and 
gasoline rationing orders have 
throttled national automobile manu- 
facturers and a host of service sta- 
tion owners, these same orders have 
served as a shot of adrenalin to 
Jake Wainess, dealer in “carriages 
of every description” and owner of 
the Wainess Riding Academy on 
90th St. here. 

Mr. Wainess, who not a little re- 
sembles Wallace Beery’s portrayal 
of a hard-bitten riding master, prior 


to the war did considerable trade in | | 


buckboards, opera buses, dog carts 
and phaetons. His principal mar- 
kets were in the South American 
countries, Bermuda and Mexico. 
When the civilian supply of 
gasoline was channeled into the 
army’s “blitz buggies,’’ Mr. Wainess 
shrewdly initiated a one-man ad- 


vertising campaign in newspapers || 
and magazines throughout the na- i 


tion. Confined strictly to one and 
two-inch insertions, copy promoted 
the sale of old fashioned Victorias, 
broughams, Meadowbrook carts, 
surreys, runabouts and three and 
four seated station wagons. 

Now, out of an original stock of 
several hundred carriages, only 200 
remain patiently in the upstairs 
storeroom of his establishment. It 
is only a matter of time before the 
rest of these pleasant reminders of 
the “dear, dead days” will roll along 
streamlined cement highways. Or- 
ders are pouring in rapidly. 

What does Mr. Wainess say about 
the tremendous influx of business? 
Only this: “It pays to advertise.” 


To Keelor & Stites 


Phillips Pump and Tank Com- 
pany, Cincinnati, manufacturer of 
oil handling equipment, precision 
built sheet metal and special prod- 
ucts for the armed forces, has ap- 
pointed Keelor & Stites Company, 
Cincinnati, as its agency. Busi- 
ness papers and technical journals 


will be used 


With 1,000-line copy Canadian Vickers 

Ltd., Montreal, has launched a new 

series of institutional messages in Cana- 

dian dailies. The campaign, to be con- 

tinued through 1943, is placed by Norris- 
Patterson Ltd. 


Culp Opens Agency 

Earl R. Culp, vice-president of 
John H. Riordan Company, and for- 
merly account executive for Heintz, 
Pickering & Co., has opened his 
own advertising business at 3337 
Velma Dr., Los Angeles. 


Black to Commerce Dep}. 
Fred L. Black has been appointed 
commercial agent in the Detroit 
office of the Department of Com- 
merce, succeeding Ross Robertson, 
who has joined the Navy. Mr. Black 
was transferred from the OWI. Be- 
fore entering government service he 
was with the advertising and pub- 
lic relations division of Ford Motor 


Getting Personal _ 


Judges for the war production slogan contest conducted by Oneida 
Ltd., included Alex F. Osborn, v.p., BBDO, and A. 8S. Cotins, v.p., 
Moser & Cotins, New York... 

It pays to work for a versatile boss. Marie Faldi, secretary to 
Hugh Ryan, art director at Ruthrauff & Ryan, found that out when 
she was married recently. Her boss presented her with a missal book 
which he designed and produced himself. . . 


The Navy acquired a new recruit for its V-7 class when Irwin W. 
Tyson, contact man for his father’s agency, O. S. Tyson, New York, 
left recently. . . 


Along with Christmas bulletins entitled “Rough Layouts” which 
Campbell-Ewald, New York, is distributing to its 19 men in service, 
go money orders for five dollars each. The terse but sure-to-be- 
welcomed notes enclosed read “Please cash enclosed order for five 
bucks and get anything you can for five bucks wherever you are.” 

O. S. Tyson agency gave up Virginia St. Peter, formerly in the 
stenographic department, to the Waacs last week. 


Lt. Allen Prescott, USNR, who formerly conducted “Prescott Pres- 
ents” over the Blue Network, writes Blue announcer Glenn Riggs: 
“Your voice was the first thing I heard when I arrived at the train- 
ing station today. I'll have to cut this short because I don’t want 
the C.O. to find me bawling in all this gold braid. . . 


Jack Nelson, v.p. and g.s.m. of Rock-Ola Mfg. Corp., Chicago, has 
been elected president of the Showmen’s League, largest organization 
in show business and celebrating 30 years of existence this year. 
Such exciting work is no new task for Showman Nelson, who was 
formerly manager of the Chicago office of Billboard. . 


Edward Aleshire, manager of the radio dept. of H. W. Kastor & 
Sons Adv. Co., Chicago, is taking a leave of absence to serve with the 
Red Cross. After a training period in Washington, Adman Aleshire 
is slated for overseas assignment as chief of the Red Cross radio sec- 
tion at one of its foreign operation points. . . Maj. Adolph S. Ochs, 
formerly genera! manager of the Chattanooga Times and past presi- 
dent of the Southern Newspaper Publishers Association, is conva- 
lescing in a hospital in Scotland. He had been London manager of 
Yank, became ill and was hospitalized. 


Douglas McMurtrie, director of typography for Ludlow Typograph 
Company, Chicago, is the author of “The Book: Story of Printing 
and Bookmaking,” to be published in January by the Oxford University 
Press. The forthcoming edition will be the seventh in the history 
of the famous book, which has sold more than 25,000 copies. “The 
Book” has an interesting history: In 1927 Covici-Friede published Mc- 
Murtrie’s “The Golden Book,” which promptly went through four 
editions. In 1937, “The Book,” with substantial rewriting and enlarge- 


Company for 23 years, and from 
1927 to 1933 was advertising man- 
ager. 


Joins Marine Corp. 

Francis W. Dunn has joined the 
Brunswick Marine Construction 
Corporation, Brunswick, Ga., as 
assistant to the president. Mr. Dunn 
was formerly assistant promotion 
manager of the Newark News. 


HERE’S AN OLD 


WITH A 


NEW PRODUCT 


om 


FeSeew een 


| Your friend “Long 


ARTKRAFT 
Hot Cathode 
| Fluorescent Lighting! 


Life’’* now brings you 


in war work). 


lamp replacements. 


@3,000-HOUR LAMP GUARANTEE 
Rated 5,000 to 6,000 hours. 

@®NO STARTER SWITCHES. 
Artkraft resonant starting eliminates 
this troublemaker. 


® CONSTANT VOLTAGE POWER 
PACK. 


Gives efficient operation at 8&5 to 
135 volts. Can also be used on 220 
and 440 volt systems, single or three 
phase. Cannot short circuit the line. 


@100% POWER FACTOR 
at rated voltage. 98% or over 
within 85 to 135-volt range. 


e®*ERASY MOUNT" LUMINAIRE 
ALLOWS INSTANT REMOVAL, 
WITHOUT TOOLS, FOR CLEAN 


pees * The Registered Trademark of The Artkraft Sign Co., world’s 
at t largest manufacturers of all types of signs (now engaged 100% 


This strong institution is your permanent assurance of ready 


HERE'S WHY THEY'RE SWITCHING TO ARTKRAFT: 


ING NON-FERROUS REFLECTOR man-hours saved by making these 
OR LAMP. replacements unnecessary 
WHOLESALERS: Write for our proposition. 
FIXTURE MANUFACTURERS: Write for details on constant voltage 


manufacturing license. 


Write for illustrated circular. 


ARTKRAFT carnooe FLUORESCENT LIGHTING 


Division of the Artkraft Sign Company 


General Offices: 900 E. Kibby Street, Lima, Ohio, U. S. A. 


® CONSTANT 
CATHODES 
Light at 40 below zero, operate effi 
ciently at low temperatures. 


@STROBOSCOPIC (FLICKERING) 
EFFECT REDUCED 

@ MORE a: IGHT FOR THE 
CURRENT 


@®@FIFLD TESTED FOR OVER FIVE 
YEARS UNDER ADVERSE CON 
DITIONS, 


® MODERATE FIRST COST. RADI 
CALLY REDUCED MAINTENANCE 
COST. Lamp replacements are less 
frequent, starter replacements elim 


TEMPERATURE HoT 


SAME 


inated, ballast ~s- unknown, 


J = 


LONG 


DEPENDABILITY 


ment, was published and has had a steady sale. Doug McMurtrie’s 
| personal hobby is the history of printing, and he is an authority on 
| the subject. He has written more than a score of books on its history, 
including “The Guttenberg Documents,” also published by Oxford. . . 


Adelaide Gerwig, who has the unusual job of being an articulator 
for Wright-Sonovox division of Free & Peters, was married recently 
in New York to Lt. Lloyd Bethune of the Army air forces. An articu- 
lator, in case the word is a new one to you, is a person who forms the 
words which come through the microphone as the voice of an auto 
horn, a ricocheting bullet, or the whine of a diving plane. . . 


Word has slipped through that Lt. John Hoagland, former Blue Net- 
work salesman now on active duty with the Army air forces, has 


downed his first Jerry plane. We'll have another order of the same, 
lieutenant. 


On Dec. 3, Ralph C. deCastro, son of Ralph E. deCastro of the crea- 
tive department at Ruthrauff & Ryan, New York, received his wings 
and commission as second lieutenant, Army air forces, and was de- 
tailed as a pursuit pilot instructor at Mather Field, Sacramento, Cal. 
Junior’s commission came 25 years after his father’s, month for month 
and almost to the day... 

Doctors don’t know everything, according to Murray Sonnett of 
Acme Pictures, New York. He labored under the delusion that his 
medico could predict whether the new addition would be a boy or a 
girl. When the stork finally arrived, Murray phoned the hospital and 
asked breathlessly, “Is it a boy or a girl, Doc?” He was stupified 
when the wire echoed back “both.” 

The radio department at Benton & Bowles, New York, parted with 
Edward W. Hobler last week, when he joined the Navy as an ensign. 
His father, Atherton W. Hobler, is chairman of the board. . . 

Formerly a v. p. at McCann-Erickson, New York, E. DeWitt Hill 
has been appointed captain in the Army air forces. He will shortly 
carry out an extremely urgent special mission. . . 

Herb Warner, formerly in the publicity department at BBDO, New 
York, wanted to do something big, so now he is building battleships, 
or reasonable facsimiles, in the Hingham, Mass., shipyards. . . 

Three well-known ad men were initiated into Alpha Delta Sigma, 
honorary advertising fraternity, last week. They were Gordon 
E. Cole, a. m. of Cannon Mills; Henry W. Roden, prexy of Harold H. 
Clapp & Co., baby foods; and Charles L. Whittier, v. p. of Young & 
Rubicam, New York. Raymond Rubicam, chairman of the executive 
committee at Y & R, officiated as toastmaster.. . 

After helping prepare some of the ads for the Army air forces 
recruiting campaign, Gerold M. Lauck Jr., who was formerly em- 
ployed by N. W. Ayer & Son, New York, of which firm his father is 
executive v. p., became so imbued with the idea that he joined up 
as an aviation cadet. . . 

On loan to the Treasury Department as director of publicity, from 
Arthur Kudner, Inc., New York, Peter Finney has joined the Army 
air forces reserves and leaves this month for a refresher course as a 
flight instructor... 

Ray Baker, NBC network sales rep in San Francisco, played teacher 
to a Stanford U. advertising class Dec. 11. . . The Dec. 8 meeting of 
the Los Angeles adclub heard Larry Lane, publisher of Sunset and 
Pacific Advertising Association prexy, and Chick Collier, managing 
director of PAA. . 

Two newspaper and advertising men will come into office with 
Gov.-elect Harry F. Kelly of Michigan. One is Peter Ralph Miller, 
formerly ad. mgr. of Demery & Co., Detroit dept. store, who’s press 
secretary; the other is Elmer J. Hanna, publisher of the Emmet County 
Graphic, who’s administrative assistant. ‘ 

The Philadelphia Club of Advertising Women will play Santa Claus 
to 150 soldiers in Tilton General Hospital at Ft. Dix, N. J. Each will 
receive a box of gifts. . Ralph H. Jones, head of the Cincinnati 
agency bearing his name, is kingpin of a speakers’ bureau which 
planned 10 mass meetings during Hamilton County’s December Vic- 


tory Loan drive. . 


Silver Maker . 
Points Copy at 
Teen-Age Girls 


(Picture on Page 79) 

Wallingford, Conn., Dec. 16.— 
Finding itself among the growing 
ranks of manufacturers who have 
little or nothing to sell, R. Wallace 
& Sons Mfg. Co. has switched to 
long-range merchandising of its 
sterling silver to teen-age girls who 
will establish the new postwar 
homes. 

Headlined “Teen-age girls are 
lucky,” the new theme appears in 
the Dec. 12 issue of Collier’s as a 
full-color page. Similar copy has 
been scheduled for the December 
issues of Glamour and Harper’s 
Bazaar, and January issues of 
American Magazine and Made- 
moiselle. The advertisements urge 
America’s young women to start 
planning now for their future 
homes, including cherished pos- 
sessions such as sterling silver. 

“Building your sterling service, a 
piece at a time, costs so little it will 
not preclude your purchases of war 
stamps and bonds,’ the company 
tells its prospective young custom- 
ers. “Also your small investments 
in sterling will not hurt our war 
economy. Sterling is doubly pre- 
cious as its production is limited for 
the duration.” 


Long in Business 


Wallace Master Craftsmanship 
patterns, of course, are recom- 
mended along with the advice to 


‘select a pattern that will be avail- 


able in the future. Wallace Silver- 
smiths, the copy points out, were 
founded in 1835. 

Tying in with the theme, the 
company has offered retailers free 
newspaper mats of the advertise- 
ments, reprints which may be used 
as window cards, and mailing pieces 
built around “Hope Chest” and 
“Dream House” appeals. A special 
feature is the use of “Lucky Me’’ 
cards to be given to girls who reg- 
ister the pattern of their choice with 
their dealers. 


Runs Radio Copy 


Copy stressing the importance of 
efficient radio sets on board the 
warships of the United Nations i 
running in Canadian newspapers 
for Rogers Radio Tubes, Toronto 
Locke Johnston & Co. is the agency 


Link-Belt Elects 


Carter President 

Link-Belt Company, Chicago, has 
elected William C. Carter president 
of the company, effective Dec. 31. 
Mr. Carter was vice-president for 14 
years, and for the past year has 
been executive vice-president. He 
succeeds Alfred Kauffmann, who 
has resigned because of ill health. 


The Power Engineering 
Magazine for All Industries 


Its 20,300 engineer-readers 
control power facilities in 
all industries—They wel- 
come data on how your 
equipment can expand ca- 
pacity, insure reliability, 
simplify maintenance. 


53 W. JACKSON BLVD., CHICAGO 
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WLB Orders N. Y. 


Newspaper Drivers 


Back to Trucks 


(Continued from Page 1) 


New York State Board of Media- | ns 


tion. 
Arthur S. Meyer, chairman of | 
the New York State Labor Rela- 


tions Board, and Fred C. Croxton, 
of the United States Conciliation | 
Service, were appointed as arbiters. | 
The decision of these judges, whose 
appointment marked a precedent in 
WLB procedure, will be final and 
binding. However, any determina- 
tion affecting wages is subject to 
WLB approval. 


Police on Guard 


A cordon of 40 policemen guarded 
a turbulent three and one-half hour 
closed meeting, where strikers were 
believed to have heard Joseph Si- | 
mons, president of the union, and 
Louis Waldman, counsel, urge com- 
pliance with the government order. 

After ratification of the strike! 
leaders’ recommendation by the! 
membership meeting, Mr. Waldman | 
said, “The attitude of our members| 
generally is that they can have all 
sorts of differences with the pub- 
lishers, but they cannot have any | 
differences with the government. 
The members voted unanimously to 
accept the decision of the strike 
committee which has confidence in 
the War Labor Board and the ulti- 
mate justice of its decision.” 

Chairman William H. Davis of the 
WLB acted to end the strike imme- 
diately when Frances Perkins, Sec- 
retary of Labor, certified the tie-up 
to the Mediation Board upon rec- 
ommendation of Dr. John R. Steel- 
man, director of the United States 
Conciliation Service. Early yester- 
day it became apparent that the dis- 
pute would be settled by late after- 
noon, when both Mr. Meyer and Mr. 
Croxton indicated they would not 
permit New Yorkers to go through 
another paperless day. 


Ask Job Freezing 


The strike hinged on inability of 
the union and publishers to agree 
on terms for a new contract to su- 
percede one that expired on June 30 
but was extended to Dec. 11 by 
mutual consent. Wage increases of 
15% over the old scale of $8.31 for 
seven hours of night work were 
demanded by the union, while $8.80 
was asked for eight hours of day 
work. Originally requested and 
termed the most zealously sought- 
after provision of the strikers was 
that all jobs be frozen for the dura- 
tion and that there be no dismissals 
due to the rationing of gas, tires or 
other commodities which would cut 
down newspaper deliveries. 

Major papers involved in the 
strike, all of which continued sell- 
ing copies at their own offices, are 
the Herald Tribune, Journal-Amer- | 
ican, Mirror, News, Post, Sun, Times | 
and World-Telegram. 

Mr. Waldman issued the union’s 
first statement accusing the publish- 
ers of being responsible for the en- 
tire collapse of discussions. Al- 
though the publishers disagreed 
with his release, they withheld fur- 


NATIONAL COVERAGE 
AMERICA’S SEVENTH INDUSTRY 


Write for Sample Copy = Chicago, Ul. 


DECEMBER CANADIAN MAGAZINE LINAGE 


Journal 
*Canadian Homes & Gardens 
a*Chatelaine 

*+Liberty 

*a Maclean's 

*Maytair 

*aNational Home Monthly 
*aNew World 


Total Group . 
Display, including poultry and liv 

*Canadian Countryman : : 
‘Country Guide & Nor’ West Farmer 
Family Herald 

Eastern Edition 

Western Edition 
Farm and Ranch Review 
*Farmer’s Advocate & Home 
*Farmer’s Magazine 
*+Free Press Prairie Farmet 
*t+Western Producer 


Magazine 


Total Group 

*Figures furnished by publisher. 
November figures, 

al942 format 680 lines; 1941 format 700 
Two issues, 1942; three issues, 1941. 
“Four issues, 1942; five issues, 1941. 


ra en the 


mn | 9 4 2 — ——1941 
Pages Lines Pages Lines 
11.6 1.485 s 6.861 
sown of oC Armed Forces 
14 + 5 5a 5 : 15.089 
&.4 "6.1 i { i 
+t 43.139 He Douglas M. Allen Jr., formerly 
25.1 17 25.1 ‘7 with the Cincinnati Times-Star. and 
dei : xa a son of the president of Allen, | 
281.4 182,662 355.2 235.827, Heaton & McDonald, Cincinnati | 
estock in meee ee — te.tso | aBeNcy, has been commissioned a | 
20.4 14.67: 16." 11.966} second lieutenant in the Army air 
“ Lass vi sa.nqgo | LOrces. 
10.1 0,260 + 11.799; Walter E. Shaffer, of the adver- 
—o yo is es) | tising department of the Cincinnati 
o1.9 15.332 17 12.225 | Times-Star, has been inducted into 
Hy a va +" ; “bs or | the Army and is now stationed with 
| the ground crew corps of the air 
197,617 1 


84.901 | forces at St. Petersburg, Fla. 

Harold G. Miller, president of Al- 
lied Artists, Cincinnati, is now sta- 
tioned at the engineers’ replacement 
center, Ft. Leonard Wood, Mo., and 


lines 


ther comment on the ground that 
the case was in the hands of WLB 
and should be discussed only before 
a panel named by the board. How- 
ever they did say last Monday that 
“The members of the Publishers 
Association of New York City, are 
fully conscious of their obligation 
to the public, particularly in the 
midst of the war when every bit of 
news from the fighting fronts so} 
vitally affects us all.” 

The Brooklyn Eagle, New York 
Enquirer and PM, the only papers 
not directly affected by the strike, 
reaped rich harvests, since they 
maintain independent contracts with 
the union. 

The business offices of PM re- 
ported its normal circulation of 
150,000 skyrocketed to 500,000 dur- 
ing the first day of the dispute and 
steadily climbed up to 700,000 the 
second day, where it leveled off. 
Due to mileage restrictions laid 
down by the Office of Defense 
Transportation, papers in excess of 
this figure could not be delivered to 
other than PM’s own dealers. 

The Brooklyn Eagle also experi- 
enced unusual circulation prosper- 
ity, while Sunday's edition of the 
New York Enquirer was being 
avidly read on Monday. 

Radio was by far the chief me- 
dium to capitalize on the strike. 
Scores of advertisers dashed to the 
networks to clarion their wares. On 
Station WJZ and Station WEAF, 
Loew Theaters, Capitol Theaters 
and Radio City Music Hall went all 
out in buying spots. Loew’s spon- 
sored a five-minute unit on Monday 
and Tuesday in addition to one 
minute announcements and chain 
breaks. 


Expands Coverage 

Station WNEW bridged the emer- 
gency by presenting a greatly ex- 
panded schedule of news programs. 
The studio cut indiscriminately into 
its commercial program structure 
In addition to its “news around the 
clock” policy, five minutes of news 
every hour on the half-hour, 24 
times a day, WNEW aired emer- 
gency news roundups of 10 and 15 
minutes throughout the day and 
night. The Times expanded its 
hourly newscasts on Station WMCA 
from three to five minutes. Station 
WOR put on a special local news 
summary and Uncle Don devoted 
his program to reading comics from 
all the papers. 

R. H. Macy & Co. and Blooming- 
dale’s were the first department 
stores to buy radio time to adver- 
tise Christmas bargains, and the 
Astor Hotel published a mimeo- 
graphed newspaper for its guests. 

Noel Macneish, business manager 
of the World-Telegram, said that 
there would be no charge for adver- 
tisements run in any of the struck 
newspapers while the dispute was 
raging. “We naturally hope,” de- 
clared Mr. Macneish, “that advertis- 
ers will reinstate thetr insertions 
now that the strike is practically 
settled.” 

Magazines also had a field day. 
After the first night of the labor 
trouble The New Yorker and Amer- 
ican Magazine were harder to find 
than a used tire. Comic books, de- 
tective stories, and even the green 
sheet were hungrily consumed 


Cory Snow Moves 

Cory Snow, Inc., Boston agency, 
has moved from 755 Boyleston St. 
to new and larger quarters at 739 
Boyleston St. 


| is preparing for officers’ training. 
William J. Reilly, promotion man- 
Wiltman & Pratt, Pittsburgh, has | ager of the News, Charlotte, N. C., 
been appointed to direct advertis- | has enlisted in the Army as volun- 
ing for Robert Morris School of | teer officer candidate, and has been 
Business and Peerless Wall Paper & | assigned to the chemical warfare 
Paint Company. division. 


— oe 2 Harold E. Kuttner, president of 

Schedules Ohio Exhibits Kuttner & Kuttner, Chicago agency, 
St ex ‘ *| has been commissioned a 

gl ee ee, ee lieutenant in the coast artillery, 
19, in connection with the annual @"ti-aireraft branch. He has re- 
convention of the Ohio Newspaper Ported for active duty to Camp Wal- 
Association. lace, Tex. Pvt. Stanley Kuttner, 


Two to Wiltman & Pratt 


second 


| agency, is on duty 


| former production manager for the 
“somewhere in 
the Pacific.” 

Dent Hassinger of the Chicago of- 
the Bureau of Advertising, 
American Newspaper’ Publishers 
Association, has been commissioned 
a lieutenant in the naval reserve 
and has reported for active duty. 

Irwin W. Tyson, account manager 
|of O. S. Tyson & Co., New York, 
has joined the Navy and is assigned 
to officers’ training school. 

Re Atchison, advertising and pub- 
lic relations director for Calavo 
Growers Association, Los Angeles, 
has enlisted as a private in the 
Army air forces’ air transport com- 
mand. Department assistants will 
take care of his duties for the dura- 
tion. 

Lt. Comdr. L. Rohe Walter, 
USNR, has been granted leave of 
absence from his duties as adver- 
tising manager of the Flintkote 
Company, New York, to report for 
duty with the Army and Navy mu- 
nitions board in Washington. 

Ralph J. McElroy, a member of 
the sales staff of radio station WMT, 
Waterloo, la., has resigned to enter 
|the Army. Donald E. Inman, who 
has been personnel director at Cedar 
| Rapids for the station for the last 
|}year, will take over part of Mr. 
McElroy’s duties. 
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CATALOGUES 
3 PUBLICATIONS 
ce’ ~=—s« GENERAL PRINTING 


weed JA doe O Jd 
© iN pes free ome PEE ree 
ran. we eee Sa NS 


One of the largest, most efficient and completely 
equipped printing plants in the United States 
‘ (The former Rogers & Hall Co. Plant) 


OUR SPECIALTIES 


| Catalogues Publications sod m3 
Booklets Paper Covered Books 
Flyers House Organs 

Proceedings Convention Dailies 


Price Lists General Printing 


Typesetting Always clean linotype and 
monotype. Standard and special type faces, if 
desired, from our own machines and type foundry Management. 
Presswork We have the most modern presses 
to produce any type of printing job economically 
Color presses, one or more colors, operated by 
master pressmen 
| ; ; many printings 
Binding Any type of binding, machine gather- vertising and 
ing, machine covering and special trimmers. Again 
this modern equipment gives cconomy 


Mailing If desired, we mail your printed 
matter direct from Chicago— the central point of 
distribution The 
mailing departments are 
liver to the po 
print. 


binding and 


d that we de- 


facilitic ol our 


SO CQUIPps 


large or small 
obligation 


t office or Customer as fast as our 


presses 


NATIONAL ° 
| Printers 
ONE OR MORE COLORS 
Telephone 


WABash 3380 


Excellent Quality 


Modern [Equipment and Master 


Quick Delivery 
Due to—Modern Automatic Machinery — 
Day and Night Service. 


Due to—Superior Facilities and Efficient 


Satisfied Customers 
Quality, Service and Economy in good 
printing keeps all satisfied. We have solved 
1, publication, catalogue, ad- 


SOLVE YOU 


IN OUR SPECIALTIES 


let us estimate 


PRINTING PRODUCTS CORPORATION 


LOCAL 


Polk and La Salle Sts., Chicago, Ill, 


Right Price 


LET US 


mailing problems. 


R PROBLEM 
WE EXCEL 


your printing needs —however 


Estimates place you under no 


Dun & Bradstreet, Inc. Rates 
Printing Products Corporation 
and Associates over $1,000,008 

Highest Credit 
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Voice of the Advertiser 


This department is a reader’s forum. 


New York Group Aids 
Government Campaigns 

To the Editor: We noted with 
considerable interest your state- 
ment on Page 45 of the Dec. 7 issue 
of ADVERTISING AGE announcing that 
your Dec. 21 issue will carry a com- 
plete summation of “Advertising— 
A Year at War.” 


We believe, as you do, that the | 
job advertising has done in the year | 


since Pearl Harbor merits full 
chronicling. In fact, as a statement 
to be released next week will in- 
form you, we are sponsoring a War 
Advertising Exhibit for the public 
in February. We are proud of what 
advertismg has achieved already, 
even prouder of what it is likely to 
achieve in the near future—and we 
want to do our bit to tell the public, 
the government and the industry 
itself the full, splendid story. 

It occurred to us that, in doing 
your review of advertising’s con- 
tribution to the national war pro- 
gram, you would like to include 
news about what our volunteer 
organization is doing along these 


oe \ 
minimum: 


exchanges: ship's se" 
etc. 


vice stores, 


e 6 million ae 
ocal comP ° 


buy for 


families as 


Moke Sure Your Product Is Represented In 


POST EXCHANGE’S 
2nd Annual Directory Issue .. 


Published February, 1943 


> This is the buyers’ reference direc- 
tory that service exchange purchas- 
ing agents keep “at arm's reach” 
the year around. It will contain as 
complete a list as possible of all 
products salable in service camp 
exchanges, with manufacturers’ 
names, trade names, etc. 

All copies will be mailed, punched, 
with a string attached for ready 
hanging. 1,000 extra copies will 
be distributed. New camps estab- 
lished during the year will auto- 
matically receive a copy. 


Send for descriptive 
folder giving complete 
details! Go after your 
share of the huge sales 
this market provides... 


TODAY! 


8 
© post 


232 MADISON AVE. + NEW YORK, N. Y. 
CHIGAGO ATLANTA 
Walter W Meeks 
18 Deventh St. 


OUT OF THE BATH AND INTO—— 


ROEBLING | 


waamd Cyatnl on Me an 


Some prize for this makeup job should 
believes. 


Letters are welcome. 


It's in the Dec. 14 Time. 


General Tire Head 
Buys Yankee Net 
as Postwar Move 


Speculation Centers 
on Possible Purchase 
of Blue Network 


By HAL BURNETT 


Washington, D. C., Dec. 16.—Wil- 
liam O’Neil, president of the Gen- 
eral Tire & Rubber Company, 
Akron, today plunged marketing 
and broadcasting circles into a wave 
of speculation by announcing his 
firm’s purchase of the Yankee Net- 
work, Boston, largest regional web 
in the country, for a consideration 
well exceeding one million dollars. 

Mr. O’Neil stated that the pur- 
chase was General’s first step in 
postwar expansion, which includes 
plans for launching a score of prod- 
ucts into new fields of manufacture 
and merchandising. 

Subject to approval by the Fed- 


| 


be awarded, an Advertising Age reader 


lines. Composed of almost 500 New 
York advertising men and women, 
the Advertising Mobilization Com- 
mittee is doing on a local basis 
what the Advertising Council is 
doing so admirably on a national 
scale. The Advertising Mobilization 
Committee was sponsored by the 
American Advertising Guild as an 
open committee through which non- 
guild, as well as guild members, 
could put their special talents to 
effective war use. It is a completely 
volunteer organization, doing volun- 
teer work. 

We have compieted and are now 
engaged in dozens of projects— 
small and large. One of our com- 
pleted projects, for example, com- 
prised a series of booklets the Ad- 
vertising Mobilization Committee 
created and prepared for the Office 
of Price Administration. At least 
one of these booklets, “How You 
Can Help Keep Wartime Prices 
Down,” has already been released. 
Other projects include meat ration- 
ing, Army morale, rifle target train- 
ing, manpower, CDVO recruiting, 
OPA consumer education, etc. 

STANLEY B. Moss, 

Vice - Chairman, Advertising 

Mobilization Committee, New 

York. 


_ - | 


Women Agency Workers 
Win Unstinted Praise 
| To the Editor: We have noted 
|with considerable surprise and 
amusement comments in your issues 
of Nov. 30 and Dec. 7 by so-called 
technical agencies with regard to 
“non-useability of women in impor- 
|tant agency work.” 

Some time ago we reorganized to 
;}meet the coming manpower short- 
age and put women in several im- 
| portant positions, including creative 
| work, in our organization. There is 
probably no more technical an 
agency than ours. 


thorough knowledge of manufactur- 
ing methods. But with women in 
our organization, Ill say one thing 

the entire organization runs a lot 
smoother. 
| Qur art director is a woman. Our 
mechanical buyer is a woman. Our 
production department is staffed by 
women and our control system is 
operated by a woman. The director 
of our direct mail division is also 
a woman, 

ATHEL F. DENHAM, 
Denham & Co., Detroit. 


~~ = © 


Nominated for ‘42 Prize 

| To the Editor: There have been 
many instances of impromptu and 
unwitting makeup of two facing 
pages, but this from Time should 
jrank as the prize of 1942. 


that the Ponsonby in the righthand 
advertisement is probably 
astonished at his master’s com- 
at the garb he is not wearing. 


They are 


| missing humor in the news of the 


day. 


eral Communications Commission, 
the sale of Yankee includes the 
ownership of four standard broad- 
cast stations affiliated since May 
with the Mutual Broadcasting Sys- 


CarRL W. MOoEBIus Jr., 
Secretary and Treasurer, Moe- 


ons eee Company, Mil- | tem, WNAC, Boston; WEAN, Provi- 
,v¢ dence; WICC, Bridgeport, and 

a ‘ WAAB, which recently shifted from 
Still in Business | Boston to Worcester; and two fre- 
To the Editor: Rees Printing} quency modulation stations, W39B, 
|Company, nationally known’ as| Mt. Washington, N. H., and W43B, 


theatrical lithographers and printers | Paxton, Mass., reportedly capable 
‘of tickets for anything and every-|of covering more than half the 
| thing requiring admission, decided| population of the New England 
'to close up shop after 62 years of|market alone when FM receivers 


casting System, Mr. 


System and the Frequency Modu- 
lation Broadcasters, Inc. 

Constantly at odds with the man- 
agements of NBC, CBS, and Blue 
during his association with the vari- 
ous major networks, and one of the 
principal factors in the present 
management of the Mutual Broad- 
Shepard has 
made headlines in 1942 by promot- 
ing the short-lived drives for mem- 
bership in the minority Broadcast- 
ers Victory Council and American 
Broadcasters Association in opposi- 
tion to the NAB. Both of these or- 
ganizations have sided with FCC 
Chairman James Lawrence Fly, in 
his spats with the major networks. 

Speculations on General’s future 
plans in broadcasting were height- 
ened by the FCC’s recent grant to 
WJW, Akron, of a construction per- 
mit to move into Cleveland, a move 
that has been criticized by broad- 
casters as being “political” and 
against the policies of the FCC and 
the Board of War Communications, 
which have virtually frozen the 
broadcasting status quo for the 
duration. WJW is owned by Wil- 
liam O’Neil Jr., son of the General 
Tire president. 

Mr. Fly on Monday issued a state- 
ment defending the WJW shift as 
essential to full broadcast service 
in Cleveland and as requiring only 
$75 worth of materials. The fact 
that WJW, which is now a Mutual 
outlet, will become the Blue Net- 
work outlet in Cleveland, and that 
the four key Yankee stations had 
only recently left Blue, stimulated 
the speculation here that the pur- 
chase of Yankee was only a fore- 
runner to purchase of Blue from the 
Radio Corporation of America, al- 
though no confirmation was forth- 
coming from any of the interested 
parties. 

The Blue Network has nominally 


successful business in Omaha. Sam-|are widely distributed after the war. 
uel Rees is the owner. 

Interstate Printing Company, 
which also enjoys a good business, | 
but doesn’t print circus and theatri- 


Shepard to Continue 
Mr. O'Neil also 
John Shepard 


announced that 
III, president of 


cal work, will not close shop. Ernie | Yankee, former president of the Na- 
Reese is manager. tional Association of Broadcasters, 
So many friends of Mr. Reese|and one of the most outspoken 


stopped him on the streets of Omaha | critics of the major networks and 
with comments of how sorry they | the present leadership of the NAB, 
| were to see him go out of business would be retained on the staff of 


| 


and remarks on why a young man| General Tire, and would file an ap- lim the 
should retire so early, that Ernie | plication for transfer of the licenses | 


| was forced to print a display adver- | of the stations within a few days. 
|tisement, headlined “A Plain Case 
of Mistaken Identity!” with 17 affiliates on regional and 
It created an unusual amount of | local frequencies in other New Eng- 
interest and garnered a lot of atten-| land markets and the title to the 
tien in and out of the trade. name of the Colonial Network, 
ARTHUR R. OLESON. | Which was maintained as an alter- 

Commercial Representative, |nate network over many of the same 
Western Union Telegraph Com- stations when Yankee was affiliated 
pany, Omaha. jalternately with NBC, Blue, and 

see? Columbia. 


“Communications expansion is the 
Button, Button— 


‘first move made in General’s pro- 
To the Editor: “One of the Small| gram,” Mr. O'Neil said, “because of 
Fry,” who evidently believes in go- 


the growing importance of this 
‘ing by signs, might easily dope it| field in the American economy, and 
jout that some people like to wear | 
buttons and some people don’t. Our 
\twelve-year-old wears all the but- 
\tons for our family, plus any he can 
find, trade or talk “off” his pals. 
'Going by the buttons, the lad is 
jeverything from a member of the 
Die-Makers’ Union to a delegate to 


have developed many radio devices 
which they plan to offer to the pub- 
lic as soon as the war ends. 

“The postwar America is going to 
be an entirely new America, with 
increased manufacturing capacity 
and facilities, entirely changed 


Our account executives do have the 1942 convention of the National|methods of merchandising and ad- 
be graduate engineers with a Wholesale Druggists Association,|vertising, a tremendous buying 


jincluding giver to Community 
Chest, 10% bond buyer, Health for 


power, and an even higher standard 
of living,”” the rubber official con- 


|ordered RCA to 


been “on the block” since the FCC 
divorce it from 
NBC. 

Edgar Kobak, vice-president and 
general manager of the Blue, re- 
cently stated that a number of offers 
had been received. Most of these 
offers have been declined, a quali- 
fied New York spokesman of Blue 


Yankee now possesses contracts | 


because General engineers already | 


| You will have to admit, however, 


more 


More power to the makeup men. 
providing the otherwise 


Victory Club, Red Cross blood donor 
and Army-Navy “E” award winner. 
I believe he is also a deputy sheriff 
of Geauga County. 
Do we HAVE to wear buttons? 
FREDERIC KAMMANN, 
Vice-President, Fuller & Smith 
& Ross, Inc., Cleveland. 
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A War Bond Christmas 


| To the Editor: I was impressed 
|by the letter from Eugene Hegel 


which you printed in your issue of | 


Nov. 30 and in which he suggested 
general use of the theme, “Give 
bonds this Christmas.” 

You, as well as Mr. Hegel, may 
be interested in seeing how we 
handled this thought in our Decem- 
ber bill enclosure which goes to 
nearly 2,000,000 families in New 
York City. The “lead article” sug- 
gests that we make this a “War 


panions for the evening, than he is| Bond Christmas.” 


H. OBEMEYER, 
Consolidated Edison Company 
of New York, New York. 


tinued. 

“With this in mind we are mak- 
| ing plans now for our expansion 
after the war. Our chemists, our 


research engineers and our scien- 
| tists in other fields already have de- 
| veloped a score of new products and 
new materials and hundreds of new 
uses for known products and known 
materials.” 

| See FM Buildup 
broadcasting observers 
interpreted this statement as a tipoff 
that Mr. Shepard had sold General 
on assuming the leadership in de- 
veloping the frequency modulation 
system of broadcasting of Maj. Ed- 


Veteran 


win Armstrong, pioneer inventor, 
after the war. 
Mr. Shepard had sunk a large 


part of Yankee’s earnings and the 
personal fortune of his father, New 
England department store owner, in 
the technical development and the 
promotion of Maj. Armstrong's pat- 
ents on FM, including the now- 
dormant FM American Broadcasting 


said today, because they had come 
from “Wall Street” firms interested 
property for “speculative” 
reasons. Blue is still on the block, 
he said, and will be sold to a buyer 
approved by the FCC. The same 
|spokesman said that General Tire 
has not, to date, made an offer to 
| buy Blue from RCA. 

| The General - Yankee deal _ re- 
_vived unconfirmed rumors current 
|in Washington for several weeks 
\that Mr. Fly is planning to resign 
from the FCC to head Blue for an 
}undisclosed purchaser, and that the 
| President had expressed interest in 
| seeing control of the network pass 
‘into the hands of a pro-administra- 
|tion financial group or individual. 

| The United States Supreme Court 
on Monday granted the National 
Broadcasting Company and the Co- 
lumbia Broadcasting System review 
of a New York federal district court 
decision upholding the FCC mo- 
nopoly rules that required divorce- 
ment of the Blue from NBC and 
other “anti-monopolistic” reforms. 
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Cldve 


Market Place 


The rates for this department are 

“Help Wanted,” 
“Representatives Available,” 
cash with order. 


30 cents 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 in., 


$4.75 per inch. 


“Positions Wanted,” 


as follows: 
“Representatives Wanted,” 
a line, minimun charge §1. 


and 
Terms 


POSITIONS WANTED 


HELP WANTED 


DRAFT EXEMPT SPACE SALESMAN 
with outstanding sales record and ad- 


vertising experience. 31... College 
grad. ...A “plugger” with likable 
personality, enthusiasm and love for 


hard work. If you want to hold pres- 
ent customers while getting new ones, 
Write NOW to 

Box 3884, ADVERTISING AGE, Chgo. 


Permanent Position Wanted 
Capable director of national publicity 
for corporations seeks permanent af- 
filiation; also can handle writing of 
technical instruction manuals, ma- 
chine shop handbooks. Excellent edi- 
torial, publicity and trade journal 
background. Age 46. Employed. 
Box 3883, ADVERTISING AGE, Chgo. 


ARTIST—ART DIRECTOR 
With agency—Excellent layout—let- 
tering. Final Art. Knows typog- 
raphy-production. Fine background 
and experience. Family, draft 3-A. 
Box 3881, ADVERTISING AGE, Chgo. 


Young Woman—15 years publishing; 
advertising production; editorial 
makeup; layout complete magazine; 
some creative work; secretarial. 

Box 3760, ADVERTISING AGE, N. Y. 


HELP WANTED 
Wanted—Printing Salesmen 


With annual sales of over $15,000. 
Men with creative ability and some 
knowledge of estimating preferred. 
Plant is excellently equipped to meet 
competition on almost anything from 
good black and white to fine color 
printing. This is an ideal connection 
for salesmen desiring to free them-| 
selves of all production problems. | 
Phone for appointment, MONroe 3555, 
The Criterion Press, 1230 W. Congress 
Street, Chicago, 


Editor, Trade Journal, 


Include com- 


plete story of your past experience, 
editorial and merchandising, indus- | 
trial fields in which you are trained. | 
Include age and compensation to} 
commence. 

Box 3887, ADVERTISING AGE, N. Y. 


UNUSUAL IMMEDIATE 
OPPORTUNITY : 
A leading and still solidly growing 
industrial publication is now looking 
for an all-around-experienced operat- 
ing and promotion man to help Keep 
up with present advertising volume 
and to prepare for already indicated 
sound future growth. Because of 
spread of this job and the opportuni- 
ties it offers the starting salary is 
moderate until it is apparent how 
much the man can take over whence 
the earning possibilities are likewise 
unusual. Members of present staff 
know of this advertisement so give 
complete experience, training, salary 
requirements, etc., details in reply. 
Box 3886, ADVERTISING AGE, N. Y. 


SECRETARY-BOOKKEEPER 
Wanted to assist publisher of new in- 
dustrial publication. Young lady 
must be capable of assuming wide re- 
sponsibility. Grand Central district. 
Real opportunity. 

Box 3882, ADVERTISING AGE, N. Y. 


WANTED 


Technical Advertising Man 


Draft 
tising 


deferred man to assist adver- 


manager of steel 


Must 


background of steel business, 


large plant 


50 miles from Cleveland, have 


ability 


| 


of managing employees, newspaper, | 
familiarity 
An 


sonality required. | 


with advertising produc- 


tion active man with good per- | 
| 


Box 3880, ADVERTISING AGE, N. Y 

__ BUSINESS OPPORTUNITY | 
Want to build Good Will with a lot 
of peoplet Help them solve their 
pressing problems in Public Relations | 
and Post-War Planning. Our News- | 
letter covers these questions and is | 
open for a national or regional spon- | 
sor Reply 


Studebaker Program 
Gears Dealers for 
War, Says Elliott 


New York, Dec. 15.—If maintain- 
ing a constant barrage of informa- | 
tional and promotional campaigns 
has in any way aided company deal- | 
ers to successfully face the grim 
specter of “no new cars for the 
duration,” the Studebaker program 
for 1942 will have been justified, | 
K. B. Elliott, vice-president, Stude- 
baker Corporation, told the Sales | 
Executives’ Club today. 

Mr. Elliott recalled the perplexity 
which followed the government 
order confining sale of all new cars | 
to stocks already in showrooms, 
and which ultimately led to forma- 
tion of the Studebaker Dealer War 
Production Division. 

“Pressure was not brought to bear | 
upon dealers to buy vehicles allo- 
cated before the freezing order,” Mr. 
Elliott said. “However, many of 
them did want to buy some of these 
cars although they were frozen. 
Consequently Studebaker distrib- | 
uted what it could in accordance 
with the government allotment. The 
fact was not overlooked that the 
customer still had to be sold on the 
particular car he intended to buy.” 

Many dealers rallied around the} 
possibility of getting war contracts, 
once they saw the original source of 
income slowly ebbing away, Mr. 
Elliott claimed. The company 
Promptly prepared a 64-page book 
entitled “War Production Work for 
Studebaker Dealers,” designed to 
tell distributors the how and why | 


|have 


humorously 


Box 3885, ADVERTISING AGE, N. Y. 
of getting government war con- | 
tracts. Although the publication 


details many opportunities open in) 
this field, it peppers them vigorously | 
with the risks involved. 
Also discussed in the book are: 
types of war work available, facili- 
ties and equipment required, struc- 
ture of WPB, sample facilities and 
qualification applications, contracts, 
and general information on machine | 
tools. 
“In October the Office of Defense 
Transportation issued Order No. 21, | 
which stipulated that commercial | 
vehicles could not operate without | 


|a certificate of war necessity,” de- | 


clared Mr. Elliott. “Our truck di- 
vision mapped out a program to aid 
truck owners in filling out applica- | 
tions.” 

An experimental training school 
has been established in South Bend, 
to train women as mechanics for in- | 
dividual dealers. “The draft boards | 
reduced service departments | 
to mere skeletons,” Mr. Elliott said. | 
He cited the case of one agent in a 
small Michigan town who looked on | 
in desperation while his last me- 
chanic was marched off to war. He 
closed his agency with the retort, 
“I'll let the masterminds in Wash- 
ington figure this out.” 

Twenty-four case histories have 
been published by Studebaker as a 
supplement for dealers who may 
desire to convert their organiza- 
tions to war work. 

Mr. Elliott was introduced to club 
members by A. H. Motley, vice- 
president, Crowell-Collier Publish- 
ing Company, and publisher ot 
American Magazine. Mr. Motley 
alluded to the News- 
paper and Mail Deliverers’ strike 
here this week, and said his pub- 
lication was doing exceptionally 


well on the newsstands. 


HATS WHAT IN BOSTO 
14. 


WCOP has a few choice availabilities NOW 
for immediate taking . . 


| wCOP - nepaesenteo by 
HEADLEY-REED CO. 


. but better hurry! 


ADVERTISING AGE 


Edited by 


itold a 


Postwar Planning Is 
Company-wide Job 


Postwar planning is not a one-| 


man job, but rather one for the 
entire company and especially those 
individuals who will not be limited 
in their thinking and planning by 
past performances, Donald R. G. 
Cowan, director of marketing re- 
search, Republic Steel Corporation, 
meeting of the Chicago 
Industrial Advertisers Association 
last week. Any program of plan- 
ning for after the war should in- 
clude consideration of finance, pro- 
duction and marketing, he advised, 
and a distinction should be drawn 
between the immediate postwar 
years and the subsequent period. 
In considering the shift in popu- 
lation due to concentration of war- 
time production, it is likely that the 
status of the new population pattern 
will remain unchanged until savings 
are used up, he said. The increase 
in workers’ wages due to the war 
will pay off all their debts and build 
a fund available for expenditures 
in 1946 triple the buying reserve in 


Postwar Planning 


How Business and Industry Are Preparing 
for a Peacetime World 


RALPH O. McGRAW 


1940. About 57% of current wage 
increases are being saved. 

Although many expect the com- 
| petition between new materials to 
}result in a great new flow of busi- 
|ness after the war, Mr. Cowan cau- 
| tioned that the final cost and engi- 
ineering advantages will be the de- 
\ciding factors in this matter. Stan- 
|dardization and simplification will 
go a long way in selling the post- 
war market, he believes. Above all, 
| there must be economic distribution 
|for full realization of postwar possi- 
bilities. 


7” * 7 

In discussing the opportunities for 
business in the postwar era, Robert 
R. Wason, president, Manning 
Maxwell & Moore, Inc., writing in 
Credit and Financial Management 
i\for December, says competitive 
advantages of large industries hav- 
| ing the benefit of war contracts, 
| government-built facilities, and low 
cost production, can be offset by 
| small industries which will mod- 
/ernize their equipment, bring pres- 


jont products up to date, develop 


| carry 


new products, and put their organ- 


ization on a driving sales basis. 

Size isn’t everything, he asserts. 
Management is more important than 
bricks and mortar, modern tools, 
large orders, and all the conceits 
that size supplies. “Your postwar 
plans,” he advises, “‘should be made 
in terms of the men you need to 
them out. Now is the best 
time to upgrade your personnel.” 

7~ * ca 

If postwar planning by individual 
enterprises and industries is to 
prove successful, five basic elements 
must be provided in the period after 
the close of the war, Dr. Jules I. 
Bogen, editor, New York Journal of 
Commerce, told the recent annual 
conference of the Society for the 
Advancement of Management. 
These he enumerated as: (1) The 
international peace; (2) a large for- 
eign trade; (3) cooperative relations 
between industry and government; 
(4) improved understanding be- 
tween industry and labor; and (5) 
wholehearted public approval for 
private enterprise. 

* + ” 

A special postwar planning com- 
mittee is to be appointed by the 
American Washer and Ironer Manu- 
facturers Association at a meeting 
in Chicago Jan. 6. The committee 
will be instructed to appoint sub- 
committees to study problems the 
industry must meet after the war. 


4 . 
Season's Cfreetir Lys 


We appreciate our 


f 
Photo -Engravers 


friendly associations during the past year and wish vou 
all the happiness and prosperity that Christmas and the 
New Year will bring... as we look to the future, we 
sincerely hope to merit your continued friendly patronage 


Which has contributed so Sreatly to our welfare. 


WALLAGE-MILLER COMPANY 


466 W. SUPERIOR ST + CHICAGO 
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Co-op Gets Green 
Light from NAB 
Under Joint Code 


(Continued from Page 1) 


Mr. Campbell said, “We've learned 


a lot about radio since this all 
started.” 
Representing the Cooperative 


League at the conference along with 
Mr. Campbell were Murray D. Lin- 
coln, president; E. R. Bowen, execu- 
tive secretary; John Carson, Wash- 
ington representative; and Robert 


L. Smith, educational director of the | 


Eastern Cooperative League. The 
code committee members in attend- 
ance included Earl J. Glade, chair- 
man, KSL, Salt Lake City; 
Ashbacker, WKBZ, Muskegon, 
Mich.; Jan Schimek, CBS, New 
York; Lee B. Wailes, KYW, Phila- 
delphia; William S. Hedges, NBC, 
New York; Neville Miller, president | 
of NAB; and Russell P. Place, NAB | 
counsel and secretary to the code 
committee. 


“The joint statement by the code 


committee of the NAB 
the right of the cooperatives to pur- 


chase time on the air,” 


|trademarks of 


Grant | 


Mr. Lincoln | 


with more lineage 
from more advertisers 
than ever before 

in seven years 


of growth 


LY | 


MAGAZINE 


424 MADISON AVE., N.Y.C. 


S\ 


said when asked to comment on the 
conference. 

“The action of NAB also affirms 
the right of the co-ops to advertise 
not only the goods and services and 
the cooperatives, 
but also to describe the essentia: 
features of cooperatives which char- 
acterize this progressive, democratic 
form of people’s business that is 
growing so rapidly in America 
today.” 

During the conference the meth- 
| ods, structure 
the co-ops to the public’s welfare 
were discussed thoroughly, Mr. Lin- 
coln said. ‘The broad public issues 
raised by the Norris resolution were 
not under consideration,” he added. 


WPB Suggests Use 
of Save-Zinc Rules 
Throughout U. S. 


D. CC. Dee. 17%. 


Washington, 


and contribution of | 


| WPB’s conservation division today | 


| Proposed national use of zine con- 
servation proposals of the Advertis- 
ing Club of Washington paralleling 
closely those put in force last week 
by New York’s daily newspapers. 
The 12-point program, designed 


and the|to facilitate compliance with WPB’s 
League is a clear cut affirmation of | 50% 


curtailment of zinc in engrav- 
| ings beginning Feb. 15, includes 
| elimination of the following: 

e 


Engraved borders, except | 
|when they may be re-used fre- 
quently. 


2. Screened type, over printing 
on Ben Day or wash background. 

3. Hand-lettered headlines and 
blownup engravings of type. 

4. Devices that tie one piece of 
art to another with wasteful use of 
zine, 


5. Cuts that may not be re-used. 


6. Duplicate engravings (substi- 
tute mats). 
7. Original engravings when 


mats trom mat services might sub- 
stitute. 

Efficiency proposals include: 

8. Newspaper policies calling for 
| holding of mats 60 days against pos- 
| sible re-use. 

9. Standardized sizes and 
of engraved signatures and 
; marks for continuous re-use. 

10. Efficient filing. 

11. Standard reductions to 
third,” “one half,” or “same 
instead of odd sizes. 

12. Salvage of all obsolete plates. 

And, in general, planning every 
layout to eliminate all unnecessary | 
use of engravings. 


styles 
trade- 


“one 
size” 


Trade Groups Confer 
in Washington Jan. 19-21 


DECEMBER ADVERTISING LINAGE IN NATIONAL MAGAZINES 


——1942— / 1941——-~ 1942——. 1941— 
Pages Lines Pages Lines Pages Lines Pages Lines 
GENERAL | Photoplay-Movie Mirror 7 
*Ace Fiction Group........ 13.6 3,056 13.1 2,936 f°  rrrrerererrarrer. 28.6 12,291 35.6 15,27 
tActual Detective ......... 5.4 3,700 rae wae Radio Mirror (Mac)....... 20.8 8,915 24.9 10,698 
DOROTEORE ciccsicrecnecaeees t8.4 16,4558 34.1 14,613 | Romantic Story (F)....... 25.2 10,790 23.6 O 898 
*American Forests ........ 7.6 3,220 ym 3,010 | *Sereen Guide ......-+.+... 21.6 14,693 17.0 11, 
American Home ..........-. 25.8 16,287 28.4 17,996 | Screenland Unit ........... 22.3 9,585 22.4 9608 
American Legion .......... Rs 5,444 9.6 4,126 | Screen Romances (MM).... 29.5 12,669 30.1 12,898 
PE Vccane ne CS RtOeeeRES eR 3.3 1,426 1.0 Rep OR  aeerrrerr re rrr rere 18.9 12,865 PTT — 
jBeauty & Health......... cece 7.1 3,029 | True Confessions (F)...... 27.6 11,836 26.9 11,29: 
Better Homes & Gardens.. 32.8 20,701 30.8 19,477 | True Experiences (Mac)... 22.3 9,579 28.2 12,11¢ 
awe DAES cicccesecdéasenes 17.6 11,977 22.8 15,491 |} True Love & Romance 
UNG BAR 8 go icicanvcveerne 6.9 2,972 7.4 3,187 | | PSP e rT Tee Ere Tr 22.2 9,509 27.6 11,84¢ 
Christian Herald .......... 22.7 9,749 23.0 9,866 | True Romances (Mac)..... 24.6 10,539 30.3 12,977 
Columbia cccccccsscccccece 2.9 1,999 2.9 1,966 | True Story ......ee+eeeee- 38.2 16,397 44.9 19,274 
be ere 47.9 20,566 DO.5 RSG error rere Tere? Tey 95.9 60,634 124.9 78,908 
*Wountiy LAE) cecsssscccess 27.4 18,376 | Woman's Day .....cecesees 23.3 9,999 24.4 10,46 
*Dell Detective Group..... 15.6 9.5 4,063 | Woman's Home Companion 51.5 34,987 61.0 41,492 
*Dun’s Review..........+-- 10.3 6.8 S006 LFTOW cc svcscctecvccrccscees ; 19.6 12,354 
EPPA Tere Tere ee 6.7 8.4 $$ —_—_—— — —- 
Esquire (National)......... 115.9 130.2 é Total Group ..ceccsess 1,134.5 582,4401,236.3 639,92 
PHEMIOMSION secs decsvarscece 9.5 10.7 STANDARD ; 
Fawcett Men's Group...... 7.7 8.6 American Mercury .......- 14.1 2,562 10.2 1,85 
TIE PUR sccsevscessevess ie 7.7 ‘Atlantic Monthly ......... 58.5 24,569 55.2 13,13 
Ee ere ee 160.8 124.5 | Harpers Magazine ........ 43.3 10,303 61.8 14,70 
Front Page Detective...... 15.3 11.9 aS Sa me Sa 
*Grade Teacher, The....... 7.8 ; 12.6 Total Group ........-; 115.9 37,434 127.2 29,70 
*Guide Detective Unit.... 5.5 } 5.2 of OUTDOOR 
**Hillman Detective Group 9.2 3,948 nee .... | American Rifleman ....... 25.3 10,809 23.1 9,88 
House Beautiful .......... 10.9 25,855 45.5 28,781 | Field & Stream.........+++-. 24.2 10,387 26.4 11,30 
House & Garden........... 36.8 23,248 56.9 35,987 | Fur-Fish-Game ..........-. 14.7 6,285 18.6 7,97 
*Improvement Era ........ 14.5 6,221 11.8 1,028 | Hunting & Fishing........ 9.7 4,155 9.9 4,262 
ee eee ee ee 9.2 6,277 9.5 CBU | Cbheee TANG as cc cc ecsccess 21.3 9,139 22.2 9,52s 
Mechanix Illustrated ...... 36.2 8,117 8.9 8,710 CTC TET CCTT TT TeTS 6.9 2,937 5.6 2,41: 
*Moose Magazine ......... 7.0 3,068 3,095 | tOutdoorsman ....eeeeeeees a? it 16.4 7,0) 
PMotor BOGtEm cscs cccsces 39.5 17,082 17,082 | Sports BOER cc cxsevivecsas 16.3 7,011 16.1 6,89 
National Geographic ...... 31.0 7,388 28.5 6,730 - - - Pons 
Nation’s Business ......... 43.2 18,556 37.1 15,910 Total Grewp ...scecess 118.4 50,723 121.9 52,25 
|*Nature Magazine ......... 4.4 1,960 5.3 2,273 | MAIL ORDER 
Open Road for Boys....... 10.2 #,358 15.5 6,667 | FComfort .. 2... cece eee eens 3.4 2,322 
| Popular Mechanics ........ 67.4 15,101 82.6 18,491 | #$Mother’s Home Life..... re yo ee 2 1 1 464 
*Popular Publications .... 16.9 3,782 23.7 5,307 | Woodmen of the World.... 1.9 S18 1.6 679 
Popular Science ........... 61.7 13,820 9.2 15,500 | —_— —————_. — -—— - 
POE sce teasdens teenede 30.2 12,939 $4.2 14,681 Total Group ..sccecess 1.9 818 1.6 679 
PERN ci dskacseseeenes 1.5 1,916 6.6 2,819 NOVEMBER WEEKLIES : 
Scientific American ....... 12.5 5,346 16.3 6,979 | *American Weekly ........ 47.3 90,059 34.5 65,644 
PEN OEN ccresarsseeadevees 14.0 >, YUS 12.2 1,230) 4*Business Week .......06. 265. 113,726 201.8 5 
*Street & Smith Fiction *Christian Advocate ....... 20.0 8,400 13.9 
HOGED cc ceversecivsvisess 7.8 1,736 10.6 SOTO 1 SONOS ce cstceesercrenans 186.4 126,742 201.9 37 7 
ree rr ree eT ee 23.5 10,112 27.0 Tera : Seer erererrrererrrie rt. 63.0 27,045 79.8 34,22 
*Thrilling Group ......... 20.4 4,568 20.0 4,476 | Family Circle .......eeee6. 69.0 29,610 75.1 32,20 
Town & Country... .cccess 54.6 36,722 64.8 6E.9OT | POPROR cc ccc ccccateesevecs 76.5 32,804 25.6 10,9 
‘sTravel ... Tor ree of s21 5.3 Rot gt: . Se werrrrre rrr eee sr Te 21.9 22,451 19.6 17,62 
True Detective Sank aaa 6.9 2,983 7.3 3,111 | *Liberty SL aera wae ee 30.5 13,085 81.2 34,82 
*Yachting i ‘ DOS 31,758 19.0 24,648 | Life Pere eee Tee eA ee 382.9 260,338 282.8 192,2 
Look eer ere rrr fi 37,999 40.6 27,6 
Total Group ss .1,230.9 603,858 1,276.1 616.617 | *Movie- tudio Guide li 9,308 20.9 14 
WOMEN'S SNewsweek .......- 227.7 W7,701 140.8 60,4 
*American Girls ? 6.1 2.616 6.8 9921|*New York Times....... 55.0 54,975 54.7 4,7 
*Charm ; ‘ rrr , 22.7 9,724 22.6 9.680 |*New Yorker ....cccsceee 197.8 84,848 299.0 128,2 
Glamour... Cixweres 30.3 13,005 30.1 te ae yy Se eee eee Creare eee i &.8 5450 3.7 2,5 
Good Hous ekeeping seus 86.7 37,201 81.9 ;|}*Saturday Evening Post... 236.8 160,989 S08.8  210,0 
Harper's BASAa ....cscces 70.7 17,513 94.1 Ci *iBcholastic ...ccecceseves 9.5 1,002 14.1 6,0 
Holland’s ...... ; 12.2 9,218 11.6 PPMIO WEEK ccs ctescrssssees 70 $9,293 53.5 55,11 
Hollywood (FF) aes 30.9 13,296 30.1 4. RU PWRURUCET ULES Cer 852.1 151,060 261.5 112,1 
PEOUMOMONE ccc ce niccceess 15.5 10,530 18.9 *l'nited States ‘Ne ws, The 56.6 58,610 78.0 s3 4 
Ladies’ Home Journal ‘ 80.2 n4,534 K 
Mademoiselle .....c.esee8- 109.2 16,856 Total Group .rcrscceoe 2,514.3 1,439,085 2,291.8 1,322.0 
Se cock sede binndeaeae 50.2 34,155 . 
Modern Romances (MM) 25.7 11,043 *Figures furnished by publisher. 
Modern Screen (MM)...... 30.1 12,915 ‘Not included in total, 
Motion Picture (FF)... ss 308 13,20: tNovember figures. 
**Movie Lift wes December fizures, 
**Movie Stars Parade - a 1942 format 420 lines; 1941 format 238 lines. 
Movie Story (F).... 20.6 12,712 31.1 P3054 1942 format 850 lines; 1941 format 1,030 lines, 
**Movies HERO oi ar ae Figures not available. 
Parents’ (N. Y. Metro. Ed.) 5O0 21,406 oe eeu 22,255 $December issue combined with January. 
jParents’ (Ni ition: al)... as 17.9 20,500 05 21,230 ‘Four issues, 1942; five issues, 1941. 


‘Personal 


‘Time,’ Cuneo 
Contest Unions’ 


Boycott to WPB 


Sen. James E. Murray announced | 
last week that representatives of 
more than 50 retail and wholesale 


trade associations from all sections 
of the country have been invited to 
confer with the Senate committee 
on small business in Washington, 
D. C., Jan. 19, 20, and 21. 

The hearings to guide the com- 
mittee in its legislative program 
for the 78th Congress will deal with 
three questions: (1) Government 
policy for meeting essential civilian 
requirements; (2) the voice or in- 
fluence of small retailers and whole- 
salers in government policy-mak- 
ing; (3) necessary steps for 


guaranteeing a competitive dis- 
tribution system after the war. 
OPA Accuses Mars of 
Trimming Candy Size 

The OPA filed suit in Kansas 
City, Mo., last week accusing Mars, 
Inc., Chicago candy manufacturer, 


of violating price ceilings by cut- 
ting the weight of candy bars with- 
out reducing the purchase price. A 
temporary injunction against the 
company was issued by Federal Dis- 


trict Judge Albert L. Reeves, for- 
bidding sales unless the price is 
lowered 


Joins Chek- Chart Corp. 


E. L. Barringer, formerly with 
National Petroleum News and the 
public relations staff of Ethyl Cor- 
poration, has joined the editorial 
staff of Chek-Chart Corporation, 
Chicago. 


Two Join ABP 


Western Flying, Los Angeles, and 


| Western Advertising, San Francisco, 
|have been admitted to the Asso- 
iated Business Papers, New York 


Washington, D. C., Dec. 17. 
resentatives of Time and the Cuneo 
Press today asked the War Labor 
Board to intervene in the boycott 
of work performed in the open-shop 


R. R. Donnelley and Reuben H. 
Donnelley plants in Chicago by 
other printers and binders with 


closed shop contracts. 

Bruce Bromley, attorney for Time, 
Inc., pointed out in the preliminary 
hearing that if “the lockout” 
not ended, Time would be forced to 
turn the entire job of publishing 
Time and Life over to the Chicago 
Donnelley firms, with a_ resulting 
two or three day delivery in the 
eastern time zones. 


Imperils Cuneo Investment 


A Cuneo spokesman reported that 
the action of the 
unions imperils Time’s public serv- 
ice role, the Cuneo em- 
ployes and Cuneo’s million-dollar 
investment made especially for 
printing a portion of Time and Life. 

In a tiff with W. L. Morse, citi- 
zen’s representative of WLB, N. M 
Pietro of the typographical union 
asserted the right of his members 
to refuse to execute work on print- 
ing matter received from or 
tined for struck plants. 

Contesting WLB’s jurisdiction, he 
said, “We don’t deem Time and Life 
essential to war. We can fight this 
war without them 


jobs of 


des- 


New Plastics Magazine 


Plastics & Resins Industry will 
make its initial appearance some 
time in January. Published by 
General Business Publications, 250 
Park Ave., New York, the magazine 
will be devoied exclusively to pro- 
duction of plastic products. 


Rep- | 


Was | 


typographical | 


a5, 


Five 


\November Issues 
of Weeklies Up 
8.8% Over “41 


New York, Dec. 16.—Although the 
| gain was not as great as that for Oc- 
tober, November issues of weeklies 
continued to show plus signs in ad- 
vertising volume over the same 1941 
month, according to an ADVERTISING 
AGE compilation based on data from 
Publishers’ Information Bureau. 

November issues increased 8.8% 
over the same month last year, 
with 1,439,085 lines as compared 
with 1,322,039 in 1941. The October 
gain had amounted to 10.2% over 
the 1941 figures. 

December issues of general maga- 
zines were off 2.1% and women’s 
magazines for the same month de- 
clined 8.9%. The outdoor group was 
off 2.9% 
26% 


20.4% 


and mail order issues were up 


| Limits Christmas Copy 


The Michigan Liquor Control 
Commission has warned distillers 
not to use pictures of Santa Claus, 
his sleigh and sleigh bells, Christ- 
mas trees, stockings hanging at the 
fireplace, or other pictures in liquor 
advertising in Michigan, which “are 
associated with the kiddies’ side of 
Christmas.” The commission said 
that pictures of sprigs of holly or 
mistletoe, but not wreaths, would 
be allowed if they did not “domi- 
nate” the advertisement. 


Joins McGillvra | 


Earl B. Salmon, formerly with 
Station WOR, New York, program 
service department, has joined the 
sales staff of Joseph Hershey Mc- 


Gillvra, Inc., New York 


issues, 1942 


Standard magazines gained | 


four issues, 1941. 


‘Shulton Changes Theme 
for One-Time Shot 


Copy will break in 171 news- 
papers, This Week Magazine and 
Parade Dec. 27 and 28, immediate!) 
after the close of the present cam- 
paign, carrying a new theme fo! 
Shulton, Inc.: “Toiletries and Tools 
for Victory.” The one-time, 3-col- 
umn shot will tell the public of the 
many war materials Shulton is pro- 
ducing for the government and as! 
indulgence if, as a result, its Earl) 
American Old Spice and other to!- 
letries are harder to obtain. 

The campaign about to be con- 
cluded is one of the largest in the 


company’s history and promote 
only the toiletries (ADVERTISING 
AcE, Aug. 17). How extensivel) 
the new theme will be used h: 


not vet been decided. 
ciates, New York, 


Wesley Asso 
is the agency. 


— Out McAllister 

Howard W. Davis, for seve! 
years a partner in KMAC, San A! 
tonio, with W. W. McAllister, h 
purchased Mr. McAllister’s interest 
in the station. Mr. Davis is al 
president of the Laredo Broadcast 
ing Company, which owns KPAB 
Laredo, Tex. 


A 
MARIA KRAMER 
HOTEL 


HOTTIE wistrevery comtort 


and not a care... 


‘| «orm LINCOLN 


44th to 45th Street at 8th Ave.’ 


Spacious Rooms with 
1400 Private Bath & Radio we | 


John L. Horgan, Gen. Mer. C1 6-4500 | 
Special Rates fo Men in the Armed Forces 


MONTREAL 


TORONTO 


WINNIPEGT 


GIBBONS KNOWS CANADA 


J. J. GIBBONS LIMITED - ADVERTISING AGENTS 4 — 
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Must Prepare for 
Postwar World, 
McKee Declares 


Chicago, Dec. 14.—Advertising | 
nust prepare America for the post- 
war world, Homer McKee, vice- | 
president of Roche, Williams & 
Cunnyngham, told the Chicago Busi- 
ness Papers Association today. One 
if its primary tasks is to sell the 
public on saving as a means of 
bridging the transition period from 
var to peace. 

Besides the necessity of keeping | 
brands alive and markets receptive 
to products not now available, ad- 
ertising likewise has the task of 
protecting the free enterprise sys- 
tem on which postwar prosperity | 
depends. 

“Advertising must tell the people 
that free enterprise doesn’t belong 
to just a few brass hats, who sit| 
around a directors’ table and turn 
prosperity on and off, like water in 
a spigot,” the agency executive de- 
clared. “The people must be made 
to know that free enterprise be- 
longs to them, just as much as the 
postoffice does. That industry isn’t 
closely held, that it belongs to 
everybody, to Tom, Dick and Harry, 
Incorporated. 


All Are Affected 


“The people must be told that if 
they hurt free enterprise, they hurt 
the girl who works in the laundry 

the cab driver—the white collared 
clerk — the widow who, with 
trembling hands, clips the coupon 
that holds body and soul together.” 


Rebuilding the postwar world 
means changing our attitude to- 
ward many of the factors which 


must be used to speed economic re- 
covery all over the globe, he said. 

“Advertising must arouse public 
opinion, and induce Congress to tear 
down the tariff walls, which would 
prevent this country doing business 
with other nations in a _ postwar 
bankrupt world,’ Mr. McKee as- 
serted. “A worldwide market 
vacuum is being created by this 
destructive war. Only America 
will have the machinery and the 
nanpower to fill that vacuum. The 
rest of the world will not be able 
to pay money for what it needs. It 
can only pay with raw materials 
and merchandise. So the only way 
we can export will be on a barter 
basis. 

“That will be impossible if we 
retain our present trade barriers. 
Only sincere and powerful adver- 
tising can make the farmer see that 
it is to his personal advantage to let 
Canadian wheat into this country, 
duty-free, or convince the meat 
packer that, in the large, we will be 
better off if we let Argentine meat 
into this country, duty-free.” 
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|tant part in 


The problem of holding markets 
now for future development con- 
fronts many industries, such as au- 
tomobile manufacturing, the 
speaker said. He continued: 

“The automobile industry, with 
its uncounted millions invested in 
war materials, for which there will 
e no peacetime use: with its pro- 
duction lines set up for wartime 
products; with its dealer organiza- 
tions practically disbanded; with its 
cash reserves restricted by law; 
with no cars to sell; with tires un- 
obtainable; facing a_ period of 
months during which everything 
will be going out and nothing com- 
ing in—only advertising can hold 
that industry together. And the 
predicament of other 
industries is no less acute. 

“Some means must be found for 
tiding industry over this critical 
peace-transition period. Advertis- 
ing must and will assume that job.” 

Advertising will play an impor- 
remaking the world 
with new and interesting products, 
he suggested. 

Mr. McKee closed by predicting 
that business papers, with their in- 
tensive coverage and high prestige 
and acceptance among the leaders 
of the nation, will experience even 
greater expansion after the war. 


om 


Cosmetic Makers 
Ready to Start 
War Bond Drive 


Washington, D. C., Dec. 
Completion of the 
drug, cosmetic and allied 
program for selling war bonds 
through two and one-half million 
dollars of paid advertising in news- 
papers, magazines and radio, was 
announced jointly today by the 
Treasury Department and the Ad- 
vertising Council. 

According to Lee H. Bristol, of 
3ristol-Myers Company, the cam- 
paign in magazines alone will carry 
the war bond message to 75,000,000 
readers of 40 national magazines. 

Each participant of the campaign. 
which has been developed by the 
council under Mr. Bristol’s chair- 
manship during the last five months, 
will contribute 5% of his advertis- 
ing budget for war bond promotion, 
substituting copy prepared by sev- 
eral agencies for the council in 
place of their normal selling copy 

Sponsors contributing their news- 
paper, magazine and radio space 


17.— 


industry 


hard goods | 


long-awaited | 


and time in an integrated schedule, | 


include American Home 
Bristol-Myers Company; 
taur Company; 
Peet Company; Coty; E. Fougera & | 
Co.; Frailey Products; 
Safety Razor Company; Hoffmann- 
La Roche; Miles Laboratories; Ster- 
ling Products: and Weco Products 
Company. 


Products; 
The 


| Soap Makers Pay 


Fines in U. S. Suit 

Newark, N. J., Dec. 17.—The “big 
three” soap manufacturers today 
paid $30,000 fines and declined to 
contest or admit charges of violation 
of the anti-trust laws brought by 
the Department of Justice in “infor- 
mation” proceedings in federal court 
here. 

Fines of $10,000 each 
by Procter & Gamble and Richard 
R. Deupree, president; Colgate- 
Palmolive-Peet Company and E. H. 
Little, president; and Lever Bros. 
|} Company and Francis A. Countway, 
| president, after a “nolo contendere” 
answer had been filed. The gov- 
ernment’s bill charged collusion in 
setting terms, discounts and condi- 
|tions of sale, and granting of re- 
funds and allowances, and the ex- 
change of price information and 
| classifications of buyers. 


were paid 


Isaacs to Doremus 


Mark Isaacs has joined Doremus 


& Co., New York, as account execu- 
tive. He was formerly with Tide, 
New York. 


Central Illinois is booming 
industrially and agricultur- 
ally. Reach a big chunk of 
it thru the DECATUR station, 


Sears & Ayer, Reps. 
Local help given. 


Cen- | 
Colgate-Palmolive- | series of 


Gillette | 


| project a custom. 
250 W. 1340. Full Time. 
| make one 
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Commercial Display 


Including Pou 


ltry 

Livestock 
1942 19 
Pages Lines Pages 


Monthilies 
American Poultry Jo 
Eastern Edition 1 15.923 60 


Central Edit 2¢ 13.29 24.7 
Western Ed 2a 8.729 17.6 
tin all 3 Edit s 16.9 eee © | l : 
*KRetter Fruit 
Breeders Gazette P- Oo 15. 
California Citro iph 1.4 SYST l 
Capper's Farmer 8s 1 
*Carolina Co-Operato: ' 1,428 14 
Country Gentleman 13.3 Sai 
*Electricity on the 

Farm ' ° bo 2,320 :.s 
Farm and Ranch... 15.2 11470 18.0 
Farm Journal & 

Farmer's Wife ‘ i 19,497 it 
*Florida Growers Mage 6.7 158s 8.7 
*Hoosier Farmer, Th 1.4 19 ‘4 
*Kentucky Farmers’ 

Home Journal.. 4 i h ' 
*Michigan Farm News ‘3 slo an 
*National Livestock 

Producer ous 4.1 
Nation's Agriculture ‘ re) 
*New Jersey Farm & 

Garden zie 1.268 7 
*Ohio Farm ‘Bure iu 

News , vad lo 4.7 LOS 
Poultry Tribune 

Eastern Edition ho] 1e. 196 4 

Central Edition... 4 83.167 25.1 

Western Edition... 23.0 8.426 18.2 

Pacific Edition 23 UYSS 9.4 

tin all 4 Editions 1% 8.271 16.1 
Progressive Farmer 

Carolina-Va Edition 27.6 1.ONN Be 

Georgia-Ala. Edition, 27.3 19.860 26.5 

Ky.-Tenn Edition LHe IS. 962 ‘6.3 

Miss.-La.-Ark Edit'n 25.0 18,207 oo. 

Texas Edition 25.3 18.382 24.4 

tin all 5 Editions 22.4 16.28 21.3 

tAverage 5 Editions 6. 19,104 24.9 
Southern Agriculturist 17.9 12.560 14.3 
Southern Planter. 17.9 12,561 14.4 
Successful Farming re L0,617 #5 

Total Group 643.9 SE1L6848 592 

Monthlies—November 
American Fruit Grower 1.5 2.062 4 
Arkansas Farmet: su 5,079 x 
Farmer-Stockman 16.s 12.676 14.2 
*Idaho Granger 1s 18 7.1 
Wyoming Stockman 

Farmer s.1 é,a88 1 

Total Croup $2.2 ee Be | 6.9 

Semi- Mentuee~—Nov embe r 
*California Grange 

News ‘ 13.9 15,050 1s 
'Dairyman's League 

News , 0 2,20 i 
Hoard’s Dairyman 2.3 16,548 Zao 
Indiana Farmer's Guide 13.9 10,864 wo 
‘Kansas Farmet 19.9 15,087 17.1 


and Display Including Poultry and Display 
Advertising Livestock Advertising 
41-—~, 194 1941 1942 1941-—, 1942 1941 
Lines Lines Lines ages Lines Pages Lines Lines Lines 
*Michiga I el l l 6,120 13,71 14,190 
Missour Far st t 120 So 5,100 
15.423 6,97 6.324) Missouri Ruralist 14 10,869 2.4 9,402 9,974 8,182 
ws is 570) Montana Farme 22.0 16,664 14 10,767 14,298 9,449 
t 1S 0,042 “Ohio Farmer 1% 16,819 19.0 14,572 15,877 13,344 
‘ 4.54 i,s62 * ! irange 
~.945 1 i 2,947 kk etir l 12,404 1 14,406 12,404 14,406 
01 4.30 4 10 Pennsylva it Farmer 0 l 135 14.2 10,901 14.674 10,149 
L1,7¢ S.9S7 11,7¢ Utah Farmer 14 li 14 1 ’ 779 1 +600 
15,1 14,928 14.04 Western 1 » Ee 26.1 i45 19.9 l 4 11.5¢ "4: 
1.858 1.428 1859 
5 7.49 24,628 Total Group 19 IS4,.994 S 162,743 Let 42 144,79 
Bi-Weeklies—Nov ember r 
ne 2. 3°0 2. 76¢ American Agriculturist 20,2 14,649 l i uuu 13,625 S.9o4 
1 TD ». 272 12,449 Arizona Farmer 21.0 15.889 is 1S, 7¢ 15,588 18,336 
Califo ti Cultivat 19.8 14,951 J6.9 20,32 4,172 19,335 
ae | 1s s 14.087 Dakota Farmer oe 15.899 11.4 S808 1 sau S808 
0 4,568 a0 Farme rt 
) ot] 25 (reneral | n 24. ‘ 1.0 IS,S29 14.9 18.338 
Local Edition 26. 20,818 8.3 ) 20,514 1,560 
usd 6.424 4.248 ldal Farme 19.4 Lave 16.2 l is 13,09 12,239 
170 0 )| *Nebraska Farmer 19,771 4 18,506 18 l¢ 
Avera: . 3 ns 4 1 ) Os4 20,1 LS, ole 
SN us ss New Er ind Home 
ee % stead 17 s 1 13 Hl 10,528 10,369 
Oregon Farmer 16.0 1 1 ’ 11,979 12,020 11,970 
% Naf Pacific Rural Press 
Northern ba n 1 1i,444 ‘ 16 16,609 3,576 
inne i sol Southern hea n 16 ; 2.9 4,908 15,770 23.047 
Roth Edit 8 20.4 15,4 Las) 1,52 14,587 20,234 
15.198 wm yt ‘ l’ra e Farmet 
10,76¢ 6,457 ¢ lil, & Ind Maditions 1. 1 1s rs 15,15 15,688 15,145 
7.800 6,0 it Rural New Yorke 14.8 11,582 16.2 12,700 579 10,540 
8.331 6.0 OS | "Wallaces Farmer ’ l 4 ’ 26,562 18.140 19.890 
6.ole 6,088 416) Washington Farmer Le.4 13,128 16.4 12,419 13,042 12,411 
Wisconsin Agriculturist 19.6 15,389 18.5 14,528 l 61 14.49 
19,139 19,67 IN.554 —— - - — — ——_— 
19,30 19.418 18,708 Total Group 358.9 1810 S5,02¢ 42R 2 64 
17.641 8.551 17.1 W eceklies—November 
16.89 17,814 16.484 Cappers Weekly ' ro) ‘ 509 7.95 1468 
17,770 17.658 1 65 ‘Washington Grange 
15.521 15,956 15.16¢ News 
18,150 18.628 17,808 Weekly Kansas City 
10.00 l ol 9.654 Star 
10,08 12.177 waz | Missouri Edition 4.4 10,788 4 10.473 10 1 10.372 
16,420 haoue 1 4 
Totel Group 8.0 18.7238 St 148 ° r 
.N1 OSS40 2SH.TH6 Du ilies—November ae ae 
*Chicago Daily Drovers 
2 431 2 06 1 Journal 1.3 L,6s¢ 1 i,t 8,267 38,795 
se 6.07% st *Kansas City Daily sg 
10,761 11,95 10,591 Drovers Telegram 16.9 std 16.1 4,158 0,342 4,758 
' Lhe ‘ "Omaha Daily Journal 
Stockman 1.5 15,4 24. 1 ‘ 3 1 2,439 
1505 7.211 1405 *s¢ Louis Daily Live 
Stock Reporter 10.9 lhe 14.9 1 —4y 19,29 26,840 
40 4; UL | 
Total Group 13.0 15¢ ' 82.4 17 ) 120 122,83 
IS.04 15.050 Is.o4 Figures furnished by publishe 
isure at neluded nh totals 
273 ost On] r jes, 194 four iesue 1941 
14,542 4,657 12.730 Two issues, 1942; three issues, 194] 
7.019 10.250 7.018 Four issues, 194: five issues, 1941 
13.01 11.848 9.77% ‘Figures not rece 


Procter & Gamble 
Honored Guest af 
Adclub Meeting 


(Picture on Page 79) 


Cincinnati, Dec. 16.—More 
300 business executives joined with 
the Advertisers’ Club of Cincinnati 
today in a salute to Procter & Gam- 
ble Company as the world’s largest 
advertiser. 


As those attending the special 
session came into the entrance of 
the Gibson Hotel roof garden, a 

panels met their gaze, 
showing Procter & Gamble adver- 
tising used in all leading media. 
The panels depicted P&G adver- 
tising from its infancy, giving a| 


sharp contrast with the advertising 
of today. Also shown were the 


Procter & Gamble baby of 1886 and 
the present 1942 infant; and the 
Ivory “Beauty” of 1890 and the 
“Dream” of 1942. 

Roger Ferger, assistant publisher 
of the Cincinnati Enquirer, intro- 
duced the principal speaker, John 


C. Sterling of This Week Magazine, 
whose subject was “Continuity in 
Advertising,” a practice long em- 
ployed by the soap manufacturer. 


Builds Confidence 


“Procter & Gamble’s all-time high 
in business shows an American 
business man’s faith in advertising,” 
Mr. Sterling declared. “The inves- 
tor does not care 


whether a com- 
pany advertises or not when he 
buys stocks on the exchange, but 


looks over the security of the com- 
pany, its earnings, its sales force, 
and how well it is known. Whether 
he knows this or not, advertising 
helps secure the things he is looking 
for. In other words, to prove the 
value of advertising is like proving 


the value of honesty. 
“When we consider continuity 
in advertising, we must consider 


whether the purpose of the adver- 
tising is to project a sale, or to 
Continuity often 

part in advertising to 
sale, but it is successful 
in projecting a custom.” 

Mr. Sterling cited several exam- 
ples of the former, such as selling 
homes, yachts, real estate, radios, 
and other products 


little 


plays 


refrigerators 


than | 


to last for quite a long time, while 
in creating a custom he pointed to 
breakfast foods, cigarets and other 
products which have a steady repeat | 


sale value, wherein continuity of 
advertising creates the custom 
which builds demand for these 


products. 
Aimed at Groups 


Successful advertisers using con- 
tinuity in advertising, he continued, 
have learned that although they use 
media that have large circulations, 
the advertising must be 
meet groups of people and not the 
entire “Successful users of 
continuity in advertising have even 
;}gone so far as to advertise only in 
certain territories to reach 
groups,” he said, “and not 


mass. 


spend 


entire population. 

“In checking advertisers who ad- 
vertise in maagazines continuously, 
we discover that only one-fifth of | 
the magazines listed advertisers who | 
used six insertions or more per 
year, three-fifths show a 
of accounts using advertising each 
year, and one-fourth of all adver- 
tisers do not renew. 

“Too many advertisers are failing 
to attain success or prove success. 
Successful advertisers are those who 
have been in the media five years 
or more. This proves the success 
of continuity in advertising, and 
these people get most of their sales 
from a small section of the con- 
sumer market.” 


Crosley Appoints Travers 
Advertising Director 

Ellis Travers 
has been ap- 
pointed director 
of advertising 
and public rela- 
tions for the 
manufacturing 
division of Cros- 
ley Corporation, 
Cincinnati. For 
the past nine 
years, Mr. Trav- 
ers has been 
vice-president of 
Ruthrauff & 
Ryan in New 
York and in Detroit, where he was 
in charge of the agency’s office. 

Prior to his advertising agency 
experience, Mr. Travers was direc- 
tor of advertising and assistant 
sales manager of Nash Motors, 
Kenosha, Wis. 


Ellis Travers 


which when purchased are supposed | 


Monthly and 


LINAGE IN FARM PAPERS 


ved to date 


| 


tuned to) 


these | 


large amounts of money to reach the | ous year, 


| 


mortality | 


| 


Semi-Monthly 


Commercial Display 


Farm Papers Gain 

New York, Dec. 16.— December 
and November monthly farm papers, 
as well as November semi-month- 
lies, marked up gains in advertis- 
ing linage, according to an ADVER- 
TISING AGE computation based on 
figures of Publishers’ Information 
Bureau. 

Up 8 to 13.6% 

December monthlies were up 8%, 
with 361,648 lines of commercial 
display advertising, compared with 
334,813 lines in the same month of 
1941. November monthly publica- 
tions gained 12.8% over the previ- 
and semi-monthlies were 
up 13.6%. 

Declines were registered by the 
bi-weeklies, off 4.6%; 
| weeklies, down 6.2%; and dailies, 
off 10. 


iy 
A 
Le 
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PRINTING 


Leading Agencies Rely on 
Faithorn 3-in-1 Service! 


We would like to show you 
samples of work that we 
are regularly producing for 
leading advertising agen- 
cies through our COMPLETE 
SERVICE METHOD of opera- 
tion. Ad-setting, Engraving 
and Printing—all under 


one roof. Phone or write to 


The Faithorn Corporation 
504 Sherman St., Chicago 
Phone WA Bash 7820 


4 Employees of The Faithorn Corporation 
* subscribed 100% for Defense Bonds & 
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Private Lines 


WPB’s limitation order on ab-, trate on housing loans, is planning 


| 
' 


preview of another new nylon prod- 
uct that can be expected for civilian 


| release when the war is won—nylon 
| paint brushes, now in use by the 


scorbie acid (vitamin C) is the first|to insure loans on _ refrigerators, | 


step towards a vast government) stoves, furnaces, and radios as part 
project to provide essential warj|of its postwar plans. 
workers with multiple vitamin cap- = = *F 
sules on the job. After boosting 
consumption of the so-called “pro-| its new points—rationing and fixed 
tective foods” through the national |—price programs through intensive 
nutrition program, the government | point-of-sale effort. Some 5,000 
is face to face with the fact that| volunteer community information 
a large portion of these key vita-| consultants are being named to sell 
min and protein - containing foods|merchants on posting OPA’s art 
must go overseas. | alongside of sales material for soap 
i and wheat flakes. 

FHA, which stepped out of the| ~~ 2s 

household utilities field to concen- | 


OPA is preparing to merchandise | 


government, which is taking the 
complete production of a pilot-scale 
plant. They’re said to outlast nat-| 
ural bristle brushes by three to) 
one, and also to have other quali- 
ties which endear them to a paint- 
er’s heart. 


! 


of course, is designed to make it a 

little tougher for the vitamin maker 

who sells the grocery and variety 

stores to get drug store distribution. 
* + « 


There'll be a shift of some kind 
in the Wrigley radio programs, 


| those which are devoted to a branch 


of the armed forces. Up to now, 


\“The First Line” and “Sgt. Gene 


* « * 


The vitamin outlet fight is on 
again in full flower. In smashing 
copy addressed to druggists, Grove 
Laboratories declares that “alien 
outlets sabotage your drug store 
sales,’ and warns retail druggists 


| that they’ll have to fight to keep 
The “du Pont Magazine” gives a'the vitamin business from going to} 


Autry” have had recruiting as one 
of their prime objectives. The Navy 
show, built on a broader basis, was 
re-signed earlier this month for an- 
other 52 weeks. The Autry show, 
in which the ex-cowboy radio star 
made strong appeals for enlistment 
in the air forces, will have to be 
changed in some respects. 


ooo WN WES CAUSE OF VICTORY 


This is a war in which every minute counts. That's why 


NBC, in a recent typical month, devoted some 150 hours, 


an average of more than five hours a day, of its own time 


to realistic public service 


keeping the nation informed 


of the progress of the war, mobilizing the nation’s man- 


power, gearing civilian life to a war economy, aiding the 


sale of War Bonds, keeping the world informed of our 


war aims and effort, improving our international relations, 


furthering the cause ef nutrition and health, ete., ete. 


Every minute of this time has been devoted, directly 


or indirectly, to the cause of victory. 


“Gars rs “Uae \arronan 


ipmoapcastine Gomrany 


Overseas ‘Victory’ 
Magazine to Have 
Advertising Pages 


(Continued from Page 1) 


and our institutions, Philip C. Ham- 
blet, deputy chief of the oversea; 
division, pointed out. The advertis- 
ing will also help the picture maga- 
zine look like a commercial pub- 
lication, as distinguished from the 
Nazi Signal, a pure propaganda 
sheet, and decrease the net cost t 
the government. 

Initial plans call for a circulation 
of 55,000 copies, and a format 
which like that of En Guardia re- 
sembles such domestic picture 
magazines as Life and Look. Vic- 
tory will not be circulated in thi: 
ceuntry. 

The magazine will be edited by 
the Crowell-Collier staff, under 
OWI supervision. The publishers 
have been assembling an advertis- 
ing staff during the last two months, 
while contract details have been 
ironed out with OWI. 

The first issue, published without 
advertising early in October, wa: 
distributed in France, North Africa, 
and other territories of varying po- 
litical shades, before the British- 
American expeditionary force in- 
vaded the French colonial empire 
Advertising rates and specifications 
will be announced shortly. 

The new publication will be is- 
sued in a variety of different lan- 
guages, it is understood, with ad- 
vertising in it to be handled by the 
regular Crowell-Collier advertising 
staff. Although it has been worked 
on for months, details have been 
slow in maturing, and ADVERTISING 
AGE was informed in New York this 
week that rates and other adver- 
tising details have not yet been 
completely determined. It is ex- 
pected, however, that no effort will 
be made to sell advertising on an 
aggressive basis, but rather that the 
decision to carry advertising is 
based on the desire to take the pub- 
lication still further out of the “of- 
ficial government propaganda” class 

If this is the case, it may be pre- 
sumed that only a “representative” 
billing will be sought. 


HARRISON E. HOWE 

Washington, D. C., Dec. 15.—D: 
Harrison E. Howe, editor of Chem- 
ical and Engineering News and 
author of a number of books in his 
field, died at his home here Dec. 10. 
He was editor of the publication 
when it was known as the news edi- 
tion of Industrial and Engineering 
Chemistry. The American Chem- 
ical Society publishes the semi- 
monthly paper. 


MABON P. ROPER 

Rockford, Ill., Dec. 15.—Mabon P 
Roper, president of the George D. 
Roper Corporation and a director of 
Blackhawk Engineering Company, 
a subsidiary, died at his home here 
Dec. 10. Mr. Roper, who was 50, 
had been ill only a short time. 

He took over direction of the 
Rockford corporation in 1925, at the 
time of his father’s death. 


when you think of SPOTS 
... think of John Blair! 


NATIONAL STATION 
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PHOTOGRAPHIC REVIE ronoewooe ome 
OF THE WEEK 


FROM SERVICE TO GRIM WAR THEME COUNTER SALESMAN 


Gukstine a‘ tourist appreciates 


A new display carton has been designed 
| for Yeast Foam, produced by North- 


THE ERAS COMPANY 


western Yeast Co., Chicago, emphasizing 


At the left is one of the series of “Registered rest room’ advertisements typical a triple economy theme. Copies of 
of the copy employed by the Texas Co. in late summer of 1941—before war “Daylight Saving Recipes,” originated 
struck the United States. The company's wartime institutional copy in the same in the company's test kitchen, are in- 

weekly magazines is illustrated at the right. serted at the back. MacFarland, Ave- 


yard & Co. is the agency. The shift in emphasis from peacetime to war duties is evident in these posters, 


prepared for Coca-Cola Co. as dealer aids. More than a year ago, the 
“dogwood girl’ above was quaffing the beverage quietly. This year, the similar- 


VARIETY IN TOURIST 'SELLING' BY ALL-YEAR CLUB size poster reflects the growing use of women in industry by depicting a girl 


worker at a drillpress. 


FAGGED? 
Hh youll get your 


quickest comeback in. 


How « playground goes to war! ATTEND PROCTER & GAMBLE PARTY 


Soulheran Cilifanta sitiugs julo action 
Utlh a 3 potul program 


At the speakers’ table at last week's adclub testimonial to Procter & Gamble in 
Cincinnati are (left to right) N. H. McElroy, assistant advertising manager of 
the company; Roger Ferger, Cincinnati Enquirer; John C. Sterling, This Week 


4 Magazine; James W. Petty Jr., president, Advertisers’ Club of Cincinnati; R. F. 
s Rogan, P&G vice-president in charge of advertising; W. G. Werner, assistant 
" advertising manager; Carl Ford, vice-president of the club; and Howard J. 
“ : - Morgens, P&G advertising promotion manager. (Story on Page 77.) 
PE et «. <--or RAe * 
* . Genera entiosianens J 
: aac SEES pale : THE POSTWAR MARKET IN SILVER 

ES Saeesen SOUTHERN CALIFORNIA 
, A consistent advertiser, the All-Year Club of Southern California has switched to a wartime theme which it hopes will 
E build a backlog of future tourist orders for the postwar era. The prewar approach to tourist selling is shown in the full- 
D. color magazine page at the left, which appeared in the winter of ‘40. The second advertisement will appear next month, 
of picturing how the one-time playground has gone to war. 


00, ADMEN ATTEND LEGION POST'S YEAR-END MEETING 


= * nite. pretie | 
Among those present at the final 1942 session of Chicago Post 170, American Legion, Dec. I1, were these groups: (top 
row, left to right) M. J. Swan and W. L. Ninabuck, International Harvester Co.; Otis Beeman, Aubrey, Moore & Wallace, . . : 
7 and Tom Harker, Mutual Broadcasting System; Walter E. Gibson, Caples Co., and Frank H. Hakewill, Roche, Williams 
5 & Cunnyngham. (Bottom row) R. E. Jeffers, Russel M. Seeds Co.; Ward Webb, Diamonex Co., and co-chairman, program 
5’ committee, Chicago Post 170; Upton Close, radio commentator and speaker of the day, and Elmer E. Flagler, New York With production of sterling limited for the duration, R. Wallace & Sons Mfg. Co. 
on News, commander of the post. (Second group) B. P. Mast, Conover-Mast Corp.; J. W. Breathed, Old Dutch Cleanser turns to a young market for postwar trade—teen-age girls who may pick a pat- 
division, Cudahy Packing Co.; Joe Linahan, New York News, and L. G. Tremblay, advertising manager for Old Dutch tern and complete the set in future years. National magazines, reprints, special 


Cleanser. (Final group) John P. Blair, John Blair & Co.; Geo. D. Coleman, WGBI, Scranton, Pa., and Paul Ray, John mailing pieces and newspaper mats for retailers tie in with the same theme. 
Blair & Co. (Story on Page 72.) 
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‘More than 


4.000.000 


lines of 


Retail 


advertising was carried by The 


Chicago Sun in its first year, a war 


1 
year, when retail linage was generally r 
down!... But The Sun was so much Nu 
needed, so widely supported, became 1 
an influence so quickly that Chicago = 
retailers recognized it... And The - 
Sun paid its way, earned its linage ot 
from the start!...With a big job to do, me 
and a big job done in its first year... ; 
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No new newspaper hi 
everwentsofarsofast x. 
as The Chicago Sun! 
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